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METAL BUCKLES & KEEPERS © 


Another Kon-ite triumph, combining the 
Strengthand Lustre of METAL with the 
Lightness and Resiliency of PLASTIC 
in the perfect watch strap buckle! 

A light core of tough plastic encased 
in a tubular sheath of precious metal 
results in a buckle of unusual beauty and 
great durability. PlastiCore is not a 
substitute for metal buckles, but is defi- . 
nitely a better buckle. It contains no 
base metal, so it cannot rust, discolor or 
corrode the leather. Now available only 
on genuine Kon-ite watch straps. 

Your jobber has them. Manufactured ° 
by A. SAUER & CO. Cincinnati 2, Ohio. 


KON-ITE 
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The cover—Back at school, 
student proudly shows her new 
charm bracelet to an admiring 
classmate. Bracelet and charms 
in 10K gold from R. M. Jor- 
den Co.; cultured pearls from 
Imperial Pearl Syndicate; so- 
rority pins and class rings 
from Dieges & Clust, Inc. 
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THE WAR IS OVER! 


Yes, the war is over, and the jewelry industry has already made tremendous 
strides along the road to a normal peace-time basis. 

Take a look at this list of the changes that have come about in the two short 
weeks since the Japs first announced their decision to surrender: (You'll find 
the details in the news section of this issue on pages 317 to 320.) 

Price controls removed from all jewelry items except watches, clocks and 
silverware: 

American watch manufacturers released from war contracts, thus permitting 
them to resume the production of watches for the civilian market. Deliveries 
promised to start before the end of this year: 

Ditto with the silverware manufacturers and silverware: 

All restrictions on the use of silver abolished—foreign as well as domestic— 
thereby not only permitting any desired increase in the amount of production, but 
also eliminating the price premium which the industry has had to pay because of 
being limited to the higher cost domestic metal: , 

All controls lifted from copper, thus allowing the resumption of the manu- 
facture of gold filled and gold plated goods on a brass base as in pre-war days: 

All prohibitions on the use of platinum eliminated. Iridium also freed, so 
that manufacture of iridium-platinum jewelry of pre-war quality can now be 
resumed without restriction. 

WPB ends allocations of importe1 watches to Army and Navy, thereby 
releasing entire importation for civilian market: 

Abolition of man-power controls, so that workers are no longer “frozen” in 
war work, and jewelry manufacturers, wholesalers and retailers are at liberty to 
hire whatever help they desire. 

Put all those things together and the inevitable result is an early return to 
practically complete normality or a reasonable facsimile thereof. 

About the only things that still stand in the way of an entirely normal situa- 
, tion are the 20 per cent excise tax (which will automatically be reduced to 10 per 
cent in another six months) and Regulation W. And those things are not barriers 
to the supply of merchandise but obstacles to selling that must be hurdled. 

What it all adds up to, therefore, is that the jeweler must now completely 
change his viewpoint of the past four years. From now on the problem will no 
longer be one of trying to find enough goods to sell, but of selling the merchan- 
dise that will soon be freely available. 

He must learn again to use discrimination in the selection of his stock — he 
must polish up his methods of merchandising, his advertising, and his window 
displays. He must again be a merchant in the fullest sense of that term. 

To that end, The Jewelers’ Circular-Keystone pledges its readers its unremit- 
ting efforts to supply them with every possible aid in the way of information and 
ideas that will help them in the battle for business that lies ahead. 
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“HE'S KEEPING COUNT OF THE NUMBER OF PEOPLE 
WHO ASK FOR THE PARKER "51" 
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sPEAKING OF THE JEWELRY TRADE 


ERHAPS the solution to those 

35-cent sapphires GIs were pick- 
ing up in India and Burma, referred 
to in the story-on Page 256 in the 
April issue of JC-K, is in the recent 
story which appeared in The Round- 
Up, the weekly newspaper of U. S. 
Forces in the China - Burma - India 
theatre: 





Seems Sgt. Bill Lang of the l’ourth 
Combat Cargo Group watched with 
very skeptical eyes his buddies pass- 
ing out rupees in Burma for so- 
called rubies, topazes and sapphires. 
Unable to get anywhere with his ver- 
bal cynicism in trying to convince 
the GIs that the roads of Burma 
were not paved with precious stones, 
Sgt. Lang turned detective. His 
first, and what turned out to be the 
final clue, came when he noticed that 
while red, blue, amber and white 
landing lights were normally in- 
stalled on newly-opened airstrips, all 
except the white lenses had a habit 
of vanishing. 

Lang put two and two together 
and broke the sad news to his bud- 
dies. Investigation showed that the 
enterprising Burmese removed the 
glass from the lights, broke it up 
into small bits that looked like uncut 
stones and then hunted up the GI 
suckers. 

Said an AACS man acting as star 
witness for Sgt. Lang, “The lights 
aren’t on the field two hours until 
the Burmese break out the glass and 
go into the jewelry business.” 

We hope that too many GIs won’t 
be disappointed with their “bargain” 


. ems but would suggest they save 


their rupees and get a better buy in 
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any “‘five-and-dime’ store in the 


U.S. A. 
© © 


OUNG men who have heard 

the little lady say “yes” and 
are planning to buy that diamond 
solitaire engagement ring may ob- 
tain some tips from a recent national 
survey of retail jewelers. 

For instance, this survey reveals 
the most popular carat weight of 
diamonds for engagement rings 
ranges between 25 and 50 points, 
that is a quarter or a half a carat. 
The cost for such a diamond, de- 
pending upon its brilliance and per- 
fection of cut, would be from $85 
to $150 for the quarter carat and 
$190 to $375 for the half. 

To enhanee the diamond, tailored 
mountings of white palladium are 
favored, with a trend back to old- 
fashioned prong settings indicated. 

From 20 to 70 per cent of the 
engagement rings sold have decora- 
tive designs carved to match a wed- 
ding ring, generally sold at the same 
time. Two-tone gold-and-palladium 
carvings are popular. 

Jewelers also reported that these 
days only a small number (some 
said 10 per cent, one went as high 
as 40 per cent) were content with 
presenting a wedding ring only. 
More engagement rings than ever 
before are being sold today. 

About 95 per cent of the white 
palladium wedding bands sold are 
mounted with diamonds. 


& 


HAUNCEY GRAY, who with 

his orchestra just finished a 
5-year engagement at New York’s 
El Morocco, and who is currently at 
Seattle’s Olympic Hotel, playing for 
nocturnal dancers, has a unique 
onyx ring. Being a composer of note 
Chauncey Gray has a number of com- 
positions to his credit—the latest 


being ‘“‘No More Rain.” Now as the 
first two notes of this ditty are “C” 
“G”, and his initials are the same, 
the boys of his band recently pre- 
sented him with the gift of the onyx 
ring with the musical notes of “C” 
and “G” instead of the orthodox 
letters for his initials and the first 
two notes of his new song. 


© 


HEN a queen bee came buz- 

zing merrily into the Lewis 
Jewelry store in the Tremont Thea- 
ter building, Ansonia, Conn., L. W. 
Shapiro, proprietor, did not mind. 
He just smiled at the customer who 
had come through the screen door 
with the bee and remarked pleasant- 
ly that bees will be bees. Mr. Sha- 
piro did not know as much about 
them as he knows today. In fact, 
a few moments after the customer 
left the store he was very much 
alarmed. For through two small 
apertures in the north wall through 
which an electric conduit entered, 
bees began to follow their queen. 





In through the two little openings 
came a steady stream of bees, hun 
dreds of them, and if Mr. Shapiro 
did not miss count before he fled 
his store, “thousands of them.” 
And they kept on coming. The 
fluorescent lights were becoming 
obscured with clouds of bees when 
Mr. Shapiro retreated out the front 


.door and carefully shut the screen 


door. He peeked at the side of the 
building through which the bees had 
been entering and there he saw 4 
veritible ball of bees, all apparently 
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waiting to get into his store. He 
called police and firemen, but it was 
two bee experts who finally solved 
the problem. 

It was well into the evening before 
the two experts succeeded in remov- 
ing all the bees from the store and 
the outside wall. When it was all 
over Mr. Shapiro decided to chalk it 
up as “a busy-as-a-bee” day. 


o 


B. PAYNE, jeweler in Galla- 
*tin, Mo., has bought a monu- 
ment business and has moved his 
jewelry store to the new location 
where he will operate both businesses 
in the same building. In supplying 
jewelry for the living and monu- 
ments for the dead he may be said 
to be an up and coming business 
man since he gets them coming and 
going. 

In Humboldt, Neb., another busy 
man has retired. Louis Slama opened 
a jewelry store there in 1892. By 
1910 he had built the first motor car 
on these Nebraska prairies—his own 
design and from parts he invented 
and made. Since 1910 he has op- 
erated a garage and automobile 
agency in addition to his other busi- 
ness. Now he yawns like a Fiske 
tire ad and says “It’s time to re- 
tire.” 


ISS ELSIE CELLI, program 

director of the American Red 
Cross canteen at Rainbow Corner in 
London, tells us of good news for 
American jewelers in that they will 
gte the business in postwar engage- 
ment rings for the English brides 
of American G.I.’s. 

In writing of these international 
marriages, Miss Celli says, “The 
American soldiers in England are 
not buying engagement rings for 
their fiancees. They prefer to wait 
until they get back into the states 
and buy from their local jewelers. 
There is a tax of 112 per cent on all 
new jewelry except the utility ring, 
although there is no tax on second 
hand jewelry.” 

The utility ring, Miss Celli ex- 
plains, is the 9-karat gold wedding 
ring, and another of palladium, 
which are essential for the marriage 
service. The gold ring sells for ap- 
proximately $6. No platinum or 
white gold jewelry can be manufac- 
tured. 

“Wedding rings for men are in 
demand,” says Miss Celli, “but as 


‘they are not in common use, they are 


dificult to purchase. The double 
ring ceremony is not much used in 
England. A few American men have 
sent home for double wedding rings, 
but so far as the diamond rings are 





"Reconversion" 
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concerned, they prefer to wait until 
they get back into the States.” 

Miss Celli is ‘in charge of the 
Wives Club, which prepares young 
English girls to meet their American 
in-laws and new customs in living 
when they come to this country with 
their G.I. husbands. 


© © 


HE ability to make a joke out 

of one’s business worries has un- 
doubtedly helped to preserve the 
sanity of many an American busj- 
ness man during the past two or 
three years. 

Among the jewelers who have 
been able to preserve that sense of 
humor is Bill Present, owner of the 
Daniels chain, and his friend, Fred 
Kohner, Baltimore wholesaler, who 
have kidded each other back and 
forth about merchandise shortages, 
Recently, Kohner sent Bill a post- 
card which said: 

“Your orders for American 
watches, expansion bracelets, stand- 
ard. brand cigarette lighters, and 
high grade plated flatware have 
been shipped complete. Awaiting 
your future orders. 

“The Mythical Jewelry Jobbers,” 

Not to be outdone, Present re- 
plied: 

“The merchandise was received 
today but we were greatly disap- 
pointed. Our records show that we 
had no order with your firm for 
American watches but only for un- 
branded Swiss movements. 

“We were also surprised to re- 
ceive standard brand flatware, as we 
use only lightweight promotional 
goods. Furthermore, you sent us 
only 12 pieces to a dozen while our 
regular suppliers always furnish 
fourteen in case our customers lose 4 
couple of pieces. 

“Also we are returning all the 
American made lighters at $2.75 
each as we prefer the imported kind 
at $11.50. You should certainly 
handle the latter because they are 
truly mythical—it is always a mys- 
tery when they light, while the 
standards brands are apt to light up 
every time without notice. 

“Until the war is over, please con- 
sider all orders cancelled unless you 
can supply genuine ‘Mythical’ 
goods instead of those well-known 
branded lines.” 

Up to now, Bill has had the last, 


word. 
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WINDOWS 


with a 


View of Tomorrow 


Another formula guaranteed to make sales in your store 
click as smoothly as a Rolls Royce engine? 

In this day of post-war planning, such formulas have 
become legion and each has its own ardent school of 
followers. To the merchant seeking a plan for his post 
war merchandising, this battery of theories is, at the 
very least, confusing to contemplate. His decision to 
adopt any one of them is vital to his future business— 
and who has the right answer? His individual problems 
do not always seem to fit the fine theories and he is apt 
to come to the conclusion that none of them apply to 
his business. 

It would be very gratifying for me if I could submit 
a shiny and complete new set of display and merchandis- 
ing techniques and say—‘This is it! . You can’t 
fail with this one!” But customers have a disconcerting 
habit of varying greatly from store to store and it is 


As a jeweler, your trade may be stable or dependent for the most 


part on current conditions. Whatever your situation, future success 


depends on careful consideration of your merchandising technique. 





AKE one open store front, add streamlined mer- 
chandising to taste, a dash of exclusiveness, two 
jiggers of salesmanship, mix with as many customers as 
possible and stir gently . and what do you have? 
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A modern style window need not sacrifice the show- 
ing of a quantity of merchandise. On the contrary, 
more merchandise can be shown in more pleasing 
arrangement than the old style step elevations ever 
permitted. Here, honeycomb shelves at rear of win- 
dow permit showing a quantity of larger items in a 
small floor space, while the curving ramps bring 
smaller pieces nearer the eye in graceful lines. 
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It’s going to take a lot of orchids ; 





You deserve orchids — the biggest and 
prettiest! For “making the best of things” 
since 1942, when vital war demands took 
1847 Rogers Bros’. lovely, popular pat- 
terns off your counter. 


**Qzzie and Harriet’’ have earned or- 
chids, don’t you think? For a swell 
Sunday night radio show — reminding 
your customers that 1847 Rogers Bros. is 
truly worth waiting for! 








Your customers ought to have about a 
boxcarful. For waiting so patiently until 
“America’s finest silverplate’” could be 
made again. (And—toss your hat—that 
will be soon.) 


As for us—could we have just a small 
bunch, too? For 98 years of expert silver 
artistry. For our war record of 6 Army- 
Navy E’s. For preliminary distribution 
plans, based on International’s tested 
quotas, to help you get back in the 
silverware business, the minute war de- 
mands permit! 


1847 ROGERS BROS. 
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International Silver Co., Meriden, Conn. 
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on its customers’ opinions that any store’s merchandis- 
ing policy must be based. 

Near-by, within a few doors of each other, are five 
small jewelry stores—each one as different from the 
other four as night from day—and each apparently do- 
ing a fine business. There is a very modern open front 
store, displaying their modern copper and silver jewelry 
on exotically shaped fixtures and streamlined show cases. 
Two doors away is a tiny shop specializing in Mexican 
merchandise—tiny window crowded with brilliant serapes 
and delicate silver jewelry. Immediately next door is 





New materials permit display effects 
previously impossible to odie in 
jewelry store windows. Molded plas- 
tic or glass elevations display jewelry 
to advantage without clumsy supports 
or "heavy" looking elevations. The 
corrugated glass screens in back- 
ground, besides serving a decorative 
purpose, allow more light transfusion. 
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a dimly lit shop, window glass coated with dust, antique 
fixtures, faded and dusty, and a jumble of antique 
jewelry—catering apparently to those with a slumming 
complex who feel that here they will find the genuine 
article offered for a fraction of its value. Across the 
street is an average conventional type of jewelry store— 
velvet curtains at the back of the window, a few pieces 
of jewelry on velvet covered blocks. Three doors away 
is a credit store—step elevations crowded with merchan- 
dise, prices and urgent slogans. 
(Please ‘turn to page 212) 





Combination of simple lines and mod- 
ern shapes give interest to jewelry 
display. Low steps display merchan- 
dise in orderly’ fashion while low, 
curved fixture features special pieces. 






by VIRGINIA DIXON 











Building a Diamond Business 
in the Neighborhood Store 


OCATION of the Arnold J. Johnson Jewelry Co., 

at 2028 West Superior Street, Duluth, Minnesota, 
seems to prove that a diamond house does not have to 
be located in the heart of the down-town district to get 
a big engagement ring trade. This store is in tle west 
end of the city, but its business is city-wide. It has 
been established in this area for 22 years, emphasizing 
diamonds and quality in diamonds, and building year 
after year a high confidence-winning reputation. 


This emphasis on diamonds is made through adver- 
tising as well as through personal contacts in the store. 
Newspaper advertising is consistent, always stressing 
quality diamonds; billboards in each section of the city 
up to the territory limits, spread news of the shop. Since 
the war began, billboard advertising has been cut be- 
cause of the reduction of automobile driving, and conse- 
quently in the number of people who would see the 
boards, but when conditions are once more normal it 
will be renewed. The message on the billboards is al- 
ways dignified, stressing quality of diamonds as the 
first consideration of a buyer. ‘ 

Radio is also used for its aural advertising effect. Each 
Sunday the firm sponsors a well-known news commenta- 
tor. Theme of each radio message is quality. 
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In selling, the big emphasis is on beauty, diamonds 
cut to give the maximum brilliance and fire, whether 
they are large or small. Customers are educated to the 
difference between diamonds cut to preserve weight and 
those which are cut to make the stone have the greatest 
beauty and brilliance. 

“We never buy an off-color diamond,” says Mr. John- 
son. “We keep to this rule as carefully as we do the 
other essential of not buying diamonds with flaws. We 


Attractive well- 
planned displays 
with a fine selection 
of quality merchan- 
dise do much to help 
lift the store out of 
the "little neighbor- 
hood jeweler’ class. 


want satisfied customers. The average person who buys 
a diamond is making a purchase which means a great 
deal to him and he wants the best his money can buy. 
We want people in our community to know if they buy 
diamonds here they can do so with confidence that what 
we sell is of the best and exactly as represented. Since 
quality is our theme we must accent color and freedom 
from flaws.” 

Johnson’s purchases many of its rings already 
mounted, the store also carries a large stock of un- 
mounted stones, and maintains one of the largest selec- 
tions of diamond mountings in the city. Thus they can 
cater to a wide difference in taste without having to 
tie up excessive amounts in inventory. 

In selling diamonds for engagement rings, Mr. John- 
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by ETHEL CORBITT PITKIN ; —a , ee ogg a 
VELY ta ‘Arnold Johmseon 
JEWELERS ie 


2028 WEST SUPERIOR SY. 


GRUEN...WATCHES 








Billboards in strategic locations 
throughout the city and surround- 
ing area bring in outside trade. 


Through consistent promotion stressing’quality merchandise, A. J. 
Johnson. who operates a suburban store in Duluth, Minn., has built a 
large diamond trade and athigh reputation among satisfied customers. 


son or his assistants never attempt to force a sale, or limit in his price, effort in this direction is dropped, to 
hurry a customer, as the purchase is far too important make the customer feel entirely comfortable in making 
in the minds of customers. Even to those who have his selection. 

limited means, the satisfaction of quality before quan- Today more women are selecting diamonds than for- 
tity is pointed out. Effort is made immediately a cus- merly, because of style importance. The day when a 
tomer broaches the subject of diamonds, to establish a man suddenly produced a diamond for his love is quite 
price range. Then, if possible, this is built up to a definitely past. To please his lady-love a man must pre- 
higher range by showing some of the higher priced sent the right diamond in the right mounting and to 
diamonds, but if the customer evidences that he has a (Please turn to page 214) 


Intense spot-lighting over 
each diamond showcase 
draws customers’ atten- 
tion to Johnson's fine 
goods and brings out 
full brilliance of stones. 
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Tying his columns up with news of 

local, national, or world interest, 

. jn fact, anything that happens to 
strike him as being of current im- 
portance, has brought Mr. Harrison 

a wide circle of regular readers. 


: 








Advertising 
With a 


Personal Touch 


HEN a jewelry store draws fan-mail because of 

its unique advertising that’s one for the experts. 

But for the past 15 years, that has been the experience 
of Harrison’s Jewelry Store of Pocatello, Idaho. 
Harrison’s incidentally, is one of Idaho’s largest and 
oldest jewelry stores, E. D. Harrison, the founder, 
established his jewelry business in 1892 when Pocatello 
was a small frontier town with Banoock Indians camped 
nearby and the Union Pacific Railroad running through 
its center. E. D. died in 1927 and his son, Parry, long 
associated with his father, took over and became the 
inspiration for the clever advertising which has made 
Harrison’s a by-word of jewelry quality in all south- 


eastern Idaho. 


It all began when Parry subscribed to a “canned” 
advertising column in 1929. This served its purpose 
he said, as far as it went. He decided one day it lacked 
the personal element and local color which today makes 
the column so readable. So, he tried his own hand at 
it, using the appropriate pen-name “Ticker.” 

The column was an immediate success and for fifteen 
years Parry has been writing his own column, tying 
the content up with local drives, world affairs, war, peace, 
income tax, or any subject which might be occupying 
the lime-light. It is all conversational in tone and there 
is no attempt at literary perfection. Parry says he pays 
no attention to sentence structure, the idea being upper- 

most in his mind. However, if you read one of his 
“Ticker” columns you'll find there isn’t much to critize 
from a literary standpoint. He gets his ideas over with 
remarkable clarity and because his subjects generally 
go beneath the surface and strike at the heart they 
carry an emotional appeal sometimes not even achieved 
by a professional craftsman. 
Ideas, he says, are snatched from the air or incidents 
in the store, community, or nation.. He makes no 
preparation until the time pressure is on and he is 
forced to write it to make a deadline. This undoubtedly 
accounts for the timeliness of the subjects chosen, for 
the freshness of his ideas and for the simplicity of the 
presentation. In other words when Parry writes his 
column he is writing about something thet is new enough 
to impress him and inspire him to talk about it. The 
column draws fan-mail because others are thinking along 
the same lines and have also a desire to express that 
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thinking. Parry’s easy manner of writing gives the im- 
pression that he is talking directly to you—in your liv- 
ing room—across the luncheon table—or on the street. 
The Harrison advertising is written in column form. 
It appears every Monday evening in the local Pocatello 
Tribune, and once a week in eight other small papers in 
southeastern Idaho. A column wide and varying from 
6 to 15 inches in length it occupies the left hand side 
of the back page right along with the local news items. 
Every now and then throughout the local news is a line 
which says “eyes left for Ticker.” This advice may be 
unnecessary since everyone reads the Ticker column 
for its timely comments, bits of information about 
jewelry, or interesting anecdotes about the family. 
He pays the regular column inch display price and 
uses approximately 600 inches per year in each of the 
nine papers. 
The column ,starts out with the informal “Hello 
Folks” and concludes with the name “Ticker,” some- 
times with the added information that Ticker is the 
advertising writer for the oldest jeweler in Idaho. 
The pen-name Ticker has value in that it arouses 
curiosity and intimate associates peg the style. The 
ads continue to run while the boss is out of town and 
there is always chatty mention where he is, what he is 
doing. People forget that the United States Mail Ser- 
vice is still functioning and are sure that someone else 
Parry is frequently stopped on the 
street, complimented on the advertising, and asked who 
this man “Ticker” is. 
But the pseudonym presents the opportunity for 
Ticker to make the Boss the butt of jokes in the Jack 
Benny style. 
As an added test of reader interest Ticker often 
offers some interesting booklet, such as the “World Time 
Chart” and suggests that they call in person, or write 
in and say that “Ticker said they might have one.” 
Htndreds of these requests come in monthly. 
Parry Harrison has had such success with his Ticker 
ads that he is keeping a file of them. Some day he may 
have a bunch of them printed and offer them to jewelers 
as ideas or structures upon which ‘to build their own 


ideas, 
The Ticker column has the virtue that it would be 


Down-to-earth chatty newspaper column 
on any subject of current interest, is 
elever advertising stunt of Harrison 
Jewelry Co., Pocatello, Idaho, that has 


made store name a byword in the town. 
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as appropriate for a big city as it would be for the small 
community since the subjects chosen are so general in 
scope for the most part that they would appeal to per- 
sons everywhere. By plugging Community drives and 
also national ones much good will is gained. 

The “Ticker” column never quotes prices, nor does 
(Please turn to page 216) 
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*SVMNODAY— in the Gay Nineties—and always—the 
jeweler’s most pricelss possession is his reputa- 
tion. He earns the confidence and respect of his com- 
munity by ethical dealings in fine quality merchandise.” 
These lines recently appeared in an advertisement in 
the J.-C.K. There are quoted here because today, per- 
haps more than any time in recent history, the jeweler 
is threatened with the loss of some of his prestige. And 
much of it is being lost through the jewelers’ own gen- 
erosity in giving away his knowledge to non-profession- 
als who use it to their own selfish advantage, to the 
detriment of the jewelry business and the jewelers 
reputation. 


APPRAISALS AID DIAMOND "PEDDLERS" 


Some interesting facts came to light on this recently 
in a large-city when investigation showed that in that 
one town of less than half a million people, there were 
at least fifty people selling diamonds though they had 
no connection with any local reputable jeweler. They 
were getting their merchandise from pawn brokers and 
dealers from some other section, spotting their customers 
through newspaper advertising of distressed merchan- 
dise, and closing the sales with the aid of appraisals from 
reputable local jewelers. Usually free appraisals. And 
even in the few instances in which a charge was made 
for the appraisal, the long profit to the peddler on the 
sale of the diamond was many times the small fee which 
the legitimate jeweler got for appraising the goods, and 
so making the sale possible. 

Many of the diamonds sold were not as represented, 
were not worth the price charged for stones of that 
quality even at today’s prices, and some of them were 
sold with written appraisals that had been given on 
entirely different stones. 


"SATCHEL SELLERS" DIVERT BIG VOLUME 


Obviously this is a situation that could cause some 
serious trouble if it is not stopped before it gets out 
of hand. On a conservative estimate such dealers, with- 
out paying taxes, without buying licenses, without a 
place of business or responsibility, did a several million 
dollar business in America last year. Much of this 
merchandise was, no doubt, of doubtful origin though 
some of it may have been more or less as represented. 
In either event, however, the jeweler with an enviable 
reputation to protect should be very careful that he does 
not become a party to these frauds. But to do so is 
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What Is It Worth? 

































going to require a more strict control of giving appraisals 
on diamonds and diamond merchandise. 

When this subject first came under discussion at the 
Atlanta Jewelers Guild, my first thought was if the 
jeweler will not give appraisals even ta a fee, where 
is one to go for such information? And I confess I was 
in favor of appraising merchandise for anyone who 
could and would pay for such service. After some dig 
cussion of the subject, I decided on my own to make 
an investigation as to how widespread the evil was, and 
what, if anything, could be done to correct it if it was 
found to have reached an alarming state. 

I contacted leading jewelers throughout several states 
and from the information gathered thereby, I offer a 
few suggestions that may give you something to think 
about. 


“NO APPRAISALS,” SAY SOME JEWELERS 


Some of the leading stores have settled the question 
to their own satisfaction. They do not appraise stones 
for anyone, under any circumstances. For a moment 
that seemed to be the answer. Then came up the ques- 
tion of settling estates, insurance purposes, and the 
appraising of merchandise actually sold by yourself. 

These things are necessary in our present economic 
set up, therefore there must be someone with sufficient 
knowledge and integrity to which these people can go 
for such information. Who shall that someone be if 
not a jeweler? No one else possesses the prerequisites 
for doing the job. Even if someone else could, the 
jeweler could not afford to stand by and see that some- 
one step in and take away the confidence and the prestige 
formerly held by the jeweler alone. Obviously, some 
compromise is in order. Just how much and how shall 
it be handled, that is the question? Here are some of 
the answers. 

Mr. Harold Seburn, Certified Gemologist, manager 
of Swartzschild Brothers, Richmond, Va., goes into the 
question in some detail. Says he: 

“This question has confused jewelers for many years, 
and if some appraisal solution could be worked out for 


all jewelers to follow, it would be a great step forward. 


LIMITS SERVICE TO INSURANCE 

“Our appraisal of diamonds and other gem stones 
is limited to insurance companies and estates. We are 
bothered with outside diamond dealers and distressed 
merchandise peddlers. To get around them, we ask for 
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a letter and an appraisal blank from the insurance agent 
with whom they intend to insure their jewels. 

“The making of appraisals is a service that only the 
retail jeweler can render, but not without charge. The 
time and money that I spent to obtain my Certified 
Gemologist title is worth some compensation. Doctors 
and other professional men charge for what they know, 
and not merely for what they do. My case is similar. 
If peddlers had to pay a high appraisal fee to the jewel- 
ers, we would not be bothered with them so much.” 

It is clear that Mr. Seburn believes that the answer is 
not to refuse to appraise, but to charge a fee large 
enough so that you will not be bothered with those who 
wish to know the value of a gift, and not very much with 
the peddler and seller of so called “distressed” mer- 
chandise, but at the same time will not eliminate the ser- 
vice entirely for those who are legitimately entitled to it. 

He further states: “I hope your efforts will help work 
out a good solution to this problem that has perplexed 
the jeweler for so long.” 

In trying to arrive at a fair and equitable solution to 
the problem without doing injustice to anyone, we 
secured a number of other suggestions. Mr. Rudy 
Schneider, immediate past President Atlanta, Ga. Jewel- 
ers Guild, takes a different attitude. 


“We believe this practice should be for any jeweler 
who values his reputation and business ethics.” 

Mr. Deutsch does not explain why he holds these 
views, but he undoubtedly has very good reasons for 
feeling so strongly on the question. Down in Birming- 
ham, Alabama, Mr. Wm. G. Bromberg of Bromberg 
& Co. holds a modified view. 


“USE JUDGMENT,” SAYS ALABAMA JEWELER 


“We do not appraise diamonds,” he says, “except 
for a specific purposes and occasions. We will not give 
a written or verbal appraisal on diamonds unless it is 
for legitimate insurance purposes, and we charge an 
appraisal fee of $5.00 for the first one thousand and 
one dollar for each additional thousand or fraction 
thereof. 

‘““Also we reserve the privilege of refusing to appraise 
for insurance any ring which is obviously new. We 
appraise for estates, for trust departmentss of banks 
and for the courts. In such cases our fees often run 
$25.00 to $50.00. 

“We sometimes advise our customers as to the value 
of family articles, but we do not make a written ap- 
praisal. We merely ask the customer what they think 
the article worth, and tell them whether it is high or 


A report of a study of the views of representative jewelers 


ba the question of making appraisals. Opinions vary widely 


but majority favor giving service for fee and using discretion. 


"ALWAYS CHARGE FEE," IS ANOTHER ANSWER 


“Diamond appraising,” he says, “is a service that only 
the jeweler can render. If he is unwilling to appraise 
at all, it is most likely because he does not know stones 
and knows he will only get into hot water if he tries. 

“If all jewelers refused to appraise stones, they would 
force the jewelry business, or the most profitable part 
of it, away from the jeweler to someone who would take 
the trouble to learn his business, back his knowledge 
with his written word, and cash in on it.” 

“Then you believe,’ we asked, “that the jeweler 
should appraise for anyone who will pay the fee?” 

“Why not? If you were buying a used automobile, 
to whom would you go for an appraisal—the junk dealer 
or an automobile dealer? The man who knows cars. 
If you were buying a home obviously you cannot know 
all the means of evaluation used by the builders and 
home financiers, so you would be compelled to go to 
someone dealing in real estate, pay his fee and take his 
valuation. How long would the public risk buying real 
estate—or diamonds—if there were no such authority?” 

Jumping from Atlanta to Cleveland, Ohio, and the 
Rudolph Deutsch Co., we find an almost exactly opposite 
view. Mr. S. H. Deutsch, Vice President, says in part: 

“It has been our experience in the great many years 
we have been in business that it is ridiculous to appraise 
diamonds for anyone regardless of what it might be. 
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by P. BUFORD HARRIS 
in collaboration with 
ROBERT P. CASTLEBERY 


low. In these we never mention a specific price.” 

Regarding the large number of diamond peddlers and 
so called distressed merchandise dealers, Bromberg has 
a very definite policy. 


APPRAISES ONLY, FOR PERSONS KNOWN TO HIM 


“We positively will not make appraisals for outside 
diamond dealers or peddlers. It is, we believe, a very 
dangerous procedure to make appraisals unless you know 
for whom they are being made. We know of at least 
once instance in which legitimate jewelers were making 
appraisals and charged from $15.00 to $20.00 for them. 
They found, to their horror, that peddlers were pur- 
chasing the appraisal forms and in some instances re- 
using the appraisals to sell stones of far lower quality 
then the ones originally appraised. 

“One great danger of giving appraisals is that some 
people ask three or four jewelers and unless all the 
jewelers agree, the customer loses faith and you are put 

(Please turn to page 216) 
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Eye-Catehing Displays 


Bring Customers Into Store 


Not every jeweler has the advantage of having a wife with decorative 


ability like that of H. F. Underwood, of Jacksonville, Fla., whese 


eatehy windows have brought much attention and business to the store. 


O H. F. Underwood, catchy window displays bring 

more customers to his store than advertising in 
daily newspapers. Of course, the head of the Under- 
wood Jewelers in Jacksonville, Florida, can feel this 
way, because his decorator Mrs. Underwood, through 
her window displays, has attracted the attention of 
hundreds of passersby and even of jewelry store com- 
petitors. 


In the jewelry business since 1928, Mr. Underwood 


began to realize the possibilities of attractive window 
display when five years ago, he purchased the present 
location at 220 Hogan Street, which was then an old 
musty hat shop. Decorator Mrs. Underwood began to 
show an aptitude toward creative designing. Her arange- 





ments improved the interior and finally Mr. Underwood 
decided to turn the business of decoration entirely over 
to his wife. 

Her creative mind overflowing with ideas, Mrs. Under- 
wood proceeded to introduce an illusion of largeness 
within the store, by painting strips of wood in a wine 
color from the wine-colored rug to a half drape of the 
same color, and continuing along the ceiling. Together 
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Mrs. Underwood's displays 
are simple but effective. 
Here, small animal figures 
claim sole attention in one 
entrance window, while to 
the right, a basket of white 
flowers keynotes the show- 
ing of jewelry and watches. 


with the side wall of glass blocks, the whole illusion 
gave depth and beauty to the interior. 

With full charge of decorating, Mrs. Underwood 
proceeded to gather all types of ceramic pieces, divers 
colors of velvet, paper flowers, and anything that would 
prove useful to her window displays. - 

Even though the unusual window displays are changed 
about every ten days, admirers of long duration insist 
that never have they seen a duplicate display. To wateh 
Mrs. Underwood work, is to watch an artist draw paint 
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from his palette. Materials, on whieh Mr. Underwood 
spends at least $1000 yearly, are piled near the window. 
Backgrounds quickly appear and often passersby will 
stop, struck by the creative touch of the women and 
remain until the entire design is completed. 

It was her last Christmas display which elicited much 
comment. A tiny church, attractive with its stained 
glass window and illuminated interior, was ingeniously 
surrounded by small ceramic boy angels singing hymns. 
There was a complete lack of merchandise. Within the 
store, a large satin Santa Claus was hanging as though 
in descent with gifts. 

The summer season produced another display show- 
ing a tiny chef, outfitted to even a high white hat and 
with wooden fork in hand, while close by, appealing to 
the heat-weary admirer, was a tray-full of summer 
dishes, exact in every detail, while off to a corner stood 
a complete set of glasses filled with mixed drinks in a 
cool, tantalizing setup. 


Always, the displays of Mrs, Underwood seem to 
breathe life. There may be a miniature fountain, sur- 
rounded by grass, and a pleasing white fence. There 
may be a small home-made fountain and ceramic fish, 
realistically showing their fins. On one occasion, to 
produce a realistic pool, Mrs. Underwood used a dark 
brown substance for water, inserted paper lilies and 
added ceramic flamingoes. 

When Mrs. Underwood displays silver, it is not a 
mere chest of silver tossed into the window, but she 
arranges the silver in a style which almost prompts 
the remark, “all set for dinner.” 

One day, the woman decorator arranged a white 
metal bird cage in the window in a Spring display. Ex- 
pecting to see ceramic birds in the cage, passersby were 
surprised to see paper roses arranged on swings, with 
colored trailers, leading from the cage to corners of 
the window. 

Capitalizing on current subjects, Mrs. Underwood 
arrested the attention of people with a clever “Bugs 
Bunny” eating a carrot, together with his cast. 

It was during the blackout that Mrs. Underwood 
procured about 50 yards of white velvet. Cleverly using 
this as background, the displays retained their attrac- 
tiveness despite the no-light regulation. ° 














“All set for dinner" is Mr. Underwood's theme 
in this showing of sterling dinner service. At 
right, a single bunch of American Beauty roses 
lends color to the display of diamond solitaires, 


A simple stage effect puts over the idea of this 
showing of small circus animal figures shown at 
the far left. On this page, a variety of bird 
figures are shown against a setting of flowers. 


Simplicity of design and sheer beauty are the charac- 
teristics of the Underwood window displays. With three 
windows for display purposes, two are used for mer- 
chandise with one devoted to silverware and the other 
to gems or watches. When watches are displayed only 
one brand is shown. No colored stones are mixed in a 
garish display. One item is always featured. 

Mr. Underwood explains it this way, “To a majority 
of people, especially the transients, the name of Under- 
wood means little, but an eye-catching window display, 
will draw potential customers into the store.” 

This is aptly demonstrated when on one occasion, 
Mrs. Underwood had arranged silver trays in such an 
attractive style that before the display had been re- 
moved, the trays were completely sold out. 

One jeweler, opening a new store, was so taken up 
by the decorative scheme of the interior and the win- 
dows, that he sent workmen to the Underwood store 
to get every detail for incorporation into his store. 

Mrs. Underwood has never attended a school of de- 
sign. In fact, Mr. Underwood has discouraged her at- 
tendance at such a school, for he feared that a formula 
of study would destroy her original approach. 

Mr. Underwood owes his rapid acceptance among 
(Please turn to page 220) 
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Sales Tax Threat Continues 





State Legislatures are casting longing eyes at potential revenues 
from sales levies and jewelers may find themselves still paying 


substantial tax even if Federal excise is finally repealed. 


by BETHUNE JONES 


HEN -jewelers think of sales taxes, -their 

thoughts are usually of the Federal excise tax 
and the hope for its ultimate repeal now that war is 
over. But the Federal tax is by no means the whole story. 
Jewelers may also find themselves still plagued by a 
threatened trend toward new and higher state sales 
taxes. 

Although proposals for new or increased sales taxes 
have been blocked thus far this year where presented 
in state legislatures throughout the country, indications 
are that this form of taxation will become an increas- 
ingly live issue in the immediate postwar period. 


THREAT AGAINST SO-CALLED LUXURY ITEMS 


Such an incipient trend is particularly threatening 
to jewelers, since experience has shown that general 
sales tax bills are apt to break down under opposition 
into proposals for selected levies against such so-called 
“luxuries” as jewelry. Unless headed off before it gains 
momentum, a wave of new state tax proposals may 
confront jewelers at a time when they will be looking 
for relief from wartime Federal levies. 

Contending that they comprise one of the few re- 
maining major revenue sources left open to the states 
which have not already been fully exploited, proponents 
of sales taxes may seek their enactment more aggres- 
sively within the next two years in nearly a score of 
states, with increases likely to be advocated in a num- 
ber of the 23 states which already have them. A list 
of these states showing the type of tax and the rate for 
each one is set forth in the accompanying table. 

In some states the proposals will be presented as 
part of tax revision programs. In others they will be 
pressed to support swollen state budgets likely to totter 
when war-inflated tax revenues taper off and treasury 
surpluses are fully dedicated or consumed. In still 
others they will be asked to support new or expanded 
state services, such as bonuses and other aids to war 
veterans, liberalized old-age pensions and other welfare 
programs, increased state aid to education, more state 
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aid to municipalities, higher public payrolls, public 
works, and other revenue-consuming demands. 


NO REDUCTION OF PRESENT TAXES IN '45 


Evolution of such a trend is indicated by analysis 
of current year developments, even though it appeared 
at this writing that no new sales tax states would be 
added this year and that there would be no immediate 
increases in existing sales taxes. With adjournment 
having been reached by nearly all of the regular legis- 
lative sessions convened this year in 44 states, it also 
was indicated there would be no major reductions or 
repeal of existing sales levies, although such proposals 
were presented in a number of states. In many states 
there were significant indications that efforts to over- 
come popular opposition to sales tax proposals would 


‘be continued. 


Regarded as significant for their possible future impli- 
cations despite the generally cool reception they met, 
new sales tax proposals were presented this year ina 
number of states, including Nebraska, Texas, Massa 
chusetts, Rhode Island and Florida. Oklahoma’s Legis 
lature shied away from a proposed 1 per cent increase 
in its sales tax, enacting added automotive and beer 
taxes instead. Increased sales tax also were proposed 
in some other states, including Illinois and Alabama. 

A strong drive for a sales tax was made during the 
Florida legislative session by opponents of administra- 
tion proposals for higher taxes on beer, cigarettes and 
utilities. While the sales tax advocates were unsuccess 
ful, they may have opened the door to more serious com 
sideration two years hence. Gov. Millard Caldwell 
threatened to veto a sales tax if passed this year, but 
also advocated a complete overhauling of the state’s tax 
structure at the 1947 session. When asked if he’d sup- 
port a sales tax if proposed at that time by an interim 
study committee, he said he’d be guided by the latter's 
findings. , 

There has been talk of an added sales tax in Louisiana 
and the issue {s expected to come up there next yeat, 
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if not sooner, at a special session which Gov. James 


H. Davis has indicated might be called. Louisiana last 


year reenacted as a permanent levy a sales tax which 
previously had been on an emergency or temporary basis. 

Although Gov. Ellis Arnall blocked new taxes in 
Georgia this year with an advance warning he would 
veto any sucli bill, there were indications that a sales 
tax may be actively sought there in the future. One 
Georgia legislator advocated a postwar sales tax as part 
of a tax revision program. There had been earlier simi- 
lar talk from others. 


Pennsylvania is another state which may later con- 
sider a sales tax. Gov. Edward Martin observed early 
this year that whether Pennsylvania turns to a general 
sales tax is up to the Legislature. He pointed out that 
he frequently had advocated such a levy to relieve the 
tax burden on real estate, but that “everybody seems 
afraid to tackle it.” 


A retail sales tax will be seriously considered by the 
1947 Minnesota Legislature, in the opinion of observers 
there, despite current opposition to such a move. A 
recommendation that the state adopt a sales tax in some 
form was contained in a report by the J. G. White Engi- 
neering Corp. which attracted attention of Minnesota 
solons this year. 


Maine’s State Bureau of Taxation recently advised 
against adoption of a sales or income tax to replace the 
state’s present property tax. It added, however, that 
Maine “may be forced to adopt other sources of tax 
revenue at some time in the future, if the present sources 
fail to meet state expenditures.” 

As an alternative to adoption of a general sales and 
‘use tax in Virginia in the near future, Virginia’s State 
‘Commission to Study the Sales and Use Tax recently 
recommended moderate increases in individual and cor- 
poration income taxes. The commission, which was 
created by the 1944 Virginia Legislature, implied, how- 
ever, that the state may eventually have to turn to 
a sales tax or abandon plans for improved schools and 
other expanded governmental services. 


Adoption of a retail sales tax in Kentucky was recom- 
mended in a report submitted this spring to the Kentucky 
State Postwar Advisory Planning Commission by its 
committee on public debt, taxation and federal grants. 
The proposal was referred to another commission ap- 
pointed by Gov. Simeon Willis to study the state’s tax 
structure. In suggesting a sales tax as a means of rais- 
ing revenue to aid schools, old age pensioners, eleemosyn- 
ary and welfare institutions, the committee asserted that 
a sales tax “is both equitable and necessary in order to 
produce some of the needed revenue.” 

A sales tax also has been suggested in Tennessee, it 
was disclosed by Gov. James N. McCord who has pre- 
dicted that the 1947 Tennessee Legislature might be 
called upon to find a new source of revenue. The sales 
tax proposal, together with a suggestion for state-owned 
liquor stores, was merely in the formative stage, he said. 

Oregon’s Legislature this year called for a survey of 
that state’s tax structure over protests that the move was 
an attack on the state’s income tax in behalf of a sales 
tax. Oregon’s electorate last year rejected a sales tax 
proposal, but the issue apparently is not regarded as 
dead. 
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State tax revision studies also are under way or sched. 
uled in a number of other states, including Illinois, Penp- 
sylvania, Alabama, California, Florida, Ohio, Vermont, 
New Jersey, Iowa, Kentucky, New Hampshire and Utah, 
Some of these studies may lead to proposals for ney 


or increased sales taxes. 


There are other states which 


will admittedly face the need of new revenues in the 
early future and in which the sales tax issue may be 


raised. 


Already adopted by 17 of the sales tax states to prelll 
vent evasion by out-of-state purchasing, use taxes alsg 
were issued in some states this year and may be heard — 
from increasingly in the future. 
would have levied a 2 per cent tax on the purchase price 
of personal property bought outside Arkansas for use 
within that state was vetoed this year by Gov. Ben T, 
Laney. A similar measure was pending in Missouri, ” 
while Oklahoma’s Legislature passed a bill intended 
to impose its existing 2 per cent use tax on mail order 
houses selling to Oklahoma consumers. 
in Oklahoma was a bill exempting machinery and equip- 
ment of manufacturing industries from the state’s sales 


and use taxes. 


A use tax bill which 


Also passed 


In addition to the threat of new state sales and use ‘ 
tax proposals, municipal sales taxes, such as already — 
operative in New York City and New Orleans, may be 


sought on a broader scale. 


Under authority of legisla 


tion passed this year by the New Jersey Legislature 
Atlantic City is now levying a 8 per cent local sales tax, — 
Mayor LaGuardia proposed an increase in New York 
City’s sales levy. San Bernardino, Calif., expects to 
raise $400,000 from a municipal sales tax. 
duced but rejected in Rhode Island this year would have 
empowered cities to levy sales or other taxes not imposed 


by the state. 


A bill intro- 


Sales tax authority also was proposed 


for Michigan cities, although in that instance a cor- 
responding cut in the state sales tax rate was suggested. 


State Sales Taxes, Types and Rates 








Source: Division of Tax Research, United States Treasury 
Department data are as of Aug. 1, 1944 

Use 

State Type of tax Rates Tax 

Alabama Retail sales. 2 Yes | 
Arizona General sales 2 pe 
Arkansas Retail sales 2 ie 
California Retail sales 2% Yes 
Colorado Retail sales 2 Yes 
Illinois Retail sales 2 ‘aa 
Indiana Gross income Ye vee 
Iowa Retail sales 2 Yes 
Kansas Retail sales 2 Yes 
L onisiana Retail sales 1 Yes 
Michigan Retail sales 8 Yes 
Mississippi Gross receipts 2 Yes 
Missouri Retail sales 2 oe 
New Mexico Gross receipts 2 Yes 
No. Carolina General sales 8 Yes 
No. Dakota -Retail sales 2 Yes 
Ohio Retail sales 8 Yes 
Oklahoma Retail sales 2 Yes 
So. Dakota Retail sales 2 Yes 
Utah Retail sales 2 Yes 
Washington Retail sales 3 Yes 
Gross receipts Y, ves 
W. Virginia Retail sales 2 ro 
Gross income if eee 
Wyoming Retail sales 2 Yes 
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Yes a . . 
a The much wanted MASTERCASE :.. with its patented RONSON one-finger, one-motion 
Yes “press, it’s lit—release, it’s out” action...always top seller among our popular-priced 
” lighter and cigarette case combinations, has been absent since Pearl Harbor. 


Yes But it will soon be back...the first RONSON Combination that will be manufac- \ 


Yes tured when Government regulations permit full resumption of civilian 
Yes . 
ia production. 






a We are looking forward eagerly, with you, to the happy day when we 
re can again supply all the old RONSON favorites, together with many 
es 


* new appealing designs and finishes, comprising RONSON Pocket 





He Lighters, Combinations, Table Lighters, etc., which will boost 

pe your RONSON sales far above any known pre-war levels. 

- RONSON ART METAL WORKS, INC., NEWARK 2, N. J. “Press, it’s lit... Release. it’s out” 
es ' ye: , 





MAKE YOUR DOLLARS FIGHT—BUY WAR BONDS _. Prized for Master Craftsmanship 
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Old Country--New Industry 


Au outgrowth of the war in Europe has been the development of the 
diamond cutting industry in Palestine. which, despite restrictions 


and problems of supply of rough, has grown rapidly since 1940. 


by DR. KURT JOKL a 


HE Diamond Industry in Palestine is of recent 
date, the first diamond cutters who introduced the 
craft here having come to this country in 1938 from Bel- 
gium and Holland. These “pioneers” kept a close con- 
tact with. Antwerp—they bought the rough diamonds 
from their old suppliers in Belgium, and they sent the 
finished product back for sale to Antwerp. 

The actual organization of the industry dates back 
to 1940. The outbreak of the war with Germany discon- 
nected the important diamond cutting centers in West- 
ern Germany—in which about 4,000 workers were en- 
gaged—from the world market in diamonds. Later, the 
occupation of the Low Countries and, consequently, the 
temporary loss for the Allies of the most important cen- 
ters of diamond cutting (Antwerp and Amsterdam) 
were the cause of a new development in Palestine. From 
these small beginnings, a flourishing industry grew up 
which consists of 32 workshops and about 4,000 workers 





(Please turn to page 222) 








Training of skilled labor was one of 
first problems of the new industry. Here, 
young apprentice grades rough stones. 


Modern factory methods facilitated train- 
ing and as new labor was trained, the 
quality of cut stones has improved. 
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The Day and the Diamond 












aes the desire for a diamond 
engagement ring, De Beers advertising 
points to the diamond as the symbol of love 
and marriage. It’s working for you in an 
expanded campaign in the country’s lead- 
ing magazines with a total of 138,906,257 
messages. De Beers Consolidated Mines, 


Ltd., and Associated Companies. 
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HE birthstone for September, the sapphire, is a fairly common gem, but its frequency of 

occurrence in no way detracts from its popularity. Sapphires are found in many different 
hues but for the natal stone as well as what is regarded as its traditional color, the blue shade is 
more generally known and used. 

The pieces shown here, designed by Sol Kaufman, 562 Fifth Avenue, New York, who is well 
known in the creative jewelry field, employ the combination of sapphires and diamonds in a new 
motif being developed by some of the large exclusive jewelry firms. The cluster treatment of the 
round cut faceted sapphires on the quills, with the trim of diamonds .and its resultant blue and 
white effect, lends a smart and novel appearance to the pieces. 
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LIBRA, the Scales 
The Sign of the Zodiac for September 
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SEPTEMBER Se pphives 


For September, the Sapphire is the birthstone and Libra 








is the sign of the Zodiac. Libra—the scales— symbolizes 
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when you buy Sapphires or any precious stone 


at Stone Headquarters. 





5. NATHAN & CO., INC. 


610 FIFTH AVENUE, NEW YORK 20, N. Y. 
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Birthstone for September 


T is confusing, perhaps, but nevertheless true that 
sapphires may be of almost any color except deep 
red. In fact, corundum, the mineral of which sapphire 
is composed, is often red too, but then we call it ruby. 
Chemically, corundum is aluminum oxide and when 
chemically pure it is colorless. Both the red of the ruby 
and the blue of the traditional sapphire, as well as the 
many hues of the “fancy sapphires” such as yellow, 
pink, orange and green, owe their color to the presence 
of small amounts of various impurities in the stone. So 
much work on the synthesis of sapphires has been done, 
with such fine results, that we ean be very certain of 
the exact type and quantity of impurity responsible for 
any color. Titanium and iron are supposed to cause the 
color in blue sapphires, and they give this color to the 
synthetics. There should be another name for the many 
colored gems; “fancy sapphire” somehow fails to give 
them their hue, but a simple and acceptable name re- 
mains to be found. 
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Rough sapphire at left with cut stone and star sapphire 
with rough showing inclusions which cause star effect. 


However, from the birthstone standpoint, sapphires 
can be considered as blue gems, for the traditions which 
surround sapphire are attributed variously to several 
blue minerals, of which the modern sapphire is but one. 
According to an old tradition,’‘Moses received the Ten 
Commandments engraved on slabs of sapphire. It is 
hard to imagine the modern sapphire in slabs, nor can 
we suppose that the peoples of that day were in the 
habit of seeing engravings on such a hard stone. The 
reference is undoubtedly to some softer material, prob- 
ably lapis lazuli, possibly azurite. 

Sapphires crystallize in the hexagongl system, and 
vary like the rubies in appearance, ranging from squat 
tabular crystals to the elongated, pointed barrel-shaped 
bi-pyramids characteristic of Ceylon. While they have 
no cleavage, they often show a parting parallel to a 
rhombohedral face and this is commnly mistaken for 
cleavage. The difference is not purely academic, for 


(Please turn to page 284) 
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Mined and cut and polished under the expert super- | Weare America’s lafgest importers of star sapphires 


vision of our own exclusive representative on the _—_ and specialists in all precious colored stones. 


Island of Ceylon. ..and flown directly to New York AMERICA’S LEADING SPECIALISTS 
IN PRECIOUS COLORED STONES 


City . .. these stones are available as original parcels 


y P a os 
and individually. : Har Vhs A {, OME Bl 


BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, N. Y. 


For SEPTEMBER, 1945 187 





The Diamond Industry in 1944 


Second and final part of a digest of the 20th annual review of 


the diamond industry written by JC-K’s diamond consultant. 


The 


complete text of report will soon be available in booklet form. 


by SYDNEY H. BALL 
Of Rogers, Mayer and Ball, N. Y. 
Diamond Consultant for JC-K 


WORLD PRODUCTION 


For the fifth year, because of the war, even fairly accurate 
figures of world diamond production are not available. The 
1944 figures are largely estimates, but the total 11,400,000 
carats (5026 pounds avoir.) is probably a close approximation. 
The value at the mines was some $40,000,000. Of the total, 
about 80 per cent (say, 4021 pounds avoir.) were industrials 
and about <0 per cent (some 1005 pounds avoir.) gem stones, 

As compared to 1943, the gain in weight was 86 per cent 
and in value 38 per cent. 

The Belgian Congo was the leading producer by weight, 66 
per cent, and by value about 24 per cent. It presumably, as 
to value, was exceeded by the Union of South Africa. The 
British Empire produced some 23 per cent by weight and 56 
per cent by value. 


> 


World Production of Diamonds, 1941-1944, by Countries, in Metric 
Carats (including Industrial Diamonds) 
1941 1942 1943 





1944 
800,000 


Africa 
Angola 
Belgian Congo .. 5,866,000 
French Fqu. Afr. 80,000 20,000 
French W. Africa 57,726 20,000 
Gold Coast 1,090,000 *1,000,000 
Sierra leone .... 850,000 *850.000 
South-West Afr.. 46,578 56,420 
Tanganyika** 29,052 40,000 
Union of S. Africa 
Mines 


*791,850 
6,018,236 


794.990 
4,881,090 
20,000 
20,000 
1,000,000 
850,000 
100,000 
53,000 


175,885 
$126,444 


550,000 


118,821 148,525 





158,422 
825,000 
27,000 
84,350 


118,821 
800,000 
27,000 
40,836 


802,329 
275,000 


27,000 
29,65C 


698,525 
870,000 
27,000 
84,000 


British Guiana ... 
Other Cvountries*** . 





Grand Total ... 9,211,108 9,283,163 8,352,969 $11,401,525 


Estimated. 
** 1941-3, production; 1944, exports. 
t Cane and Transvaal, without Namaqualond, estimated at 53,210 carats. 
1941: Borneo, India. New South Wales. U.S.S.R. and Venezuela 
1942: . India, Néew South 
R. and Venezuela (Venezuela produced 31,570 
1943: Venezuela (23,020 carats), Borneo. India, New South 
Wales. U.S S.R., United States (Arkansas), and Bolivia. 1944: Vene- 
zuela (22,037.07 carats), Borneo, India, New South Wales, U.S.S.R. 
t Approximate. 
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‘The Belgian Congo, thanks to the large production of crush 
ing bort by B.C.K., showed an increase by weight over 19% 
of 54 per cent and South-West Africa a similar gain. 
Union of South Africa, due to the marked increase in ft 
production of the pipe mines, more than doubled its product 
an estimated gain of some 130 per cent. Brazil may have 
creased its production slightly. The other countries she 
no important changes, although Sierra Leone presumably 
duced somewhat less than in 1943. 

The following table shows, as accurately as available figure 
permit, the world production for the past four years. 


DIAMOND CUTTING 


UNITED STATES 


Some 750 artisans and 250 apprentices are members of 
Diamond Workers Protective Union of America and sor 
1800. to 2000 artisans (40 to 45 per cent women) of the 
ternational Jewelry Workers Union: in addition there ¢ 
from 500 to 700 workers who are not unionized; a total 
3500 to 4000 cutters and apprentices. These workers w 
employed by over a hundred shops, one of which employs ab 
most as many cutters as America had in prewar days. | 

By May, 1944, the growing scarcity (indeed, a shortage) 4 
small rough, from which melees and single-cuts are polished 
required New York cutters to raise the average size of the 
product. The American 10 per cent duty on cut but not 
stones protects the American cutter of large stones, in which 
labor is a small part of the final cost, but is less helpful 
the cutting of melee, where labor is a large factor in costs. 


In May Tenry I. Jacobson expressed the view that afte 
the war the American cutting industry may remain a la 
one, as mechanicul improvements may offset cheap Europe 
labor and, further, that American tariffs may be increased 
Baumgold Brothers’ publicity department is of the same min 
(Nation’s Business, June, 1944). In their shop, highly med 
anized, the operation of cutting melee has been broken do 
into a few simple operations, each done by a single worket 
They believe their methods give costs competitive with any 
to be later attained in Europe. 

In short, as always, the United States will produce 
best large, well-cut diamonds and that part of the indus 
will certainly survive the war; in this item the chief cost ite 
is the rough, not the labor. As to the American cutting 
melee, there is a question. Wages, now fantastically 
may well have,to be trimmed somewhat. 


BELGIUM 


The revival of the Belgian industry, now that Belgium 
liberated, is certain. Under German occupation only 
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The customer who buys a Circle of Light. Diamoad iin satished 
customer . . . a customer who returns to you again and again with 
complete confidence. | 
For the “plus” qualities of Circle of Light Diamonds — their perfect _ 
beauty, greater brilliance and size lela: yet Parts 7 them a joy to — 
wear: And a pleasure to sell. 


Leading jewelers, the country over, have learned that “perfect 
beauty” gives perfect satisfaction; they are consistently linking 
their godd names with Circle of Light Diamonds. Are you? 


PERFECT BEAUTY IS NOT BORN... IT'S MADE... IN AMERICA 


Me 


THE GUILD OF AMERICAN DIAMOND CuTTERS 
an affiliate of 
BAUMGOLD BROBS., INc. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 





Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West Sth Street 
mv. S. Pat. App. for OTHER AFFILIATES: Diamond Tool Research Co. \ ©. —— Quartz Products Co. of New York 
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cutters found employment. The revival is powerfully backed. 
For some time the Diamond Corporation is said to have been 
holding “Antwerp” qualities, small rough—the specialty of the 
Belgian cutters—for their use, and the Belgian Congo pro- 
ducers have been stocking their gem grades (and they are 
large producers of small rough) against the day when the 
homeland would be freed. Re-establishment of the industry, 
however, will require time. The artisans lucky enough to have 
escaped are now widely scattered; many of those who did 
not, because of their religion, must have suffered the horrors 
of concentration camps, and many must be dead. The fac- 
tories, or at least the majority of them, are reported to be 
intact, although some, at least, of the machinery presumably 
has been removed by the Nazis. Four and a half years is a 
long time. . 

Reports ascribed to Burgomaster Camille Huysman of 
Antwerp came out of Belgium in September, 1944, to the 
effect that the tools and equipment from some 2500 cutting 
benches in ten of the largest cutting establishments had been 
confiscated by the Germans; further, that most of the younger 
workers had been deported. Small tools for about 10,000 
workers had, however, been hidden during the war, it was 
said. Late in 1944, the industry was non-existent: by March, 
1945, 5000 artisans were employed. 

In December, 1944, it was reported that Belgian cutters 
had contracted with the Diamond Trading Company to pur- 
chase a first shipment of 30,000 carats of rough (worth £100,- 
000) and a second shipment of 150,000 carats. Apparently 
neither shipment arrived in 1944. At that time it was esti- 
mated that there was equipment for but the 4000 cutters 
then supposed to be in Antwerp. It is understood that there 
is an Anglo-Belgian agreement by which, after these stones 
are cut, they will be returned to Great Britain, where they 
will be sold. Wages were expected to be more or less in line 
with those of Palestine and Cuba, also cutters of small cut. 
While in Antwerp, the stones will be under control of the 
British Board of Trade; in other words, they could not fall 
into enemy hands. Polished stones are, for the time being, to 
be returned to England to be sold to the highest bidder. 


HOLLAND 


The Dutch industry has not the powerful backing enjoyed 
by the Belgian industry and its revival will doubtless be 
slower. Further, Holland was liberated at a later date than 
Belgium and more of its factories were destroyed,. It is, 
therefore, likely that its cutting industry will be reborn at a 


later date than that of Belgium. Eventually, however, Holland 


also will begin to cut its specialty, fine large rough. 


U. S. imports of industrial diamonds by carats and average price per carat from 1919 to 1944. 


Imports of Industriol 
Diomonds (by carats) 


a 


GERMANY 


The revival of diamond cutting in Germany will, of eq 
face greater difficulties than even Holland. Its low «& 
even lower in prewar deys than those of Belgium, indicat 
the eventual rebirth of the industry, particularly in the cuitin, 
of small stones. 


PALESTINE 


Diamond cutting in Palestine has grown rapidly. Foy 
in May, 1938, it had 82 cutting shops and 3600 artisans by 
early 1944. Auxiliary trades furnished an additional ij 
men employment. The industry was started by Jews from 
Amsterdam and the artisans are largely refugees from ts 
Low Countries (Belgium 83 per cent and Holland 17 ye 
cent), although the Yemenite Jews are said to take to ¢ 
trade like ducks to water. In November, 1944, the Belgian and 
Dutch consuls in Jerusalem invited the cutters and m . 
of their respective countries to return to their homeland, 

The specialty is the cutting of melee (under one-quarter tp © 
about one-fiftieth of a carat) and even “sand diamonds.” It. 
is said that 85 per cent of the operations and 80 per cent of | 
the value of the product is melee. Recently some large stones _ 
were being cut. The stones reaching the United States are 
well cut, the poorer grades going to the Near East market— 
largely India and Egypt. The industry y well expand © 
further and, due to the type of operatives, oH relatively low 
wage, and the cutting costs attainable, may well survive after 
the war is over; further, it is understood that the industry has 
the active support of the High Commissioner of Palestine and 
certain leaders in the trade. 

The growth of exports of polished diamonds is shown fn 
the following table: 

£P 


25,000 


2,620,000 (some 50,000 carats) 
Est. 8,800,000 (some 78,500 carats) | 


Cut diamonds are now probably the leading Palestinian ex- 
port; in 1943 they had attained second place. The capital 
invested in the industry early in 1944 was $6,000,000. 

Certain New York brokerage agencies import the cut direct 
from Palestine. 


The industry, provided it shows flexibility, should continue | 


to exist after the war is over, as it is one of the few new 
(Please turn to page 240) 
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PHOTOGRAPH 
OF A MAGIC CIRCLE DIAMOND 
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The outstanding beauty of the Magic Circle diamond is easily recognized 











hy the fine polished sirdle, not thick, not flat, creating a higher degree 
3 I 5 = = = 


of brilliance as compared with older types of cut. 





mer | 

| Magic (ircle Diamonds are sold only in one quality—the FINEST | 

a Magic Citele membership is open to you. Exclusive agencies are now | 

5100 heing offered. You owe it to yourself to inquire at once as to the agency 

90 for your locality. 

a. 

70 | : 

0 Magi: ke Mele 

50 DIAMONDS 

40 TRADE MARK REG. U. S. PAT. OFFICE 

" A PRODUCT OF : 

20 . ; 

| RUDOLPH DEUTSCH COMPANY : 
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By having its own shop, Tappin's can provide dis- 
plays. that are "different" from competing stores. 


Improves Displays and Saves Money 
With Own Construction Shop 


LTHOUGH comparatively few retail jewelers can 
afford their own display construction departments, By ALBERT S. KESHEN 

such a section for a large store or for a group of stores 
has proven economical and time-saving as well as pro- 
viding the advantage of individualized displays that give 
the store a different air from its competitors. A display 
construction department is particularly valuable these 
days when if a merchant has to depend for his display 
material on sources outside his own store, he must prac- 
tically take his turn on a waiting list before his require- 
ments can be filled. 

Tappin’s, Inc., who operate a chain of half a dozen 
credit jewelry stores, with headquarters in Newark, 
N. Ji, has been building its own displays in its own 
shop for several years and their experience is a case in 
point. 

The shop in which the displays are created is on the 
second floor of the home store at 823 Broad St.,-Newark, 
N. J., which is part of a double building at one of the 
most thickly congested traffic centers in the country. 
Operated single-handedly for the past five years by a 
department head who combines creative display talent 
with carpentry constructive skill, this section has more Note the individualized appearance 
than paid for itself. It serves all of the seven Tappin ° the entrance and show windows 
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Tappin's gets away from 
the stereotyped fixtures 
by designing and build- 
ing its own. Shelving, 
cornice, steps, and dis- 
play frame in this cos- 
tume jewelry depart- 
ment were all made in 
Tappin's own shop. 


stores in New Jersey and Pennsylvania. Besides New- 
ark other units are located at Irvington, Orange, Pater- 
son, Camden, Philadelphia and Upper Darby. 

The workshop measures’some 20 by 75 feet and is 
equipped with saws, lathes, workbenches and other car- 
pentry and painting equipment, all power operated. Be- 
sides window displays it is also used for interior show 
units and other handy work to be done around the stores. 
Ceiling drops, stands, step elevations and individualized 
advertising panels to tie in the store’s local promotions 
with the national advertising of the manufacturers are 
among some of the work produced. 

The attractive costume jewelry in-store display in 


This display featuring optical depart- 
ment was a recent "homemade" job. 


the Newark store, shown in one of the accompan 
photographs is a product of the shop. Another rece 
outstanding job was the construction of a display grou 
ing emphasizing optical and hearing aids, attention he 
ing drawn by the liberal use of mirrors. This, too, i 
shown in one of the pictures. { 

The most outstanding advantage of the shop, th 
management has: learned, is the speed with which & 
hibits can be constructed and assembled. In these da 
of breath-taking news events when alert executives am 
prompt in tying in their promotions with headline oce 
rences such as V-E days, bond drives, blood banks am 
other patriotic themes, a display department which cal 
turn out a panel on short notice to take advantage 6 
these attention-pullers is a decided asset. On season 
occasions such as Christmas, Easter, Mother’s Day, an 
Father’s Day the shop’s display unit has produced 
speedy and highly effective window set-ups te fit in 
national promotion campaigns. 

One of them attracted national attention, when da 
ing the Sixth War Loan last December, Tappin’s Neq 
ark store came out second in the regional display ca 
petition conducted by national authorities and first 
New Jersey. This window was previously published? 
JeweELers’ CircuLar-KeystTone. q 

Tappin’s has been prompt in tying in their windd 
displays with all possible national advertising campaig 
in order to present to the public part of the larg 
national outlook. By using their own shop, howeve 
it has been possible to supplement this aid by makin 
features individualistic so that patrons can recogni 
the general advertising and yet by unique or mé 
elaborate presentation drive home the idea that Tappitt 
is better equipped to furnish that particular brand ai 
service than any other store. 

(Please turn to page 274) 
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HEADQUARTERS FOR ALL STONES—ALL SHAPES AND COLORS 


AITTAY & BLITZ 


Importers and Cutters 





You Can Always Find * Attention Manufacturers 


in our diversified We have available a 


stock large quanti- stock of Imported 


ties of the most European Colored 


popular stones in Stones which will 


demand today — 3 $i enable you to pro- 





whether Precious or duce many new and 


Semi-Precious, Syn- attractive crea- 


thetic or Imitation. tions. 


























22 WEST 48th STREET . NEW YORK 
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Dress Jewelry For Service Men — 








4 


Identification brace- 
lets, new watch. 


bands, silver dog 
tag chains, rings, 
wallets, etc, are 


some of the items 
which Mr. Heinz has 
gone "all out" for in 
sales to service men. 


H. T. Heinz, of San Franeiseo, does not believe in sidelines in his 


stere and, confronted with merchandise shortages, has concentrated 


his efforts on the promotion of masculine items to men in uniform. 


- 


oe RESS jewelry,” consisting of masculine items 

promoted specifically to the Navy, the merchant 
marine, and soldiers stationed in the city, has been one 
major means by which Henry T. Heinz, jeweler, San 
Francisco, has been able to “stay out of sidelines” dur- 
ing the war. 

“I don’t believe in sidelines in the jewelry store,” Mr. 
Heinz declares. “They may be a practical source of 
store income during the war years when our standard 
merchandise is difficult to keep in stock, but I believe 
it is possible for the smaller store to keep going on 
strictly jewelry lines, protecting its identity for after 
the war—providing the jeweler is willing to work hard 
enough at it.” : 

Mr: Heinz, whose sma!l downtown store has special- 
ized in good lines of watches, diamonds and gems for 
more than ten years, naturally stood at the same cross- 


196 





roads as most other jewelers back in 1942, when sup- 
plies of watches, sterling and other merchandise fell 
off to almost nothing. He, too, had the choice of going 
into costume jewelry, china and glass, or similar side- 
lines, as many others were doing, and on the face of it, 
sidelines seemed to be the only logical means of con- 
tinuing the excellent sales volume which the store had 
maintained previous to Pearl Harbor. 

But Mr. Heinz reasoned that before making the step, 
it would be wise to investigate all other “wartime possi- 
bilities” and to ferret out any and all which would help 


him to continue selling only recognized jewelry lines. ~ 


“I’m an old-time jeweler,” he confessed, “and most of 


the sidelines which wholesalers and jewelry associations | 
were urging were as foreign to me as selling automobile 7 
Therefore I wanted to deter+7 


tires or garden furniture. 
(Please turn to page 278) 
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eepsake’ ° 
DIAMOND ENGAGEMENT RING 
Trace Mark Registered , 
i 
"Proud? My head's way up in the clouds. Happy? There's a catch in crpgunie Yi 230.00 F 
my throat, stardust in my eyes, and sheer glory in my heart. . . it's o Ate Ghana 7ae 


Keepsake, a genuine registered Keepsake Diamond Ring!” ba 

LOWELL Ser” 300.00 

Engagement Ring 200.00 
Also $350 


Only one diamond in hundreds is lovely enough to be a Keepsake . . . 
renowned through six decades for pure color, exquisite cut, and true 
clarity. Keepsake settings are styled in simple elegance to bring out the 
beauty of these treasured Keepsake diamonds. Value is assured in a 
Keepsake... by the name engraved in the ring, the nationally estab- 
lished price on the tag, and the Certificate of Permanent Registration 


ond Guarantee which is part of your purchase. Your Keepsake Jeweler HOLLISTER Set” 900.00 


Engagement Ring 750.00 





























is worthy of your trust. . . ask him to. show you the new Matched Sets ao sai 
... from $100 to $3500. ° ORLEANS Set* 425.00 
p- ‘ if you are overseas and want te send your sweetheart Fapegement ing Teneo 
a Keepsoke, send her a money order; have her write 
1) to vs for the name of the nearest Keepsake Jeweler. 
1g 
e- 
t ? ARCADIA Ser 350.00 
ity p Engogement Ring 250.00 
. Pe &. Also $450 and 600 
j , 
d oe ( ll 
ped —— Ay,  DAFLCTINE 
p, LAWRENCE Set* 450.00 MEDFORD Set* 600.00 Keepsake Diamond Rings, £8 sovcansss 
d Engagement Ring 350.00 Engagement Ring 500.00 A H. Pond Co., Inc - 
1- pee. pth senee Atsa $500 and up 214°S. Warren St., Syracuse 2, N.Y. mee 
: Engogement Ring 150.00 Please send the book. “The Etiquette of the £f 
P 7999) Sind , Wedding,’ with supplement. on “Wartime En 







dings,” illustrations of Keebsake Rings ont-the ne 
neorest Keepsake Jeweler. | enclose 1Oc to cover migih 
= Shes 





CAN sings Mustrated avoindia in 
white os wet! as aoturol gold 


Rings enlarged to show detours 
Prices include federot tax 
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Street ond No... 
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IXAMPLE Or FULL-PAGE, FULL-COLOR ADVERTISEMENT IN FALL 1945 CAMPAIGN 











Platinum Statistics Released 






Latest figures on production of platinum metals group for 1941- 
42-43, just released by Bureau of Mines. shows rapid growthf{in 
use of palladium by jewelry industry 


Hic’ far palladium has progressed in acceptance 
of the trade and the public as a satisfactory metal 
for fine jewelry is clearly shown by the reports just 
released by the U. S. Bureau of Mines in which are set 
forth the statistics of the platinum group of metals for 
1941, 1942 and 1943. 

The following tables show the production of new 
platinum metals, secondary metals (refined from scrap), 
stocks in dealers’ hands at the end of each year, and the 








45,218 ounces in 1943—nearly six times the amount 
used in the year before Pearl Harbor. 

This represents very nearly a complete replacement 
of platinum for jewelry purposes, since sales of that 
metal to makers of jewelry in 1941 were 66,151 ounces, 





* Secondary platinum metals recovered in the United 
States, 1939-43 in troy ounces 












































amount of each metal sold to each of the principal Year Platinum | Palladium | Iridium | Others Total 
classes of consumers. 
1939........ 45,432 13 ,039 2,767 2,205 63 , 443 
New platinum metals recovered by refiners in the United i ipod a oo .“— a mie 
States, 1939-453, in troy ounces 1942... 56.150 | 16.416 | 1,552 | 2,493 | 76.611 
hari prune 1943. . 68 ,613 23 ,616 2,771 6,581 101,581 
Year Platinum | Palladium | Iridium Others Total 
1008... 62 36,033 3,491 1,051 866 | 41,441 _ or about 35 per cent of the total.of platinum produced, 
1940... 38 951 4,564 1,517 2,307 47 ,339 and 66,518 ounces in 1942. 
1941... 98 376 49 812 1,392 3,043 152,623 — 
1942... 244,226 | 140,262 5.102 | *10.737 | 400,327 Then the use of platinum in jewelry work (except 
1943. . 354,020 | 82.441 | 5.286 | 13.200 | 385,256 for repairs) was forbidden by a War Production Board 
| | 























From a prewar consumption of 7909 ounces of pal- 
ladium by the jewelry industry in 1941, its use in the 
trade rose to 19,658 ounces in 1942, and rocketed to 


order, and consumption by jewelers plummeted to 438 
ounces in 1943, while palladium, as noted above, moved 
in to fill the gap. 
Figures for 1944 are not yet available, but presumably 
(Please turn to page 280) 





Platinum metals sold to consuming industries in the 


United States in 1941, 1942 and 1943, in troy ounces 











Iridium, osmium, rhodium, 
Industry Platinum Palladium and ruthenium Total 
1941 1942 1943 1941 1942 1943 1941 1942 1943 1941 1942 1943 

Chemical. ......... 68,285 94,025 131,716 3,342 5,480 14,162 5,668 4,154 105,173 150,032 

Electrical.......... 28,368 92,961 185,281 35,456 28,452 25,907 12,446 15,851 133,859 227,039 

| Seana. 19,426 13 ,077 27,044 31,440 27,480 41,522 - - 106 160 | 288,397 40 ,663 68, 726 

ee 66,151 66,518 438. 7,999 19,658 45,218 4,275 2,080 90,451 47,736 
Miscellaneous and : 

undistributed... . 7,845 2,595 240 667 390 10,900 2,681 4,559 5,666 15,699 

190,075 269,176 344,719 78,904 137,709 19,418 25,176 26,804 | 288,397 375,812 509,232 






































* Figures by industries not available. 
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O, the occasion of our 75th Anniversary this month, 


we wish to express our gratitude to the good friends—our customers—whom 
we have been privileged to serve for three-quarters of a century... 
During the war years, almost all our resources and skills have 
been dedicated to the making of finely machined parts for 
Uncle Sam’s armament workers. Our creative department, however, 
has not beén idle during this period. When the last gun is fired on Japan, 
we shall have some very interesting things to show you... 
In the years ahead, it will be our earnest endeavor. to serve you well 


and to continue to merit your confidence and patronage. 


ist70 ~ Ire4s3 
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Pictures Tell Ad Story 


Customers are made more aware of jewelry and buying 
urge is more readily aroused by actual illustrations 
of featured merchandise in newspaper advertising. 


+ 


by JUDITH DIAMOND 


AVING maintained a consistently good newspaper 

advertising campaign even during these supply 
scarcity times, Lux Bond and Green, Inc., 70 Pratt St., 
Hartford, has special faith in permitting the picture to 
tell the story. While most of their advertisements carry 
a clever or sentimental catch-line, as well as interesting 
copy, in every case the illustrations of the actual 
merchandise are all-important. 

Since the vogue for double-ring ceremonies has become 
so popular, Lux Bond and Green have followed this 
trend in their advertising. They feature a man’s wed- 
ding ring of a heavy wide gold band, unusual in that 
two raised initials decorate its top. In one of their 
advertisements, the response to which was very good, 
they showed several of these rings on a silhouette of a 
man’s profile. 

“Three of a kind make a happy pair” reads the copy 
featuring an engagement ring, and two wedding bands 
~—one, of course, for the groom. 

Anpther, showing an assortment of rings on an open 
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Advertisements follow a seasonal pattern 
whenever possible and appropriate jewelry 
and merchandise is shown for occasion. 


book, is captioned, ‘Booked for a lifetime of happiness.” 


- The return on an advertisement of engagement rings 


is always good, but Lux Bond and Green obtain their 
best response when they show unusual rings. Recently 
they advertised several rings, both the conventional 
style, and an oddly-set stone. The same day the ad 
appeared, several customers purchased the unusual ring, 
remarking that the newspaper picture of it had induced 
them to come in to see it. 

Whenever possible, the advertisements follow a sea- 
sonal pattern. Their graduation promotions feature 
rings, watches, and costume jewelry. One particularly © 
attractive cut showed three wrist-watches against a black 
graduation cap. 

For bridal gifts, Lux Bond and Green has a nice } 

(Please turn to page 282) , 
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We are proud to announce that one of 
America’s leading insurance companies 
has recognized Multi-Facet’s virtual 
elimination of the chipping hazard! 





tory of-the diamond industry! Now, 
every Multi-Facet diamond ring is backed 
by a $1,000,000 insurance policy .. . as- 
surance of protection for the jeweler and 









the customer. 






For months, Diamond Craft has cited 
among the advantages of Multi-Facet 














Tuus, Diamond Craft, acknowledged by 


diamonds their security against chipping. many to be among the foremost diamond 


The exclusive faceted girdle, it was cutters in the world, ushers in a dynamic 


pointed out, not only makes for greater new era of diamond selling! Progressive 


brilliance but actually serves to help pre- jewelers everywhere will appreciate the 


vent chipping—long a worrisome prob- sales-significance of the insurance-guar- 


lem to diamond dealers. antee ... will recognize it as a profitable, 
positive force in terms of growing sales, in- 
creased confidence, lasting satisfaction 


and goodwil!! 


Now, Multi-Facet has earned the first in- 
surance-guarantee of its kind in the his- 





WRITE .. WIRE... PHONE FOR DETAILS AND FRANCHISE RIGHTS 


Only Authorized Jewelers Will Sell The Multi-Facet 
Diamond Ring . . . the Ring of Protected Beauty and 
Value, the Ring with the Million Dollar Guarantee 


Wibie-Face€ 


DIAMOND RINGS 
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Four Generations of Diamond Cutters ¢ 551 Fifth Avenue, New York 17, N. Y. 





*Pat. and Reg. in U. S. & Foreign Countries. (Entire contents of this ad copyrighted) 
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Greater width is cre- 
ated by doing one en- 
tire wall in an interest- 
ing marble-like paper. 
Note the slightly ir- 
regular shape of the 
showcase with its in- 
terior fluorescent lights. 


Theatrical lighting and 
an oddly shaped show- 
case add drama to the 
earring display. The 
small storage compart- 
ments in background be- 
come an attractive 
part of the decor 
through this treatment. 


Simple Design, Subile Color 


Dramatize Small Department. 


UTED colors, interesting textures, the spark-¥) 
ling accent of plate glass and, above all, a dra-7) 
matic simplicity of form mark the latest; work of architect] 
Jose Fernandez in the jewelry field. Mr. Fernandez, who | 
created the sensational Rebajes store on New Yorks) 
Fifth Avenue back in 1941 (see JeweLers’ CirncuLan® 
Keystone, February, 1942), here turned his attention) 
to a really tough problem in designing. . 
The Balch-Price department store in Brooklyn, N. Yy 
had set aside a long, narrow, windowless ‘space at they 
back of the street floor for costume jewelry and hand 
bags. In appearance it was not unlike the cubby-hole! 
sections jewelers usually reserve for their subordina 
lines. With taste, distinction and a complete lack of™ 
inhibition in the use of new materials and design, Muy 
Fernandez produced a distinguished setting for thé) 4 
store’s jewelry. is) 
The main problem, that of giving an illusion of 
spaciousness, was solved by three simple devices. First,” 
instead of heavy bases for the counters, the architect” 
placed the octagonal and rectangular showcases on light” 
legs of pickled oak. Standing on a rug of unbroken 
(Please turn to page 280) 





The customer's view of the department from an- 
other section of the store. The soft shades of rose, 
off-white and gray give it a quiet, inviting appear- 
ance. The glass partition with its sandblasted 
ornament adds to the inviting yet private look. 
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The Necklace 


The Ring 


Matching earrings 


5 N. Wabash Ave. 
Chicago 2, Ill. 
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Cultused Parla ... THE WORLD'S FINEST 
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Gem quality cultured pearls with platinum clasp $2500.00 
set with large marquise diamond and fourteen Nationally advertised in 


round diamonds. ‘ 
14K Gold with gem quality cultured pearl, seven 300.00 Vogue, Harper's Bazaar, 
genuine rubies and three round diamonds Town & Country ad Esquire 


PRICES KEYSTONE 


IMPERIAL PEARL SYNDICATE 


607 Fifth Avenue 607 S. Hill St. 
New York 17, N. Y. Los Angeles 14, Calif. 
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New Business for Old 


W. E. Grush, manager of Busch & Sons, Abilene, Texas, wasn’t content 
toe be left high and dry when the business tide of a nearby army camp 
moved out. Here’s how he beat the letdown and stimulated business 


AY down in Texas is a town called Abilene, 

which during the early years of the war, was 
booming with trade because of the fact that Camp 
Berkeley close by was then training thousands of men 
to send overseas. Population and retail business soared 
—aAbilene was a typical war-inflated town. 

In May 1944, Busch & Sons, Inc., old established 
retail jewelry firm of Newark, N. J., had purchased 
Fisher’s jewelry store in Abilene from the previous 
owner, W. C. Fisher, and remodeled the store front and 
interior to make a thoroughly up-to-date establishment, 
with fluorescent lighting, modern windows and all the 
other up-to-the-minute attractions. 

Then about the beginning of this year, the tide began 
to recede, and by April 1945 the soldiers had all been 
sent overseas or transferred to other camps and the town 
was back to its pre-war status. All the hustle and bustle 
was gone—it was as if a big wind had blown through 
and left everything at a. standstill. 

With this situation staring him in the face, Walter E. 
Grush, the manager of the Abilene store, hit upon a 
dramatic idea to create public interest and stimulate 
business. 

First, ke decided to publicize the first anniversary 
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WALTER E. GRUSH 


. + » promotion-minded store manager. 


of the store’s opening under the new management which ~ 
would be May 18, 1945. He decided to advertise that 7 
date as “Open House Day” and invite the people of 7 
the community to visit the store on its first birthday 
“to become better acquainted. As an inducement to 
attract them, he contacted all the important watch and 
jewelry houses for display material of an unusual nature } 

(Please turn to page 282) 
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Publi 


eity Program Shaping Up 


Scientific study of public buying habits, tastes, preferences 
and prejudices new under way. Results will guide 
forthcoming campaign to bring mere business te jewelers. 


S the nation swings back into reconversion from war: 


to peace, and the lines are drawn for the inevitable 
struggle between various groups of products for the con- 
sumer dollar, the jewelry industry proceeds apace with 
its plans for a vigorous campaign to hold and i meen its 
present favorable position. 

For the first time in its history, the trade is making 
a truly objective study to find out what must be done 
to sell more jewelry to more people through jewelry 
stores. For the first time, jewelers, instead of merely 
erying into their beer about other people cutting into 
their business, are really going out to discover what 
makes people buy or refrain from buying from them, and 
so finding out what they must do in order to attract 
more business. 

Slogans and indignant resolutions may look very 
pretty on the minutes of a meeting, but it’s only by an 
intelligent diagnosis of the problem that the correct 
care can be prescribed and applied. 

For that reason, the program of the Jewelry Indus- 
try Publicity Board makes sense. Before proceeding 
with any campaign of propaganda, or even putting on 
any drive for funds to carry on a campaign, the Board 
is finding out the answers as to what needs to be done 
to win greater popular favor for jewelry and jewelers. 

Through the Institute of Public Relations, the Board 
has engaged Elmo Roper, who conducts the famous public 
opinion surveys of Fortune magazine, which have proved 
so marvelously accurate in their findings, to make a 
study of the public’s attitude toward jewelry and jew- 
elers, and to report the results without fear or favor. 

That study, which covers an accurate cross-section 
of the population, is now in progress. Several thousand 
members of the buying public, evenly divided between 
men and women over 18 years of age, and accurately 
apportioned by income levels, marital status, age, occupa- 
tion and geographical location are being interviewed right 
now by ttained field workers with a scientifically drawn 
questionnaire to find out what makes their buying wheels 


go round. 
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When the answers to those questions are assem 
and analyzed, the trade will no longer have to j 
what it is that attracts people to jewelry stores, or re 
them—they’ll know. Then for the first time in i its 
tory, the jewelry industry, instead of groping in” 
dark, will be able to aim its efforts straight at the hi 
of the problem. The complete report should be tes 
within the next sixty days, at which time it will” 
presented to the industry for action. : 

It seems unfortunate that in the meanwhile a @ 
cago wholesaler has seen fit to try to create another ¢ 
ganization for the professed purpose of “bringing # 
jewelry business back to the jeweler.” We say unfor 
nate because while the objective of this new org 
tion is certainly praiseworthy, it appears to be rail 
vague as to the means by which it hopes to bring abg 
the desired result. 

To divert contributions and trade support from % 
intelligently planned program based on scientific 
ascertained facts, in behalf of an effort which seems! 
have made no study whatever into what is going to inf 
ence the public and what isn’t, is certainly not doing & 
jewelry trade a service. 

Naturally, anything that tells the jeweler it is goil 
to mean more business for him is bound to have a cert 
appeal, but actually accomplishing that purpose is @ 
other story. It isn’t a job that can be done by v 
hopes and wishful thinking. Neither is it someth 
that can be done by merely adopting a pretty sloga 
that may tickle the jeweler’s vanity, but that may 1 
mean a whoop to Mr. and Mrs. John Q. Public. 
had slogans before—remember? But did you ever fit 
a single instance where they turned business away fre 
another kind of store and brought it to you? 


e 


If the trade is wise, it will not fritter its money away 
on well-meaning but undirected hit or miss attempts, and” 
will concentrate its support behind the one big intelli- 
gently planned and directed effort that holds real prom 





ise of success—the Jewelry Industry Publicity Board 
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WINDOWS WITH A VIEW OF TOMORROW 
(From page 169) 

In a smaller town a few miles away, practically all 
the jewelry stores are crowded together, almost side 
by side, on the main street and their general appearance, 
particularly their window displays, is so much alike 
that customers frequently attempt to pay their bills in 
the wrong store! What makes it possible for five stores 
with five distinctly different merchandising schemes to 
operate successfully in close proximity to each other 
while in another community the merchants evidently feel 
it is necessaary to look as alike as peas in a pod? 

In the case of the five individualized shops, they are 
located in a metropolitan section with a local clientele 
of widely varied tastes and a transient trade even more 
varied and each shop has directed its entire merchandis- 
ing scheme toward a particular type of customer and 
each consistently avoids anything out of key with that 
original aim. The smaller community is more homo- 
geneous in its tastes and needs and all the stores direct 
their sales toward the same group of people. With in- 
creased war business they can afford to depend on the 
law of averages to bring in their share of business rather 
than to individualize their stores. 

All of these stores, like thousands of others all over 
the country, must soon consider the question of whether 
or not their present merchandising formula will continue 
to operate successfully in the post-war future. Each 
store must consider its own customers—present and 
prospective—and again design and aim its merchandis- 


ing scheme in the direct.on of its own particular groop, 
Consideration must be given to such questions as— 
“Can the store reasonably expect to keep its present 
type of trade or are their present customers people who 
are apt to move away or whose purchasing’ power may 
be cut after the war. If present trade is reasonably 
stable, is there any apparent change in their tastes? 
Why do you feel that they consistently buy from yoy? 
Are they apt to be attracted to another store that may 
offer a more modern merchandising technique? If pres- 
ent trade is apt to be cut down after the war, what type 
of trade can the store hope to attract and' how? How 
different from its neighbors can any of the now-so- 
similar shops afford to become? Will their customers 
be frightened away by an extreme departure, or will 
they flock to it because it is new and different? Can q 
compromise be effected that will hold the conventional 
customers and attract the more modern minded? 
Consideration of each store’s customers should be the 
deciding factor in answering any of these questions, 
but it is well to remember that the public as a whole 
is constantly being exposed to new ideas and designs 
and may be much more ready to accept and like the 
new and modern than casual observation would seem to 
indicate. As long as the store maintains the same 
friendly attitude and considerate service, they need 
not fear losing customers, and a modern store front and 
window display can express that friendliness and ser- 
vice’ even more forcefully than in the older style dis- 
plays. Personality does not change with a new dress! 
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| DIAMOND BUSINESS IN NEIGHBORHOOD STORE! 


¥ 
(From page 171) - 


make sure that it will suit her taste, he needs her alo 
when he makes his selection. Johnson’s recognizes 
and has a charming room opening directly from ¢y 
diamond section where the couple may select their stop 
and setting. This is equipped with comfortable chai 
and table for showing the stones. q 

A big factor in Johnson’s—as in that of nearly every 
jeweler in recent years—is selling to persons of 2 
age means. Today working groups are buying diamoy 
without quibbling over prices. They know that the 
know little: about diamonds, but they want value 

mail their money, and so prefer to go to the place with 
Sa ey A name for honest dealing. In Duluth, great numbers pid 
BR L A C K | | Johnson’s. ; 
id Another group that brings a good deal of business 
O N Y X _ | to the diamond merchant today is composed of olf 
: ersons who were not in a financial position at t 
AL L S IZ E S - their engagement to buy a poms ring but wh 
now have the money to do so. These people are app 
to in advertising and in suggestions directly to pe 
who come to ‘the store. Response has been exce en 
bringing volume sales up sharply. 

The shop features matching sets of engagement 
and diamond set wedding rings, in a special display 
spot. Many patterns are shown, for variety aids sal 

High-priced cocktail rings with diamond settings a 
also carried and well displayed and advertised. In thes 
rings diamonds are frequently combined with othe 
stones as extra color sells well in this type of ring, — 

Among gift items diamond lockets sell well for ann 
versary gifts, birthday and at holiday seasons. 
are assembled in a group in one spot of the cases in 
diamond section. ; 











~ 


SPECIAL ATTENTION TO PROPER DISPLAY 


Knowing the value of display, Johnson’s pays espee 
attention to giving diamonds a setting that enham 
their beauty and brings to the customer a sense of 
value of the stones and of their quality. This is as ij 
portant in a smaller store as it is in a large store 
the center of a great city. Nothing but diamond m 
chandise is shown in the diamond cases, which are 

: cated at the front of the store. ‘ 
Also Available Much care has been taken in selecting the displ 
° units against which the diamonds will be shown. 
Synth etic Stones plastic display units are used because Mr. John 
Semi-Precious Stones feels that plastic gives an unpleasant hardness, 4 
stead, the diamonds are displayed against soft col 
Precious Stones: fabrics which show off their sizes and brilliance 
4 bring out the beauty of their mountings. 

So important is lighting considered that a spot 
is set directly above each case. When customers wish 
look at merchandise, the light over that particular ¢ 
is turned on from an enclosed switch at one side of @ 
store. Fluorescent lighting set in the ceiling along 
center of the store, gives a soft daylight effect throu 
out the store at all times, but the incandescent spotli 
gives the extra brilliance that is needed and so effect 


io WEST 47th STREET . + NEW YORK 195, in bringing out full brilliance and beauty of gems. 
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SUPERB QUALITY AT THE LOWEST POSSIBLE PRICE 
Chase Rand imports the rough diamonds directly from London and 
expertly cuts them to precise scientific proportions to assure ° 
maximum brillianey. 

For the past three generations, we have been recognized as 
leaders in the diamond industry. Our thorough, accumulated 
expert knowledge of rough diamonds, coupled with our 

vast experience of scientific cutting of the rough into 
scintillating Gems — enables us, Mr. Jeweler, TO 
EFFECT GREAT SAVINGS WHICH WE PASS 
ON TOYOU, BRINGING YOU ADDITIONAL 
PROFITS. CHASE RAND’S Mountings are 
unequalled in quality and Fashion 

appeal. Write for latest: Market 

acum are mre (sa eli (ue Maree st, ‘ 


i . f > 
Memorandum selection Bi.> 


Cheerfully Sent. SS 


CHASE RAND CORP. 
Importers and cutters of diamonds: 


Telephone: Bryant 9-O120 


64 WEST 48TH STREET NEW YORK CITY - 


W) 


rset 





A by-product of diamond sales is the wedding ring 
for the man, sales of which have noticeably increased. 
Most of these are plain and in yellow gold. For the 
most part such rings are worn by young married men 


going into the service. Usually the wife selects the 
man’s ring and presents it to him after the diamond 
engagement ring and the women’s wedding ring have 
been bought. Such a ring satisfies the desire of the 
wife to give her husband something of enduring quality 
which will bring continual remembrance during the war 
separation, and incidentally serves notice on any preda- 
tory females that that man is already “out of circula- 
tion.” The rings are shown in a special display spot 
near the diamonds. Advertising helps center attention 
on them. 

When the store was remodeled four years ago, special 
attention was given to the windows to obtain maximum 
effectiveness in display. In the windows diamonds are 
given the same careful display with the individual units 
as in the cases. 

Both the store and its owner stand high in the terri- 
tory. (Mr. Johson is a member of the Duluth school 
board.) True, Johnson’s location makes it a neighbor- 
hood store, but its high reputation, its large business in 
quality diamonds, its consistent advertising making 
familiar its name and its specialty, and the considera- 
tion given all its customers have taken the store out 
of the neighborhood class entirely in everything but its 
address. 





ADVERTISING WITH A PERSONAL TOUCH 
(From page 173) 





it go into the usual rhapsodies about merchandise. It 
is rather an informative column which one day may 
tell you what the various birthstones mean, whiere the 
come from, and how they are cut; the next day there’s 
the ad which tells why Parry thinks there should 
a Secretary of Peace as well as a Secretary of Way. 

With the world moving at such a fast pace Parry jg 
sure he’ll never run out of ideas. 

This chatty column is the only advertising Harrison, | 
does with the exception of having it broadcast onee , 
week over the local radio station KSEI. The radio ag. 
vertising he is merely trying out and hasn't made up hig 
mind whether he’ll continue or not. 

The “Ticker” column, however, will go on. It has 
proved itself a good and faithful servant—and Harrison's 
is not one to let an old employee go. 





WHAT IS IT WORTH? 
(From page 175) 


down as overcharging or not knowing your business— 
both undesirable.”’ 

There seem to be as many opinions on this question a 
there are jewelers to express them. There are so many 


angles that to arrive at a solution that will exactly pleas 
= 
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Call on us for your needs. 





Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


We wish to notify the trade that we buy 
estates consisting of diamond mounted 
platinum and gold jewelry and colored stones. 
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everyone is very difficult if not impossible. An open 
discussion of this kind is designed to bring out all the 
good points as well as the bad. That way we may all 
pick up a few things which should or should not be done 
for the betterment of the trade as a whole. 

Mr. Walter R. Thomas, President of Myron E. Free- 
man & Bro., Atlanta, and President of the Georgia Retail 
Jewelers Association, says: 


ONLY FOR CUSTOMERS, INSURANCE, AND ESTATES 


“We confine our appraisals to our customers, insur- 
ance companies, and estates.” 

“Are you bothered with outside diamond dealers?” 

“Yes, we are, but we do not make appraisals for 
them; neither do we make any comment on the goods 
at all when we know that they are peddlers or the 
merchandise is likely to be black market stuff.” 

“But how,” we asked, “how can you determine the 
legitimate from the illegimate dealers” 

“It isn’t easy. But we are very selective in those 
for whom we make appraisals. Why should a jeweler 
of established reputation place his endorsement for a 
small fee, on merchandise of unknown merchants and 
peddlers who, by avoiding the 20% tax, have a strike or 
two on you already? We just don’t do it. For all 
others we charge $5.00 for the first thousand dollars 
and $1.00 for each additional thousand. We believe 
this a fair fee.” 

In preparing this series of interviews we covered a 
large part of the country and interviewed many of the 


leading jewelers. For lack of space, we cannot possibd 
quote all the expressions of opinion. However, we be) 
lieve that the following interview pretty well sums , 
the situation. ‘To us this seems to be as near an ide 
arrangement as the better jewelers can hope to arrj 
at in the near future—at least until such time ag the 
whole matter can be given more study. 


KNOWLEDGE OF VALUES ESSENTIAL 


The speaker is Mr. H. F. Underwood, Registe 
Jeweler of the American Gem Society, Jockeouia 
Fla. Here are his opinions: . 

“The first requisite for diamond appraisals should be 
a thorough and comprehensive knowledge of diamonds 
and diamond values on the part of the appraiser himself, 
If the jeweler is going to appraise at all, there is no © 
reason why he should restrict his appraisals to any — 
selected group. On the other hand, I think a man ig © 
highly vulnerable who makes verbal appraisals, singe © 
he can never successfully deny any statement attributed 
to him.” 

“How, then,” 
praisals?” 

“Our policy is to make written appraisals on our own 
letterheads, and to so thoroughly and carefully describe’ 
the diamond as to color, cutting and inner quality, along” 
with Moh gauge measurements of its diameter and depth 
as to leave no doubt as to the character of the stone, 
We CANNOT be misquoted on any appraisal. If this” 
practice were followed generally more jewelers would 


§ 


we asked, 


“do you make your ap- | 
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hesitate to make such written appraisals unless they 
were sure of their ground.” 
“What fee do you consider fair to all concerned?” 


BASES FEE ON TIME REQUIRED 


“T think a fee should be commensurate with the 
amount of time involved, rather than the value of the 
merchandise. It takes no more time to value a three 
carat solitaire than a one carat solitaire, and I can find 
no justification for charging three times as much for 
the larger stone. On the other hand, a diamond bracelet 
containing 100 diamonds is worth, on the same basis, 
three times as much as a solitaire of equal value.” 

There is an interesting thought no one else has men- 
tioned—that of charging in accordance with the amount 
_of. time involved rather than the value of the article. 
Certainly it takes as much time to appraise a poor stone 
as a good one. The point we really want to put over 
is that all Registered Jewelers and all others with really 
worthwhile reputations do charge for such _ services. 
Among certain retailers the practice of appraising dia- 
monds and other gems at very much less than the price 
for which they themselves would sell the same stone is 
bringing the entire industry into disrepute. They try 
to leave the impression with the inquirer that the jeweler 
from whom they purchased the merchandise was high 
priced, and that the buyer could have done better by 
trading with the jeweler making the appraisal. This is 
a reprehensible. and short-sighted practice. But how 


is the innocent public to know the difference? 
lies the danger. 


HERE'S THE CONSENSUS 


The jeweler who expects to appraise should have the 
best knowledge and methods available, should charge q 
fee commensurate with the time or valuation involved, 
should make written appraisals only, and shuld confine 
them, whenever possible, to legitimate requests. In them 
he should be so clear and concise, and so detailed that 
he cannot be misquoted. Until all reputable jewelers do 
these things there are bound to be some undesirable 
reactions which any ethical jeweler would like to avoid, 
With such safeguards, the jewelers’ most priceless pos- 
session—his reputation may be restored and en- 
hanced. 


EYE-CATCHING DISPLAYS BRING IN CUSTOMERS 
(From page 177) 


Jacksonville customers to his eye-appealing window dis- 
plays. It is the fine artistic balance of Mrs. Under- 
wood and her sharp appreciation of colors, all reflected 
in her displays, which has drawn customers into Under- 
wood at such a pace that another adjoining store will 
be soon renovated for an addition to the present store. 

The stimulating and yet restful air-conditioned interior 
of the Underwood store saw a change recently which 
resulted in more sales, when the post of master repairer 
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was shifted te an upper room and material shot up a 
conveyor to him, and his former post was converted into 
a tiny quiet niche for customer and Mr. Underwood. 
The prospective gem buyer—and gems are the Under- 
wood forte—will sit on a soft bench, facing the store 
owner. 

“Selling gems at a counter is fine,” the enterprising 
jeweler remarks, “but a seated customer is much easier 
to sell. My business principles always consisted. of 
treating the customers well. Don’t undersell others with 
inferior quality. Spend a little money in taking care 
of complaints and often be frank with customers.” 

But the owner of the Underwood. Jewelry store 
will still insist that the artistic and yet practical window 
_ displays of his designer wife bring the customers into 
a cozy store, where kindness and quality of goods, bring 
large sales. 


OLD COUNTRY—NEW INDUSTRY 
(From page 182) 


today. The development of the industry is most vividly 
illustrated in the following export figures: 

Year Carats £ Sterling 
20,000 
207,000 
926,000 
58650 2,604,000 
78565 8,299,000 

The local diamond industry works almost exclusively 


25300 


for export, the bulk of the output being sent to thal 
U.S. A. ¢ 


PHASES OF DEVELOPMENT 


As in every new industry the first period was the most 
difficult one. The training of skilled labor in sufficient ~ 
number by the few available specialists was a task which 
called for time and patience. Only gradually the loca) _ 
industries succeeded in making a finished product that 
would be satisfactory in quality and in quantity. The 
first period (varying for each factory from 6-18 months) _ 
brought for most manufacturers financial losses. Be.” 
sides the difficulties in reaching a remunerative scale of : 
production, the marketing of the finished stones was not 
always easy. The market in New York at the beginning — 
of the war was flooded with old stocks and arrivals from & 
Belgium, which were dispatched before the German oc ~ 
cupation, partly in normal course of business, and partly — 3 
for safety from the German threat. These large orders” i 
temporarily influenced the prices in New York. 3 

However, the difficulties of the first period were soon — 
compensated by good market conditions. Beginning | 
with the winter 1942-43, the Palestine diamond industry 
has enjoyed extremely favorable prices and this boom — 
has continued—with short interruptions—until today, — 
Furthermore, the quality of the cut stones has been con- ‘ 
tinuously improved as the quantity increased. ‘ 

The rapid development of the industry and increase 
in output induced the Palestine Government to put into — 


force certain restrictions which were intended to stop — 
(Please turn to page 226) § 
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Distinctive Modern Jewelry in Emerald, Sapphire 


Ruby, and all Semi-Precious Stones 


These three matched pieces 
from our huge stock of 
individual designs are very 
smart, and moderately 
priced . . . Aquamarines, 
Amethysts, Topaz... 14K 
gold mountings. 


JEAN RITZ-WOLLER COMPANY 


Creators of Distinctive Jewelry 


220 West Fifth Street © Los Angeles 13, California 
Dept. JK-9 











———— —__=__=. 
Can You Help Me? 





My Display Problem Is; 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store dis lay 
will be answered in this department each month by Miss Fi 
ginia Dizon, one of America’s topnotch display experts whoy 
talents have been brought to a focus on the jewelry field, 
Miss Dizon is already well known to JO-K readers as th, 
author of many stand-out articles on jewelry store display, 


OULD you be so kind as to advise me where | 

will be able to obtain the very thin sheets of cot- 
ton that are laid under the fabric on floor board dis- 
plays? Could you also advise me where I could obtain 
samples of various velvets and fabrics: that I could use 
to make up floor boards and displays?—R. J. T. 


Answer—The type of cotton used for padding floor 
pads and displays is cotton batting or cotton felt which 
can be obtained from any upholstery supply house or 
upholstery department of a department store. 

It is almost impossible now to get velvet or any good 
quality silk or rayon fabric except through a retail 
source—department store or yard goods shop or by 
buying an odd lot from a dealer in mill ends. Your 
local sources would be better for this than any names 
I could give you here in New York. 

You can write for samples to such firms as Dazian’s, 
142 West 44th Street; James A. Cole, 235 Fourth Ave- 
nue, Kaplan Textile and Products, Inc., 460 Fourth 
Avenue, all New York, but at present their fabrics are 
mostly wartime substitutes for their usual lines. They 
have no velvets at all. It is hoped that the present difi- 
cult fabric situation will soon be improved. 


E are very anxious to improve the appearance of 

.Y the outside of our building. We have a modem 
black structural glass front on the first. floor but the 
second story has heavy ornate cornice and mouldings 
around the windows. Is there anything we can do to 
modernize this upper story to harmonize with the first 
floor? We would appreciate your suggestions.—E. J. ¢. 

Answer—I suggest the removal of the present ornate 
cornices and mouldings and facing the upper story 
with wide bands of black and gray structural glass 
placed vertically to give height to the building. This 
will harmonize with the present first floor front. 

No change in the size and shape of the upstairs wit 
dows is suggested as this would involve considerable 
structural change in the building itself, but different 
window sashes are indicated with the window frames 
brought forward, eliminating the old fashioned deep 
recesses around the windows. 

This is really an architectural rather than a display 
problem, but I believe the alterations suggested could 
be done quite simply and economically by your cor 
tractor. 

Note: A photograph of the store front was enclosed 
with this letter. It was returned to the jeweler te 
touched to indicate the changes suggested in the follow 
ing letter. 
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ORRECTION PLEASE! My apologies to Edwin 

Freed, 1233 Sixth Avenue, New York 19, N. Y., 
for stating in last month’s column that his display pads 
are available only in black velvet. Mr. Freed tells me 
that the black velvet pads are available for immediate 
delivery, but any of the regular patterns may be made 
up to order in any desired color velvet. 


SHOPPING NOTES 


(These notes were instituted last month as an addi- 
tion to the question column to cover items of new and 
timely display materials which are of general interest, 
but are not covered by reader’s questions. They are be- 
ing continued as a regular feature of the column.) 


OTE for Fall Redecorating—A preparation called 

Dy-O-Rug may be had for renewing or re-color- 
ing worn and faded carpets, overnight without remov- 
ing from the floor. The Helms Chemical Company, 1014 
N. Harlem Avenue, River Forest, Ill., will supply com- 
plete information and color samples. 

It is not too early to begin thinking of Christmas 
plans, especially if you want to use evergreen garlands 
and wreaths of any kind. They should be ordered early 
as some materials are scarce. Arts and Flowers Dis- 
plays, 43 West 56th Street, New York 19, N. Y., make 
a full line of ropings, wreaths and trees in preserved 
and flame-proofed Holly, Princess Pine, Balsam and 
Baby’s Breath. These materials may be naturally pre- 
served or sprayed in a variety of pastel colors and with 
frosted and metallic sparkle effects. The baby’s breath 


is particularly dainty and unusual, althought not as 
festive looking as the holly and pine for Christmas, 

Natural Creations, 241 East 36th Street, New York 
16, N. Y., also carry a complete line of these decorations 
and a host of unusual suggestions in shadow boxes, 
plaques and decorative pieces. If you are in New York, 
be sure to visit their showrooms. They are full of 
fascinating suggestions, most attractively arranged. 

Bonafide Display and Decorative Company, 61 West 
37th Street, New York, also have preserved foliage and 
some very attractive pieces made up from cellophane 
and spun glass fabric. Their spun glass oak leaf sprays 
are very nice for fall decorations. 

Of course, you may prefer the natural pine or hem- 
lock which you may be able to get locally or the Caro- 
lina Foilage Company, Mount Airy, N. C., will ship 
anywhere. 


——_—— 


OLD COUNTRY—NEW INDUSTRY 
(From page 222) 


a further enlargement of production. These measures 
were partially influenced by the desire of the British 
authorities not to prejudice the post-war prospects of 
the Belgium and Dutch diamond industries. By legal 
measures the establishment of new diamond factories 
and the increase of machinery in the existing workshops 
were made subject to Government approval and up to 
now the authorities are very reluctant to give such per- 
mits. Based on these regulations, the existing 32 fac- 
tories have a quasi-monopoly which is strengthened 











that is in demand. 


10 So. Wabash Avenue 





WE ARE READY 


War time conditions always bring changes. During the 

past several years most jewelers have been coming to market 

to get the goods they need, and evidently they will be coming 
. here in numbers for the rest of this year. 


You can be prepared for the very good business that all 
expect to enjoy if you make an early visit to Chicago to 
obtain what is wanted. We invite you to visit us. 
you will find carefully selected stocks and the merchandise 
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BENJ. ALLEN & CO., INC. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 


— 


















THE JEWELERS’ CIRCULAR-KEYSTON | 


even more by the fact that only these factories are 
allowed to import rough diamonds. 

Hand in hand with this consolidation of the Palestine 
diamond industry (by greater quantitative output, by 
better quality and by protective legal measures), came 
a considerably bigger demand from the principal cus- 
tomer—the U. S. A.—and an increase in prices. As the 
gld diamond stocks originating from pre-war purchases 


in Belgium and Holland were gradually exhausted, Pal- | 


estine became the largest shipper of cut diamonds to the 
American market. Prices moved accordingly. Thus, in 
July, 1942, the Palestine manufacturer realized for an 
average single-cut, mixed, 100 stones per carat, 90 per 
cent clean, around £40-45 F.O.B. Palestine, whereas the 
present quotation for the same quality is around £65-70. 


SUPPLY OF ROUGH DIAMONDS 


One of the main problems of the Palestine diamond 
industry is the supply of rough diamonds. The ques- 
tion of wages, which with improved skill of the working 
hands, and the increased cost of living, caused labor con- 
flicts and strikes, has actually lost its importance com- 
pared with the paramount problem of the supply of 
rough materials. 

The only supplier of rough diamonds for Palestine 
is the Diamond Trading Co. in London. The 32 Pales- 
tine factories are combined for their purchases in the 
Palestine Diamond Manufacturers’ Association, and an 
import trade through private channels, as it existed in 
Belgium and Holland, is excluded by the present Gov- 
ernment regulations. The Association orders the stones 
in London from the Syndicate and distributes them to 
its members. Each member has a quota, which is cal- 
culated in a rather complicated procedure, based on the 
number of cutting and polishing machines, as well as on 
the output. The demand in rough diamonds of the Asso- 
ciation for its members is usually higher than the quan- 
tities the Syndicate is disposed to sell to Palestine. 


"SAND" FOR SINGLECUT 


Since the start of diamond cutting in Palestine, the 
bulk of the raw material supplied was “sand,” for the 
production of singlecuts; consequently, the main output 
was in singlecut. On the occupation of Belgium and 
Holland by the Germans, the London Syndicate had in 
stock substantial quantities of rough (sand) for single- 
cut, and by the disconnection of the continent from En- 
gland, the main customers were lost. In this situation, 
the demand from the newly created Palestinian diamond 
industry was welcomed by the Syndicate. Later, how- 
ever, the situation changed. The old stocks of “sand” 
were gradually absorbed and the current production did 
not keep pace with the increased demand. The mines 
producing the “sand,” are mostly situated in the Belgian 
Congo, and Belgian interests made use of their economic 
and poltical influence to curtail supplies of this special 
quality in order not to endanger the post-war position 
of Antwerp as the world’s biggest centre for the produc- 
tion of singlecuts. For these reasons, the Syndicate has 
reserved and put in stock substantial quantities of 
“sand” to be shipped to Antwerp, after resumption of 
work in the diamond industry there. 

In consequence, the supply of Palestine with sand was 
reduced. From 1940-43 there were practically no diffi- 
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culties in securing for Palestine the necessary require- 
ments. In 1944, however, the Syndicate allotted to all 
Palestine factories only 20,000 carats of sand monthly. 
(From rough to the finished singlecut only about 10 per 
cent remain as finished stones; from 1,000 carats sand, 
for instance, about 100 carats singlecut can be pro- 
duced). This quantity which was considered as insuffi- 
cient was reduced again on January Ist, 1945, to 10,000 
carats monthly. This reduction becomes apparent only 
after some ‘time; present output still profits from old 
stocks. Furthermore, the Syndicate recently made an 
extra-quota shipment of 30,000 carats sand, and pro- 
ducers expect that supplies of stones for cleavage will 
substitute for the lack of sufficient raw for singlecut. In 
any case, this reduction of supplies for the production 
of singlecuts represents a great problem for the local 
industry. The Palestine Delegation, which proceeded 
recently to London, negotiated this problem of supply 
with the Colonial Office, and the Diamond Syndicate. 


PRODUCTION OF FULLCUTS 


Thus, production of diamonds in Palestine has 
switched over to a considerable extent from singlecuts 
to fullcuts. In the first two years of diamond produc- 
tion, two-thirds to three-fourths of the output was sin- 
glecut; today about two-thirds are fullcut and one-third 
singlecut. This change represents a grave problem for 
the industry. There have been no difficulties on the 


technical ‘side, the workers have quickly adapted them- 
selves, and the finished stones are of excellent quality. 
The problem lies in the marketing of diamonds of this 


kind. Singlecuts could be sold without difficulty, ly 
fullcuts, there is more competition. Many sizes 
produced in the U. S. A. and in absence of custom 
shipping and insurance expenses and commission of the 
import agent, the American producer is in a better pog. 
tion than the manufacturer in Palestine. 

In view of the comparatively unfavorable selling egy. 
ditions for their fullcuts in the U. S. A., the Palesting 
manufacturers and exporters made efforts to find othe 
markets, too. At present, substantial quantities of fy}, 
cuts are absorbed by the Middle and Far East at satiy 
factory prices. 

In conclusion, the Palestine diamond industry whig 
started under difficult conditions has benefited very mug 
during the war. The industry has today a good techni. 
cal experience, a solid financial basis, and a big rege. 
voir of skilled labor. It is one of the main export indus. 
tries of Palestine and an important factor in the intern 
economy of this country. Today, diamond exports ay 
the largest item in the commercial interchange betwee 
U. S. A. and Palestine, and also for the British Ry. 
chequer, this industry brings in considerable amounts of 
foreign exchange. Palestine is today the most important 
diamond cutting center in the British Empire. All these 
elements give good prospects to this industry now and 
also for the post-war period. For the transition period, 
the chief tasks are to secure supply of sufficient ray 
material, to adapt production costs to a normal level, 
and to reach cooperation with the other diamond cutting 
centers in the world. 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders. consult 


George T. Manning 
The Opal Specialist LH AR 

22 West 48th Street, New York 19, N. Y. ° ° 
Lapidaries, Inc. 


Telephone BR 9-7199 
71 Nassau Street . New York 7, N. Y. 
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W E regret that conditions at this 
time prevent us from supplying mer- 
chandise regularly. 


We must patiently wait until the one 
great purpose we are all striving for 
has been accomplished. Then we will 
be able to render even greater service 


than ever before. 


‘Weksler & Goodman, Inc. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 











FAMOUS PRAGUE CLOCK DESTROYED 


Nearly 500 years ago—1480—a famous Bohemia, 
astrologer, astronomer and clockmaker Hanusch of 
Hradec Kralove, built a marvelous clock in Pr 
Czechoslovakia, which took him 10 years to make, (jf 
monumental size, it was placed in the tower of the 
“Rathaus” or town hall to enable the citizens to tell th 
time. It was an intricate astronomical clock of whig 
there are only a few in the whole world. (Others ay 
at Lyons, Beauvais, Venice and Strasburg.) 


oF 


Famous 500-Year old clock in tower of town hall at Prague, 
Czechoslovakia, reported destroyed by Nazis. 


The clock that Hanusch built was very similar to 
the one at Strasburg and resembled a miniature cathedral 
with many spires and figures. When the clock began 
to strike the hour, the gigantic dial would spring inte 
action, the windows above it would open, and in a stately 
procession would appear the figures of Christ, the 12 
apostles and a loudly crowing cock, all emerging from 
one of the windows, and traversing a little platform, 
disappear again through a similar door on the othet 
side. 

The clock also registered the time from sunset to sul 
set—that is, it had a 24-hour dial, which today is thought 
of as a highly modern development. It also indicated the 
hours at which the sun and the moon rise each day im 
the year. 

This monumental instrument was called the Carl IV 
clock in memory of Bohemia’s best loved ruler, Carl the 
IV, often called the father of his country, who founded 
the great university, of Prague and fostered education 
and art. 
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Every KREUTER custom-strap 
bears this trademark on its pigskin 
lining, and is imprinted with 
the name of the leather used. 


ENGLISH PIG + ALLIGATOR -¢ 


5/16” 
MOROCAIN . 


Custom Made watch straps created with 
old world regard for fine detail! Specific 
orders taken for leather, width, buckle-type! 


JACK KREUTER COMPANY 
516 Fifth Avenue, New York 18, N. Y. 


CHOICE OF WIDTHS: 
7/16” =6if2” = o/16”— 85/8” 


LIZARD + DOMESTIC PIG 


11/16" = 3/4” 





Popular Priced 
Ladies Wedding Bands 


Made in -I4Kt Yellow Gold 
Sizes from 5 to 8 
Net Price $6.75 each 
For immediate delivery Order Today 


AARON LEIKIND 


Manufacturing Jeweler 


94 Canal St. New York 2, N. Y. 


WaAlker 5-8869 





CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 


(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 
Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 
Wex Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 
Stee! Flasks—Carbon & Stainless—Rubber Sprue Bases 


Investments—(“‘Cristobalite” for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N, Y. 
Price List Sent Upon Request 
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For Your 


Christmas Display 


we recommend 


The PALLETTE Line 


of Display Pieces 
in American Beauty Red and Bright Fern Green Velvets 


Put the “Christmas spirit’? into your displays with these beauti- 
ful ‘‘Pallette’’ shaped pieces, covered with rich velvet in the tra- 
ditional holiday colors. Also available in a wide variety of other 
colors. 


1-Ring display $12.00 doz. 2-Ring display $15.60 doz. 
5-Ring display $21.00 doz. 


The “Pallette” line is also available for Pendants, Brooch. Pins, 
Bracelets and Watches, etc., and plain pads in every size. 


BIRTHSTONE RING “Pallette" Display 


As a background for your “Pallette”’ display, use this distinctive 
Birthstone Ring ‘“‘Pallette’’ with easel. It’s 21” high and utilizes 
space that would otherwise be wasted. Puts extra-sales power 
into your window. The “Pallette’” is covered with rich velvet 
and is available with 12 ring holders in assorted colors to match 
the color of each birthstone. This is a ‘‘natural’’ for the holiday 
season! $15.00 complete with easel. 


PROMPT DELIVERIES © ° ORDER TODAY 


WILLIAM KORN & CO. 


Designers and Manufacturers 


30 West 47th St., New York 19, N. Y. 
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Now, a recent dispatch from Moscow ha 
eral Pika of the Red Army as saying that thie weal 
clock was destroyed by the Nazis. But this famous z ul 
was destroyed and re-built once before in its nes: 
The first destruction occurred a relatively few Bie 
after it was completed, and it was the maker hiecia 
who destroyed it, according to the legend. The story goes 
that after his 10 years of faithful work in creating the 
masterpiece, Hanusch’s reward from the city fathe 
was that he was blinded by their order so that he mi 7 
never again build such another clock and no other bs 
might have a rival timepiece of such grandeur, The 
years went by and still Hanusch lived. He could hear 
although he could not see his wonder clock. Then one 
day when he knew his life was closing, he made a dyin, 
request. It was granted. He wished to go to the tower 
in which the clock was housed and for the last time Caress 
the wonderful mechanism upon which he had spent so 
much time and art. 

The city councilors did not know that revenge still 
burned in Hanusch’s breast, but under his cloak ag he 
went into the clock tower was a hammer with which he 
smashed the delicate machinery to bits and so repaid the 
city fathers for their selfish deed. 

The clock remained a wreck until 1550 when another 
workman was finally found who was capable of recon- 
structing the delicate mechanism. Then for 400 years 
the famous clock delighted the people of Prague until 
this World War. 

Now it has been smashed again, and who will have 
the skill to replace the intricate work? Perhaps someone 
in Europe or one of our own clockmakers. Who knows? 

Meanwhile, funds are being provided for the recon- 
struction of the clock when a craftsman capable of doing 
the work is found. Paul V. Eisner and Max E. Taussig, 
co-owners of Rensie Watch Co., New York, have notified 
their affiliated companies in Czechoslovakia, that they 
are making a contribution of 100,000 crowns toward the 
re-building of the famous old clock, and are also initiat- 
ing a public drive among Czechoslovakian nationals in 
America for additional funds for this purpose. 

The money will be raised. Now the question is, where 
can a man or men be found who can re-build the clock? 





TO CORRECT A POSSIBLE MISUNDERSTANDING 


The article entitled “Key Displays to Current Season” 
published in Jeweters’ Circurar-Keystone for July 
contained a couple of paragraphs which might be in- 
terpreted as suggesting that the jeweler whose opera- 
tions were the subject of this article, prices some of 
his goods on the basis of charging all the traffic will 
bear, though, it was not the intention of the writer of 
the article to convey that impression. 

However, Frank Mindlin, Albuquerque, N. Mex., pro- 
prietor of the store referred to, feels any possibility of 
misunderstanding should be corrected, and in justice to 
him we are glad to print this notice to make it clear 
that the thought which it was intended to express was 
not that Mr. Mindlin charges improperly high prices 
for his goods, but only that his methods of display and 
selling help him to maintain a reasonable and adequate 
percentage of margin and that he does not have to re 
sort to’ markdown and cut price sales. 
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@ ARE SOLD ON THE WHOLESALER 
BECAUSE WE ARE CONVINCED THAT THE 
WHOLESALER AFFORDS THE MOST 
EFFECTIVE, EFFICIENT AND ECONOMICAL 


~ WAY OF DISTRIBUTING OUR PRODUCT” 


FROM AN ADDRESS DELIVERED BY RUDOLPH 
KANT, SALES MGR., HAMILTON WATCH 
CO., AT THE CONFERENCE OF THE OFFI- 
CIAL BOARD OF NWJA: AT NEW YORK, 


Thanks ~~ 


por those kind words, Rudy- 
WE AGREE WITH YOU 


THIS ADVERTISEMENT SPONSORED BY 


4.6. Beckon 60. 


AMERICA'S LEADING WHOLESALER 


DENVER CH ICAGO DETROIT 
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SAPPHIRE—BIRTHSTONE FOR SEPTEMBER 
(From page 186) 


while cleavage may take place between any plane of 
molecules in a given direction, parting is restricted, as a 
result of twinning, to definite planes along which twin- 
ning has taken place. Now that synthetics have be- 
come so numerous and inexpensive, it is essential that 
the jeweler be able to make a positive identification of 
any gem with which he is likely to be confronted. 

The natural crystals of corundum, be they ruby, sap- 
phire or fancy sapphire, have certain characteristics by 
which they can be identified. Even after a gem has been 
cut, even though all suggestion of the original external 
form has been stripped by a lapidary’s wheel, the in- 
ternal structure—that is, the arrangement of atoms with- 
in the substance which was responsible for the original 
outline—persists, to give individual properties to the 
gem which make it stand out from its artificial relatives. 

The synthetics are formed in a very different way 
from the natural crystals. Their story is too well known 
to require repetition here, but the final result is a pear- 
shaped boule, more or less circular in outline with an 
irresistible desire to split down the middle to eliminate 
some of the strains which became frozen in as the sap- 
phire cylinder grew. The differences in their structure 
are the clue by which the well-qualified jeweler can dis- 
tinguish between the millions-of-years-old natural sap- 
phire with its hexagonal girth growing steadily greater 





through many years of growth, and the rounded cylin 
of the synthetic. For the rounded boule also leay, 
traces of its growth imbedded in a well-nigh imp 
able mass of corundum. é 
The only problem then, is one of recognizing vi 
growth stages which are still there, if. we can byt 
them. Usually we can, for neither man nor nature jy 
perfect, and the solutions or mixture from which gy 
sapphire grows vary from time to time causing a Varig. 
tion in coloration or refractive index on the gem. The 
variations are of several sorts; with sapphire they 
likely to be color variations, while with synthetic ryby 
they are really more often variations in the refractiws 
index of each successive drop, perhaps caused by sun 
face cooling and slight strain making the margin diffes 
ent from the adjoining drop. - 
Angular bubbles, (negative crystals as they 
called), mineral inclusions, color and color bands, a 
so on, are the important criteria. Usually the expert ogy 
make a positive identification with one or another of 
these differences. A hexagonal angle in the color band 
is one of the best criteria, and a sharp well-defined neg 
tive crystal or angular bubble, would certainly be com 
sidered significant. The curving lines marking 
borders of each added drop of alumina are especialh 
conspicuous in synthetic rubies and alexandrite colored 
sapphire. In contrast, one sometimes sees in the genuing 
rubies straight lines caused by changes in the refrag 
tive index here and there through an otherwise uniformly 
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IN DE G Pan MATERIALS 
IN WORKMANSHIP 
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Really fine quality means more thatd merely meeting 
certain specifications.. It is an uncompromising ideal 


against which each piece of Krementz jewelry must 





be measured. 
Fine quality is evident in the characteristic good 
taste of each Krementz design—in the fine work- 


‘manship of every piece—and in the long- -wedring, 


14 kt. rolled gold overlay. 


Because sucks quality engenders coclence ‘a : 
good-will, finer stores everywhere feature Kxementz 
jewelry for prestige and profit. 





FINE QUALITY JEWELRY 
Mince 1866 


NEWARK 5, NEW JERSEY 
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colored and flawless stone. These are twinning lines, 
or directions of the parting mentioned above. 

However, utmost caution should be observed in using 
the various criteria, for therein lies a pitfall for unwary 
feet. The marginal lines in large boules, from which 
small stones have been cut, may look so nearly straight 
that one cannot tell whether or not the lines observed 
are actually straight. Nor does the presence of the 
round or rounded bubbles that are supposed to be 
characteristics of the synthetics necessarily prove that 
the stone was artificially made. These rounded bubbles 
are also found so often in genuine stones that this in- 
dication is meaningless except to strengthen conclusions 
based on other evidence. The same is true of the tiny 
thread-like cracks extending into the facet from the 
edges; they, with other evidence suggest a synthetic but 
by themselves are insufficient evidence. 


STAR SAPPHIRES IMPORTANT SUBDIVISION 


An important subdivision of the sapphire clan is the 
star sapphires. These are translucent stones, filled with 
inclusions, either long tubes or needles of some slender 
mineral like rutile (a titanium oxide) which are arranged 
parallel to the six sides of the original crystal. Nat- 
urally, such inclusions will be found only in a genuine 
stone. When a stone containing these inclusions is cut 
cabochon, incident light is reflected from the sides of 
the rods, just as it is reflected from the wire mesh of 
a screen when looks through it at the sun. These streaks 


of light are en arranged according to a definite plan, 
at right angles to the needles, so that they make a si. 
rayed star within the stone. Since the inclusions are 
disseminated all through the original crystal, one or , 
dozen stones may be cut from a single piece, and all 
will show a star. To have the star perfectly centereg 
and symmetrical, the stone must be carefully oriente 
so that the vertical axis comes out at the center of the 
dome. Star sapphires may have any of the colors that 
an ordinary sapphire has, but usually the color ig less 
intense, for the lightening effect of the cloud of ingly. 
sions substracts from the pigmentation. To a certain 
extent the ideal star stone is a compromise between the 
clarity that gives a fine deep color, and the cloudiness 
from enough of the inclusions to make a sharp well- 
defined star. 

Formerly there were no good imitations of star sap- 
phires and they could be regarded, like opals, as imitg- 
tion-proof gems. Not so today, however, for in recent 


years there has been a wide sale of a tinted-back star. 


quartz, actually very pale rose quartz. These stones 
show all the freely-moving, internally-reflected star ap- 
pearance of the genuine star sapphire; in fact they look 
so good that their very perfection makes one suspicious, 


IMITATIONS EASILY IDENTIFIED 


They can be easily identified by a glance at the back, 
which is opaque and looks painted or enameled. Further- 
more, when one looks at them carefully he sees a double 
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The Love Note (Des, Patented). 
Stone set basket with’ a 
dangling silver “gift card” 
ready for engraving. 
Irresistible gift item ! 
6081— $84 doz. 

Earrings 6107 —$18 doz. 

- 


Starburst Pendant 

Big hit for Fall! 
Can. be worn as 
separate brooch. 
Rhinestone set. 

6118 /1—$48 doz. 

Earrings 6120 

$42 doz. 


e 
ALL IN 
GOLD PLATED 
STERLING 
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National Silver GUILDCRAFT... 
in distinguished table silver . . . 


a new name 
a new kind 
of superior silverplate! The. evolution of 
the distinctive GUILDCRAFT line is the result 
of extensive, painstaking work by talented 


tern in its own way achieves the 


ance — the purity 
of line — and the 


Los Angeles 
852 So. Los Angeles St. 


Chicago 
1577 Merchandise Mart 


designers and craftsmen. Each pat- BAG 


precision of bal- a 


National, 


SILVER COMPANY 


295 Fifth Ave. (Corner 3ist St.), New York 16, N.Y. + Business Founded in 1890 





MASTERPIECES OF SILVERPLATE 


A new, superbly beautiful silverplate line 


rare loveliness usually found in only the 
most precious sterling. 

The first great GUILDCRAFT pattern is in 
production now. Beginning this Fall, 
your customers will be reading about it in 
leading national magazines. Look 
for it yourself. And plan to see the 
GUILDCRAFT origi- 
nals in any of our 5 
showrooms— soon! 


Miami San Francisco 
1351 Biscayne Blvd. 61 Post St. 
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Copyright, 1946 Nati J Silver Ci 
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Nees U.S. Pat. Off. 
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oe N addition to our pace-setting 


____ rhinestone creations, we feature 


a complete and striking line 


of gold-plated sterling. 


DISPLAY AT OUR SHOWROOMS © 





star—one by reflected light from near the surface, and 
a second from the transmitted light, rays actually guy. 
rounding the image of the light source which is reflected 


| back through the stone from the mirror backing of the 


gem. These imitation sapphires have-been made in many 
colors, but constitute no real threat to the genuine stones, 
It is readily conceivable that good imitations can be 
made from plastic, though none have appeared as yet 
the manufacturers having contended themselves with 
creating a catseye effect from a single direction of jn. 


| clusions. 





KASHMIR STONES REACH HIGHEST PERFECTION 


Sapphires are fairly common stones, though, as with 


| most gems, they reach the highest perfection at one 


locality, which then has its name borrowed for appli- 
cation to any stone that the owner regards as of the 
highest quality. In this case, Kashmir sapphires’ are 
considered to have the finest color, generally called corn- 
flower blue, and all stones are appraised in relation to 
these. Of course, all Kashmir stones do not have the 
deepest shade, and fine cornflower blue stones are some- 
times found elsewhere; but it is undoubtedly true that 
a higher percentage of Kashmir stones attain perfection 
of color than those of any other locality. Paler blue 
stones, and many fancy colors are common in Ceylon; 
so generally is this true that the light blue stones are 
known as Ceylon sapphires. Deep blue, and many 
green, sapphires are found in Australia, but these have 
the fault of turning dark in artificial light. Montana 
sapphires include many of fancy colors from the Mis- 
souri River, and fine blue ones from Yogo Gulch. At 
this locality some of the sapphire bearing rock, a dark 
basalt, has actually been mined for the gems, but the 
operation has not been successful enough to make it 
pay as well as the fur ranch which has succeeded the 
mining operations. Burma produces some fine sapphires 
as well as rubies, and in recent years a few gemmy 
corundum pebbles have: been found in Brazil, though 
this deposit has never been propertly explored, much 
less developed. 

Star sapphires are not uncommon, but Ceylon is by 
far the most important occurrence, star sapphires from 
other localities being so rare that they can be considered 
freaks. Some of the Australian and North Carolina 
stones show stars, but both seem to be unattractive in 
appearance. 

With their attractive color and great durability, sap- 
phires are a popular choice for those who like to follow 
a tradition. The range in quality, and hence in price, 
makes it a gem that anyone can have according to his 
purse, and many people prefer the lighter and more 
brilliant Ceylon stones to the deeper Kashmir blue. 

Since sapphire is the second hardest of the gems, it 
can be highly polished and will wear well; its high re- 
fractive index means that it will make a doubly brilliant 
stone. All in all, sapphires are among the happiest 
choices for the birthstones of the month, and a beautiful 
stone might well be coupled with emerald, as Cardanus 
did, when he said that “nothing doth so much recreate 
the sight, as the smaragde and the saphire.” 
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10,300,961 People 


will see this ad selling 
Uriscraft “Embracelets” for you! 


This powerful, big size national campaign is appearing in: True Confessions, Movie Story Magazine, Motion Picture, 
True Romances, True Experiences, True Love & Romance, Photoplay, Radio Romances, Modern Screen, Screen 
Romances, Modern Romances, Screen Guide, Seventeen, Army Exchange Reporter, Leatherneck, Our Army, Our Navy, 
Post Exchange, U. S. Coast Guard Magazine. So tie in—and cash in—by displaying Uriscraft merchandise prominently! 


URISCRAFT PI 


URIS SALES CORP., 222 FOURTH AVE., NEW YORK 3, N.Y. 


FOR SEPTEMBER, 1945 





FREE BEAUTIFUL 
COUNTER DISPLAY... 
Features same eye-catching 
beauty as in the ads—lists 
“Embracelet” names avail- 
able in stock. Write for 
your display now. 
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ernment control and the Controller of Gem Diamo 
THE DIAMOND INDUSTRY IN 1944 Mathias, Esq., has limited gem cutting to some me, aa 


(From page 190) largest factories, with from 275 to 300 cutters; furthe. 

per cent of the finished product must be exported. Of eguu 
cutting centers with relatively low labor costs. During the most of the workers are Belgian refugees. British ex-sersia? 
year there has been a chronic shortage of rough and the men are being used to the maximum extent possible, 
industry fears greatly future competition from Belgium, which Wages are high (up to £50 a week), but are lower thu, 
has long specialized in cutting “sands.” The industry should those of South Africa and the United States. Bis, 
be cutting not only “sands,” of which the supply is limited, a) 
but all sizes for which there is an assured supply: of rough. FRANCE 4 


bi, 


I am informed that there are now some 200 diamond 3 
ters in the Jura and 100 in Paris. Having no rough, they are 


ia, 


SOUTH AFRICA 


There were in 1944 some 360 diamond cutters in South largely engaged in re-cutting stones recovered from heirloom 
Africa and approximately 220 apprentices, who work in some jewelry. 
85 establishments. Johannesburg, with 25 factories, is the 
principal center. The industry worked about 1042 months, PORTO RICO 
a pear having at times great difficulty in disposing of The Porto Rican diamond cutting industry employs about 


F 75 trained emigre cutters and 425 apprentices, a total of 

The South African industry has the hearty support of the workers. There are three principal shops, the Penal Di 50 
government and of powerful South African diamond inter- Works (formed in 1920, operated since, except for four de 
ests: the first in the hope of giving employment to its citi- pression years); Carbide Diamond Works (organized by 
zens, particularly the returning serviceman; the second in Stephen Reinhold, a Belgian, in 1940), and the Perez fan 
the hope of increasing their sales. The Diamond Workers tory. Apprentices get only $3.50 per week (a fourth of the 
Union, on the other hand, while undoubtedly equally interested American wage), and the cutting shops in America demanded 
in the devélopment of the industry, has in the past refused that this be increased to 30 cents an hour. This was in J 

to permit an adequate number of apprentices to be trained 1948, and late in the year the wages of apprentices were 
and has demanded wages which, in the opinion of many, will raised. The starting wage is now 15 cents an hour and after 


eventually throttle the industry. than 10 but less than 12 months’ training, 80 ce 
The South African industry after the war, if it is willing sprain . 8 nts, 


to adjust its wages, may survive as a cutter of large stones. 
: - BRAZIL 
It must, however, show its ability to compete as to costs . ; 
with the American industry, for its local market is a rela- Brazil has had a cutting industry for well over a century, 
tively small one. An out may be to increase the proportion Prior to this war, most Brazilian rough was exported and 
of apprentices to artisans (now one to one). cutters did not exceed 150. When World War II broke out, 
The United States is the principal purchaser of cut, al- |. Brazilian cutters were, however, reinforced by a number of 
though India is also an important customer. Dutch and Belgian refugees. The latter quickly found 
ment as master cutters and began training a number of young 
GREAT BRITAIN Brazilians. The number of shops rocketed from a dozen tp 
110 (80 in Rio, five in Sao Paulo, three in Bello Horizonte and 
Diamond cutting in Great Britain is entirely under gov- one in Petropolis. In the last named town, a suburb of Rio, 











ACTUAL RIBBON COLORS 
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Sterling Silver - $5.25 The GIFT... for millions in uniform and millions of 
a discharged veterans who have fought overseas... 
everyone will want this permanent record of service 
with authentic ‘‘European’’ colors, ‘‘South Pacific’’ 
colors—or both ribbons—or one service ribbon with 
“Purple Heart’’ ribbon for wounds. 


Terms 2% 10 days—Net 30 
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POST WAR PLANS? 
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a school to train Brazilian apprentices has been established. 
Wages are relatively low. The press now claims that there 
are 3000 cutters. For the time being, Brazil is, therefore, one 
of the more important cutting centers. Provided the industry 
survives, it will be an important factor in the Brazilian econ- 
omy, as the difference in price between rough and cut, of at 
least those Brazilian stones cut, will remain in the country. 
Brazilian mines, however, do not produce enough rough for 
the industry and for a year there have been complaints from 
Brazil that imports from London were inadequate. . 

Melee is the principal product and part of this is exported 
to the United States. Formerly 80 to 90 per cent was sent 
to New York, but Brazil is now absorbing more of the product 
and American exports do not make up over 60 per cent of the 
product. One report claims that each month from $2,000,000 
to $2,500,000 of polished gems is turned out, but this is pat- 
ently excessive. 


CUBA 


Cuba had no cutting industry before World War II, but 
there are now 1500 cutters of whom some 500 are emigre 
artisans from Belgium and Holland and the rest Cuban ap- 
prentices. Wages of artisans range from $60 to $120 a week. 
There are from 20 to 30 cutting establishments, many of which 
are financed by the American Jewish Joint Distribution Com- 
mittee. 

By the labor law of the island, 50 per cent of the employees 
must be Cuban apprentices. The cutting of low grade gem 
rough is the industry’s principal business. Fifteen hundred 
carats of rough are received weekly from New York and all 
the cut is sold to New York jewelers. Eight per cent import 
duty is paid on rough, but the cutters get a 95 per cent draw- 
back if the cut is exported to the United States within six 
months, rendering the true duty negligible. 

The cutting is said to be poor, not so good as that of the 
Palestine shops, and certain potential New York clients are 
said to refuse to purchase the material. The refugees are paid 
more than the Cubans and, in consequence, threats of strike 
are frequent. 

The Havana industry specializes in small stones, say 40 per 


cent, the cuts being single cut, and Swiss cuts. There are said 


to be in Havana, 1402 sawing machines, 185 bruting machines - 


and 691 polishing wheels. 
In 1944, the industry purchased 116,162.71 car 


y543,517 (or $21.89 a carat) in the United States, 
turned to that country in cut 1,902,765 stones weighing 48, 
per carat, 


ats worth 
and 


179.23 worth $6,574,950. The stones averaged $152.29 
The industry is likely to decline after the war is over, 


CANADA 


Henry Birks & Sons, Limited, well known Canadian ; 
ers, have at their Montreal plant added a wel] 
diamond-cutting plant. Two or three cutters are em 
as well as Canadian boy and girl apprentices, who are 
be far along in the art of cutting diamonds. 


INDIA AND OTHER CENTERS 
The ancient diamond cutting industry of India hag 


considerably since the war began. Putting a quota on 


import of cut stones in the spring of 1943 was undoubtediys 
foster the Indian industry. The British Government igs gaia) 


7 


be restricting imports of rough for fear they may fall jm 


Jap hands. Cutters get only £2 ($8) a month, it is rey 
The market for one-quarter-carat to four-carat stones of 
quality is said to be good, the Hindoos having the h 
investing in diamonds. 3 
The native cutting industry in Borneo must be dead, | 
to lack of a market. b 
The single shop in British Guiana is increasing its 5 
Two diamond cutting companies were registered in Ve 
zuela in 1944, according to Mr. J. C. Davey. Appar 
neither has a large shop. e 
It is stated that cutting shops may soon spring up in ® 
Aires, Colombia and Jamaica. ie 


INDUSTRIAL DIAMONDS 


World War II is the first to have been fought not o ™ 
cannons, guns and other heavy munitions but by indush 
diamonds, quartz plates, optical calcite prisms, cathode: 
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tubes and electronic devices. Diamonds are used in manufac- 
turing practically every kind of war munition, owing to the 
closer tolerances possible with its use. to say nothing of the 
time saved by its use. 

The United Nations continue to have at their disposal the 
production of about 99.9 per cent of the world’s diamond 
mines. No shortage is likely unless the war drags along an 
unexpectedly long time. The 1944 production of industrials 
exceeded that of 1943 appreciably. It is too early to forecast 
the 1945 production. It should, however, be pointed out that 
the United Nations consume annually double the current pro- 
duction of industrial diamonds; the rest must come from 
stocks, which are not now nearly as large as they were in 1939. 

Even with the fall in demand when the war is over, it is 
believed the mines will be pressed to satisfy the demand. 

The United States Government is supposed to have a fair- 
sized stock-pile; in addition, there is a larger reserve in the 
hands of industry; further, a large stock exists in Canada, 
upon which our government may draw if necessary. We are 
apparently safe in this war but against the possibility of an- 
other war we should have a large stock-pile, as our country 
produces none, South America but a few, and Africa, the 
principal producer, is distant. 

Of the United Nations, the United States, Great Britain 
and the Union of South Africa are self-sufficient in the manu- 
facture of diamond tools, wheels, etc. Russia, Canada and 
Australia supply part of their demand but look to their Allies 
for the rest of their needs. A few new industrial diamond 
firms were established in 1944 in various countries but not as 
many as in the early days of the war. 

Japan, in November, 1944, began a drive for diamonds, of 
which essential war article she is presumably short. In the 
Celebes, Japan reports the native women in December, 1944, 
were “eager” to hand over to the military authorities gold, 
platinum and diamond heirlooms. In Borneo and Java, the 
articles were to be bought “at market price,” a “fair” price, 
to be determined by the military authorities. To hasten the 
drive, extra sugar and tobacco rations were offered. We may 
add, however, that the inflationary circulation of paper money 





causes the people of Borneo to attempt to hoard jewels, 
pecially diamonds. 4 
Research as to the industrial diamond is not only 
carried on in Washington by various government aan 
but by many commercial laboratories in the United St 
by the Research Department of the Diamond Trading On 
pany, Ltd., in England and by the Government Metallurgicg 
Laboratory at the University of Witwatersrand, the 
Products S.A. (Pty.) Ltd., Johannesburg, and the New (Qo, 
solidated Goldfields-Boart Products Research Laboratyy 
Johannesburg, the last three in South Africa. of 
Manufacturers of diamond tools, bits, ete, are Worried 
about the definite shortages of certain types of diam, 
which they have used in the past. They see an even gr 
shortage in the future. Some claim they are afraid to jp 
duce a tool or instrument for a new use, because they 
that once the tool is being sold in satisfactory volume, jy 
supply of the type of diamond needed may no longer be 
chasable. Such manufacturers must adopt their methods fy 
the use of poorer types of diamonds; late in the last d 
certain types of industrials were scarce and the war has no 
only increased the shortage of certain grades but it hy 
largely used up the stock representing the excess of 
over consumption of many years. Fine industrials, like fin 
gem stones, make up but a small percentage of each 
diamond production. The manufacturer must adapt his meth. 
ods to the stones available and the tendency year by year wij 
be to use a cheaper and cheaper diamond. si 
Imports of industrial diamonds from 1987 to 1941 follow 
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Hill & Company...... 
distributors of quality jewelry 


CHICAGO 2, ILLINOIS « 
WATCH MATERIALS « 


San Juan 
Mail... a 


Captured—after a bitter strug- | 
gle—by Teddy Roosevelt's 
Rough Riders in the Spanish- 
American War, July, 1898. 
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If you make a fine product, your 


biggest problem is distribution. For, 


} the proper distribution—in fine jewelry 


stores—will build prestige for you. 


A. S. Perry 
readily do that . . . for we can place 


& Associates can 
your products in sixty fine stores. 
We purchase all types of merchandise 


and promote it for sixty of the finest 


% ROCKEFELLER PLAZA 
NEW YORK 20, N. Y. 








Power -Runch - Meestige 
Nell the Seuth’s finest Jewelers 


and leading jewelers in ten Southern 
states. So, you can be assured that 
your product will not only be sold but 


promoted and advertised aggressively! 


That can be your “mailed fist” 


against all competition. 


Talk it over with us. 
interesting. Write or call today for 
the booklet ‘‘The Mailed Fist’. 


The story is 


A. S. PERRY & ASSOCIATES 


MERCHANDISING COUNSELLORS 


610 STANDARD BUILDING 
ATLANTA 3, GEORGIA 































Fill-In Lines 
Made Permanent Feature 






Empty shelves have brought new lines into many jewelry stores. 
Hess-Cuibertson, of St. Louis, has developed successful field 


in selling pictures and frames which they will continue after war. 


INE pictures, originally introduced as a wartime by ROBERT LATIMER 
sideline at Hess-Culbertson Jewelry Co., St. Louis, 
have proven such excellent sellers that the store is now 
planning to make them a permanent merchandise feature graduated depth on which various types of clocks were 
after the war. kept out in the open. 

“It took the war to get us started in this field,” Leo Lack of stock, however, soon bared the shelves—until 
Vogt, head of the organization, remarked. “Although Mr. Vogt actually became embarrassed because of their 
we have always felt that paintings, etchings, miniatures, empty appearance. “That’s when I got the idea of try- 
etc., were within the jeweler’s scope, we previously hesi- ing our hand at selling pictures,” he said. “We spent 
tated to tie up valuable space with such bulky items. plenty of time in planning what type of pictures to sell, 
Really good pictures are purchased as gifts, as things and how to go about merchandising them. At first we 
of beauty and appreciation, and as something which can- considered handling lower-priced varieties, but gave this 
not be easily duplicated—just as are many items in the up because the limitation of. space made it imperative to 
jewelry store. Therefore, since the same customers are have a high average unit of sale in order to produce the 
involved, also the same promotional techniques, we have necessary total volume. Therefore, we chose only good 
found it practical to. add pictures permanently to our pictures by good artists, concentrated our stock on the 
stock.”’ more popular subjects and types of paintings, and laid 

The. St. Louis jewelry house actually put these ideas out the entire program to keep away as much as possible 
into motion two years ago, when the dwindling supplies from any ‘war substitute’ stigma.” 





of other lines became serious. At that time the store Pictures are now shown all the way across the front 
had been using the interior side of the front wall for of the store, from the entrance to the left front corner, 
displaying clocks, using four rows of open shelving of ' (Please turn to page 284) 


Photograph frames and fold- 
ers are an important part of 
the Hess-Culbertson picture 
business. Occupying space 
formerly devoted to clocks, 
this display does own selling. 
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“*TasTE”’ is the touchstone by which Sterling should be chosen. In 
a purchase so important and so permanent, only a pure design — 
traditionally correct — can be expected to face the test of daily scru- 
tiny, throughout the years. Lunt Sitversmitus have always appre- 
ciated the importance of permanency of design in Sterling Tableware 
and have been insistent on creating patterns of enduring worth. Such 
patterns of timeless beauty and lasting good taste are sound builders 
of future business. Your present-day purchasers of Lunt STERLING 
will be your most enthusiastic customers in the years to come. 


. 


rae aM Chi crtmttt « GREENFIELD > MASS. WILLIAM & MARY MODERN VICTORIAN ENGLISH SHELL 





A DIRECT HERITAGE OF FINE SILVERSMITHING FOR OVER 250 YEARS 


Por SEPTEMBER, 1945 











T has become increasingly apparent to those who are 

willing to read the signs that the public is becom- 
ing more and more insistent that commerce and industry 
become mission minded and responsive to their obliga- 
tions in the body politic. A consistent failure on the 
part of the commercial world to meet these obligations 
will result, I firmly believe, in greater Government 
intrusion and perhaps an eventual complete loss of 
private control and private enterprise. 

These rumblings are not of some distant storm that 
may break a generation or two hence, but if we allow 
this country to be plunged into another depression era 
following the war the storm is almost certain to break 
and with tremendous fury. 

History gives us some clear warnings and some guide 
posts. I am sure we are all agreed that we have been 
traveling through a revolution which is not over. In the 
French Revolution the aristocrats who yielded nothing 
were wiped out and their successors who failed to learn 
brought about the collapse which we have just witnessed. 
In England on the other hand, the privileged classes 
were wise enough when faced by the industrial revolu- 
tion to yield some of their privileges and perogatives and 
ride out the storm and they are again faced with yield- 
ing further, but there is every indication that they are 
fully alive to the situation and prepared to go along 
with it. 


SELF INTEREST DICTATES EXPANSION 


In our own country the war following on the heels 
of the depression has presented us with a group of regu- 
lations and restrictions including taxes that are designed 
to compel us to take our obligations to the public welfare 
into consideration in all our planning. Profits have been 
made less attractive by reason of high taxes, protections 
have been thrown arourid labor in the form of minimum 
wages, hours and working conditions, but no compulsion 
and no inducement have yet been forthcoming ,to lead 
us to expand our operations. Yet our own intelligence 
tells us that if we do not expand we cannot hope to 
absorb the vast reservoir‘of employable labor with which 
the country will abound after hostilities are over and 
our intelligence tells us that unless there is full employ- 
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Meeting the Post-War Challenge 


An abstract of a talk by Ralph, Guinzberg, President of the J. B. 
Kleinert Rubber Co., at forum of American Marketing Association 
held in New York, July 26, to discuss problems of moving the huge 
volume of merchandise necessary for post-war prosperity. 












ment there cannot be prosperity and there may easily be 
panic. Simple self-interest therefore dictates that 
must plan and prepare to expand and to move vag 
amounts of production without timidity and withoy 
greed for excessive ptofit. 7 
This is not to suggest an abandonment of the profit 
motif, but a realization that profits while important are 
not the only reason and indeed perhaps not the para 
mount reason for the existence of business. The func 
tions of gathering raw materials, converting them, manu 
facturing merchandise therefrom and distributing they 
finished product are ends in themselves and the profits 
to be derived from these operations are incidental insofar’ 
as the well being of the public is concerned. ; 
To what extent retailers, manufacturers and others | 
are prepared to accept the challenge to become mission | 
minded I do not know, but I feel sure that unless they 
do they will pay for their lack of vision sooner or later, 



























MERCHANDISING VERITIES STILL STAND 


Meanwhile, the eternal verities of merchandising still 
stand. The product must have integrity. If it is to be 
sold in volume it must be popularly priced. It should 
bé packaged not only attractively, but in such a manner 
as to make selling as simple and as nearly automatic as 
possible. 

At this point the manufacturer of a nationally branded 
item uses national media through which to tell the public 
about his product and to stimulate sales for his outlets. 
At the same time he usually prepares with, or through 
his advertising agency, counter and window displays for 
the use of his dealers and suggested retail advertising 
material in the form of mats which his dealer may use 
or adapt to his own style for local advertising. 

It then becomes the dealer’s obligation: to display the 
goods which he has purchased either by using the manu- 
facturer’s material or the work of his own display depart 
ment and to advise his customers through local adver- 
tising that he carries and approves of the merchandise 
for reasons which he states in his copy. 

These are all old words and you will say “nothing new 
has been added.” The problems of merchandising are 

(Please turn to page 286) 
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Wallace full-color advertisements currently appearing in leading national magazines offer this 
64-page book, titled “Beauty Moods in Silver.” Magnificently illustrated, it tells the fascinating 
story that inspired each of the Wallace Sculptured Patterns, and relates the history and grand 
tradition of silver. This book is creating a genuine desire to own Wallace Silver and is giving 
women an insight into the exclusive qualities and artistry inherent in Wallace Third Dimension 
Beauty. The sensational consumer interest in “Beauty Moods in Silver’ prophesies an impressive 
post-war demand for Wallace Sculptured Sterling. 


Requests for “Beauty Moods in Silver” are received every month from 
your community. Kindly let us know if you would like a copy, gratis. 
©1945—R. WALLACE & SONS MFG. Co. 


PALLACE SILVERS MITHS + WALLINGFORD, CONNECTICUT 
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The modern front of simulated marble 
‘and excellent display windows of the 
store are well-planned for the future. 
Boe 


Leather goods are carried in the 
store's handsome gift shop on the 
second floor and given prominent 
display space in the department. 


HAT fine leather goods are equally susceptible to 

good merchandising with fine jewelry is a war- 
time lesson learned by Granat Brothers, San Francisco, 
Calif. 

Like many other leading jewelry houses, this store 
before the war gave leather goods more or less a 
secondary role—looking upon the line as a supporting 
stock, and giving little thought to individualized pro- 
motion, buying or. display. Naturally, worthwhile lines 
of popular gift selections were always carried in stock 
for the customers who asked for them, but for the most 
part, leather goods were an “orphan” until the present 
conflict. 

Now, after three years of wartime experience, 
Granat Bros. are convinced that this former attitude 
was largely a mistake. To back up this new belief is 
a sensational volume in top-price leather goods which 
has continually surprised the management, being made 
up of sales to discriminating buyers who go about select- 
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Leather Goods 
Attract Gift Buyers 


Granat Bros., San Francisco, added 
items as a war-necessary substitute 
found that with proper promotion this 


made up a big part of their gift sales 


ing a leather gift as carefully as they examine a diam 
bracelet or wrist watch, and expect the same top 
quality and selection in the process. 

“We've found that making a success of leather 
lines comes from treating this merchandise exactly 
we do diamonds, sterling, etc.,” Miss Louise Mas 
gift shop manager, explained, “presenting excelle 


made gift’ suggestions almost entirely in top pt 


brackets, and involving the same air of exclusive 
which the jewelry purchaser looks for. We are 
buying all leather goods with an eye toward the 
usual, concentrating our stock primarily in the p 
brackets which lift us well above department 

competition, and using precisely the same promoti 


and display methods as are inherent with fine jewel 


(Please turn to page 288) 
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That fine Reed & Barton plated Hollow Ware you have 
so missed during the war years is at the service of the 
United States Navy. For Reed & Barton, since Pearl 
Harbor, has supplied three-fourths of all Navy Hollow 








Ware. This means more Hollow Ware than any silver 





manufacturer in the world has ever turned out in a 
similar period. 


In addition, we have made tens of millions of pieces 





of flatware for the Armed Services. 


The experience gained in this huge production has 
brought about improved processes which will be re- 
flected in the Reed & Barton Silverware you buy after 


the war. 


STABLISHED 1824 TAUNTON, MASSACHUSETTS 
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Front of Ferrell Jewelry Company, 220 
Main Street, Jacksonville, Florida. 


Advertising with a “different”? ap 
plus quality merchandise has made ¢ 


name of Ferrell prominent among jewele : 


in Jacksonville, Florida. 


by HENRY F. UNGER 


He Gets Results 
By Out-of-the-Ordinary Ads 


ITH 32 years of jewelry business behind him, 

W. G. Ferrell, president of the Ferrell Jewelry 
Co. of Jacksonville, Fla., is firmly convinced that adver- 
tising with a somewhat “different” approach, plus choice 
goods, have made the company prominent among jewel- 
ers in the southern city. 

Recently launched is the policy of running ads of, al- 
most full-page size in the daily newspapers, showing 
fair-sized cuts of the 20 employees in individual photos 
accompanied by short captions describing the position 
of each employee in the company. 

Mr. Ferrell cousiders this form of advertising as a _ 
good will movement—rather than strictly an advertising 
of particular articles. 

The new idea has upped the morale of the employees 
many degrees. The president of the company works on 
the theory that every person likes to see his or her pic- 
ure appear in a publication. Employees show these ads 
to friends and other friends noting the photos of friends 
in the daily newspaper are surprised. Consequently, the 
friends visit their friends at the Ferrell Jewelry Co. and 
many become interested in jewelry items—this resulting 
in sales. Likewise, strangers, spotting the advertise- 
ment, will ask for a certain employee, the ad thus per- 
sonalizing every business contact. 


Many of the employees have been connected with the 
(Please turn to page 292) 


Introducing his store staff to prospective 
customers through large newspaper ads show- 
ing individual photos of each employee has 
been one of store's latest publicity ideas. 
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©1945, The Frank M. Whiting Co. 
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Exquisite in conception . . . superb in 
workmanship ... the aesthetic beauty of 
"Sterling by Frank M. Whiting & Com- 
pany’ truly expresses the flowering of an 
era which has left its mark upon the history 
of mankind. We present these authentic 
creations with a very sincere pride and 
that you may do the same with profit is 
indicated by the already demonstrated 
appeal which these patterns possess and 
by extensive advertising now in process 
in carefully selected media. 

















How Do Your Figures Compare? 





Jewelers who are worried about department store competition will find — 


it helpful to compare their results with these figures of department 
store operation just released by the Controllers Congress of NRDGA 


% 


BOUT $216,000,000, or. roughly 20 per. cent- of 

the sales of all jewelry merchandise (including 
watches, clocks and silverware) in 1944 was done by 
department stores, according to figures just released by 
the Controllers’ Congress of the National Retail Dry 
Goods Association. 

It is estimated that last year’s total sales of all kinds 
of goods by department stores and large departmentized 
specialty stores was approximately nine billion dollars. 
Of this, 1.4 per cent or $126,000,000 was in costume 
jewelry; six-tenths of one per cent, or $54,000,000 in 
fine jewelry and watches; and four-tenths of one per 
cent, or $36,000,000 in silverware and clocks. (Why 
department stores lump silverware and clocks under 
one heading for reasons of sales analysis is one of life’s 
little mysteries ). 

Though the percentages are small in relation to the 
total business done by department stores, that smallness 
is due only to the fact that their total volume of all de- 
partments combined is so huge. In dollars, the sales of 
jeweler’s merchandise by department stores makes an 
impressive figure, accounting for about one-fifth of all 
the sales of all jewelry items by all kinds of retailers. 

Moreover, jewelry is a department that seems destined 
to continue attractive to department stores because of 
its highly satisfactory ratio of profit. For example, cos- 
tume jewelry in 1944 was the eighth out of the sixty- 
five departments in,percentage of profit to sales, with 
a net of 16.1 per cent. Fine jewelry and watches netted 
14.8 per cent and was the 14th best profit maker; while 


silverware and watches, though further down the ]j 
made a net of 8.9 per cent on sales. 

In 19438, the figures for all three of these lines were 
even higher, both in percentage of profit ahd in “a 





standing. Fine jewelry and watches in that year w 

the second highest in the store with a net of 17.8 per 
cent; costume jewelry was fourth with 16.4; while 
silverware and clocks made 10.1 per cent. i 

However, even though all of them fell off somewhat 
last year, they are still high enough to be decidedly at 
tractive, and would have to drop a great deal more be- 
fore department stores would even consider giving up 
these lines. Jewelers must face the fact that department 
stores are going to continue to give them vigorous com- 
petition for the consumer’s jewelry dollar. 

That being the case, jewelers would be wise to study 
the operating figures of these competitors, (just as 4 
general. studies his adversary), to learn their strong 
points and their weaknesses, in order to meet this com- 
petition intelligently and effectively. 

For that reason, we present herewith the figures show- 
ing the averages of department store performance in 
1944 as set forth in the annual report of their own Com 
troller’s Congress. 

Two or three points are especially noteworthy. One 
is the fact that department stores operate on consider 
ably less than a Keystone margin, but still are able to 
earn a handsome profit on sales, because of their low 
operating expense, which is between 25 and 30 per cent 

(Please turn to page 294) 





With Annual Sales 


1944 Merchandise and Operating Results 
General Averages of Department Stores and Specialty Stores 


Volume over $500,000 























a, Net Pereent 
margin on | of margin 
selling reduction 
> iw Prices by Sales Number | Percent 
After mark- Average % to of of stock Adver- Sales- Total Profit 
Mark- down Gross Total Stock less than | tising and | people’s Total | Operating or 
downs sales Sale Store Turns | 6mos. old | Publicity | Salaries | Selling xpense Loss 
Silverware and Clocks... . 38.3 4.8 5.38 0.4 2.9 72.0 2:3 6.1 9.3 29.4 8.9 
Costume Jewelry. ....... 42.0 6.0 2.60 1.4 4.5 81.0 3.3 « 6.1 8.7 25.9 16.1 
Fine Jewelry and Watches 40.7 5.0 15.60 0.6 2.2 77.0 3.2 5.1 7.5 25.9 14.8 
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107 ‘West Canton Street 
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Rex Carter, of Carter Jewelry Co., Fresno, Calif., believes 
any item which fits inte gift category is in jewelers’ field 
and isjplanning new lines for future merchandising. 


Present selling space of 
Carter's is this one mod- 
ern floor, sectionalized 
for different lines. Plans 
call for a complete re- 
modeling of large base- 
ment space to provide 
more room for new lines. 


ETENTION of all war-necessitated jewelry lines 
plus many others which, can fit into the “fine gift” 
‘classification sums up the postwar plans of Carter 
Jewelry Company, Fresno, Caf. 

“There’s a place for a new kind of jeweler in a new 
kind of market,” Rex Carter, president of this mid-Cal- 
ifornia store, pointed out. “All of us are likely to find 
an all-out market which doesn’t take into consideration 
such things as long service, well-founded names, etc., 
when the war is over. Consequently, it is up to the 
jeweler who intends to keep abreast of the moment to 
revamp his methods now in preparation for the undeni- 
ably wide-open sales field ahead.” 

Taking the long view of the years ahead, the Carter 
concern is busily making changes toward an expansion 
which includes merchandise, sales methods, physical fa- 
cilities and operating procedure. “The new lines come 
first, of course,” Mr. Carter pointed out. ““We’ve given a 
lot of consideration as to what we can most efficiently 
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Open Market For Post-War Lines, 





add, coming to the conclusion that any desirable item 
which fits into a gift category in any way is legitimately 
in our field. Consequently, we’re going to feature six new 
departments when the final bugle blows—package ait 
conditioning, small electrical appliances, a large sterling 
and flatware shop, a radio department, refrigerators and 
washing machines and salable service on all the above. 
We reason that there is a huge demand ahead for all of 
these; that all are items which can profit from the old- 
line reputation of a fine jewelry house and finally that 
all will appeal to the same type of customer who came 
in in the past to buy a gift for someone else.” 
“The customer who confidently takes our word for the 
value of a fine diamond will likewise have full trust in 
our name behind an air conditioner,’ Mr. Carter went 
on, “even if the line seems foreign to him at first. At the 
same time the man anxious to buy a gift of maximum 
appreciation is most likely to want such items as wash 
(Please turn to page: 296) 
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MODERN SILVER 


WWiile these two (and millions 
more like them!) wait through anxious days for the 
good things peace will bring back, Watson Sterling 
steadily, surely is building their desire for silver they 
will treasure the rest of their lives. 

Through the pages of America’s most read magazine* 
Watson advertising continues to tell the story of Lotus 
and other lovely patterns in “Modern Silver with the 
Beauty of Old Masterpieces”. And you may be sure that 
dog-eared copies of LIFE are read just as avidly in far 
Pacific foxholes as on the peaceful front porches of Main 
Street... by the heads of tomorrow’s homes as well as 
by the girls who are planning those homes around beau- 
tiful, traditional things like Watson Sterling! 

Meantime, Watson continues to distribute war-re- 
stricted sterling under an equitable allotment plan 
which enables you to line up today your share of the 
profitable business Watson advertising is building for 
tomorrow! The Watson Company, 895 Watson Park, 
Attleboro, Massachusetts. 


*It is estimated that 22,050,000 people read the 3,950,000 copies 
of LIFE that are sold each week. 


+ of the most classic art of all-time, And to this‘ 


te TREASURES like these — 


land of the Pharabhs and its pg tecreation in 


"Watson Sterling — beauty never grows old. 


In lovely Lotus: Watson eraftsmen have given 
new grace to the ancient motif that inspired much 


purity of line they have added perfection of cut 


: poe sensi of finish that i is sheer artistry in its 


bay dace sleding srcducticll still, gd re- 
stricted, your. Watson jeweler will’ gladly she show 
you this and other enchanting patterns in “’Mod- 
em Silver with the Beauty of Old Masterpieces” 
so that you. may choose y now aod buy - 
wisely later! The Watson Company, 1495 Watson - 


‘Park, seas Mastachusetts, ; 





Cleary 5 






















THE BEAUTY OF OLD Ere eeriaces sad 


This Watson Sterling 
advertisement, fea- 
turing the Lotus pat- 
tern, appears in the 
September 3rd issue 
of LIFE. 





WITH THE BEAUTY OF OLD MASTERPIECES 
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They're New 


@ A new compact of feather li htness, available 
a complete range of popular colors, is this "Fell 
metal" compact designed by Warner of Calife 
They come in two sizes, four and five in 
diameter, to.retail from $7.50, up. Made by Wan 
Produéts, 1629 N. Gower St., Hollywood 28, Cal 


@ New wa ee pets of cast tefling. gold-plated 
and spiked with imported rhinestones. ltsy-Bitsy 
Turtle, worn in groups, to retail. for about $8. 
each; Peter Penguin retails at about $14... Both 
from oy Kel Jewelry Co., 307 Fifth Avenue, N. Y. 


@ An original design by Jules of California is this 
identification bracelet for service men or women in 
either sterling or 14-karat gold. The one shown, 
the President, for men, is heavy and masculine and 
features an unusual clasp. The men's model in ster- 
ling is priced at $30, Keystone. Made by Callifor- 
nia Jewelry Creations, 424 S. Broadway, Los Angeles. 


*@ This is one of two designs in 10K gold anklets made by L. H. 
Mark Co., 385 Fifth Avenue, N. Y. Made with either an oval or 
oblong nameplate, they can be retailed for about $3.50, each. 





@ Fashioned to prevent collar distortion by {6 
lowing the correct collar angle, this new he 
was recently patented by the Anderson Tool & Di 
Works, 24 Baker St., Providence, R. |. The r 
keeps the tie contered and at proper angle to 
collar. Made in either gold-filled or gold-pia 
the new Anson Collar Holder will retail for $1 
for the gold-filled’,model and $1.00 for the le 


@ 10 karat gold bowknot pin with large and small 
matching earrings recently added to the new line 
of gold jewelry featured by Imperial Pearl Syn- 
dicate, 607 Fifth Avenue, N. Y. The pin is priced 
at $35—earrings are $15 and $12, Keystone. 
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FOR IMMEDIATE DELIVERY 


Buy 5-Hlar Fackage 


%* A selection of the twelve best selling 10 K gold pin and 
earring sets, beautifully boxed, in our nationally adver- 
tised line. 


*% Acomprehensive advertising program featuring each of 
these sets in leading fashion magazines such as: MADEMOI- 


SELLE, VOGUE, HARPER’S BAZAAR, CHARM, GLAMOUR, Cos- 
MOPOLITAN, REDBQOK .. . and all popular movie magazines. 


% Complete mat service. 


%* Attractive display cards showing mounted reprints of our 
national advertising. 


*% Beautifully illustrated brochure—keyed to excite the 
interest of the consumer . . . and designed to help you in 
your retail sales. 


This complete Jordan sales program costs only the price of 
the merchandise alone .._ the selling aids are our gift to 
you. You'll discover this is a real money-making offer. If a 
single unit, consisting of one piece each of the twelve pin 
and earring sets, is purchased, the total cost is only $177.25. 


Send us your order today—or write for further details. It’s a 
bargain—sight unseen! 


R. M. JORDAN & CO., 377 Fifth Avenue, New York 16, N. Y. 
607 S. Hill Street, Los Angeles « 1009 Commerce Street, Dallas 
FACTORY: 17 Custom House Street, Providence 3, R. I. 
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“Helfer Plan” for Veterans Goes Forward 


Veterans Administration gives official approval to proposed 
program of stady and training in jewelry stores for returning 


servicemen. Nationwide cooperation by jewelers is sought. 


TH the day of victory over Japan finally here, 

the need for perfecting and speeding up plans for 

the reabsorbtion into civilian activities of the huge num- 

ber of véterans who will be discharged becomes daily 
more urgent. 

Jewelry work is one of the fields that is a “natural” 
for these ex-service men, because it is one where the 
work is such that a partial physical disability does not 
prevent the performance of the work since it is not 
physically onerous. 

The jewelry trade, therefore, has a special obligation 
to aid these men in every possible way and to cooperate 
to the limit of their ability in every program that will 
help to accomplish that purpose. 

Such a program is the “Helfer Plan” 


‘ 


(Page 190, 


‘JC-K for August,) further details of which have now 


been announced, including the course of study to be 
given to trainees along with the practical experience of 
day to day work in jewelry stores. 

The subjects to be studied and the number of hours 
allotted to each during the training period are as fol- 
lows: 

GEMOLOGY—900 hours 


1. Instruction on types of precious and semi-precious stones. 
2.. Instructions on grades, styles, types of cuttings; obvious 


characteristics of various stones. 


%. Instruction on sizes, shapes and colors; weights and 
grading, retail prices. 

4. Procedure of weighing stones, use of technical diamond 
Scale and use of proper instruments in handling precious 
stones. 

5. Identification and classification of diamonds, rubies, emer- 
alds and pearls, and various types of semi-precious stones; 
amethysts, garnet, etc. 

6. Proper methods of identification and examination for 
imperfections. Proper use of the examination loupe, diamond 
seale and tweezers; recognition of grades of stone by appear- 
ance and price. 

7. Matching of precious and semi-precious stones. Identi- 
fication of various types of cutting used during the last cen- 


tury. Setting the period by cutting style. Points of relation- 


ship in matching stones. 

8. History of famous gems. Sources of supply. World mar- 
ket fluctuations. ' 

Suggested reading: 

Standard reference books on gemology will be provided by 
the jeweler to aid the student in learning the subject. 

References: “Gems and Gem Materials,” by Kraus and 
Slawson. 

Weekly review; quarterly examination (written) with re- 
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view of subject matter most difficult for student. 
(Plan one-half hour per day to subject of Gemology.) 


HOROLOGY—800 hours 

1. Instruction in types of American watches. Proper identi- 
fication of sizes, shapes and characteristics of movements, 

2. Method of grading watches; case qualities, proper ex. 
amination to determine efficiency. 

3. Identification of chronometers, chronographs, timing de- 
vices and clocks. 

4. Identification of imported watches. Familiarization with 
grades, sizes and shapes. Recognition of manufacturers, 

Standard reference books on horology will be provided by 
the jeweler to aid the student in learning the subject. 

References: “A Practical Course in Horology,” by Harold 
C. Kelly. 

Weekly review; quarterly examination (written) with re- 
view of subject matter most difficult for student. 

(Plan one-half hour daily to the subject of horology.) 


PRECIOUS AND SEMI-PRECIOUS METALS—800 hours, 

1. Instruction on gold stamping laws. - 

2. Instruction on methods and procedures in refining gold, 

8. Instruction on characteristics of gold, gold filled and 
gold plated jewelry. Instruction on various grades of gold, 
gold filled and gold plated jewelry. 

4, Instruction on platinum and platinum alloys. (Iridium 
and Palladium.) 



















5. Instruction on identification of copper, brass base and 


Sterling base metals. 

6. Instruction on patterns and weights of silverware. 

7. Proper methods of weighing precious and semi-precious 
metals. 

8. Tableware. Matching table service and table settings. 

9. Types of manufacture and sources of supply of semi- 
precious and precious metals. 

10. History of precious metals. 

Suggested reading: 

Standard reference books on precious and semi-precious 


metals will be provided by the jeweler to aid the student in 


learning the subject. 
References; Jewelers’ Dictionary, (published by JC-K). 
(Plan one-half hour daily to the subject of Precious and 
Semi-precious metals.) 


GENERAL MERCHANDISING—700 hours 
1. Instruction in sources of supply of jewelry and allied 


lines; leather goods; glassware; crystal ware; dressware and : 


gift ceramics. 
2. Identification of standard lines, trade names and guarat- 
tees. 
8. Distribution and availability of merchandise. 
4. Methods of ordering and buying techniques. 
5. Inventory Control. , 





Standard reference books on general merchandising will be 


(Please turn to page 298) 
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Letters from Glamour’s advertisers tell the success story of 
2,000,000 readers whose paychecks produce profits . . . 


nti. **3000 answers from one advertisement in Glamour” 


ex “‘Response from Glamour far greater than all the other 
publications combined” 





de- 

vith “Our business is three times that of a year ago and 

; Glamour is the only Class magazine we are using”’ 

a Reach the girl-with-a-job and you reach results. To reach both 
. . . advertise in 

Te- 

ind d 

Id, 


the magazine for the Girl-with-a-Paycheck 
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66 ODERNIZING” the store is a subject that is 
uppermost today in the minds of many jewel- 
ers as they look forward to their post-war operations. 
And it’s a good idea, but it must be borne in mind that 
“modernizing” is sometimes a much-abused word. 

Today’s jewelry store should be modern, yes—but 
it should also be simple, rich and dignified—an appro- 
priate setting for the precious merchandise it sells, rather 
than something that looks as if it had been dreamed up 
by a slightly insane architect after a midnight supper 
of welsh rabbit and mince pie. 

That kind of architecture may be all right for the 
drug store or the filling station, but the jeweler needs 
an establishment that conveys an impression of stability 
and solid worth as well as suggesting that it is up to 
date. 

A good common-sense example of the jewelry estab- 
lishment that is smart, clean lined, and modern, and 
yet avoids the extreme—a store that gives the passerby 
an impression of smartness combined with solid quality 
—is the new Lednum store in Cambridge, Md., pictured 
above. 

Note the windows correctly brought up to a level 
where the details of the items displayed can be satis- 
factorily seen by the window-shopper. Size and propor- 
tions, too, are properly gauged to the showing of jewelry 
with enough space and height to give an adequate dis- 
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An example of 
ern yet dignified 
design is Leda 
store at Cam 
Maryland. The cy. 
tomer is invited jy, 
side by the view of 
the well lighted jp. 
terior as seen 
through glass dog, 


Modern But Dignified 


play, and yet not so large that items of jewelry size look 
lost. 

Another excellent feature is the inviting entrance with 
the clear Herculite glass door and side panels unbroken 
by metal joists, which subtly suggests stepping in fora 
closer inspection with no apparent barrier in the path. 

The interior, too, is cleanly laid out in a plan to 
facilitate selling. A broad inviting aisle runs down the 
center of the store, with a row of floor cases down each 
side and across the back with wall cases along the side 
walls. 

Diamonds and other jewelry occupy the front cases | 
on the left hand side, followed by the watch cases behind 
toward the rear where they tie in with the watch repair 
department which is at the extreme rear, and concealed 
from the main store. Office, vault, air conditioning equip- 
ment, and receiving department are also behind this rear 
wall, the delivery entrance being at the rear. 

In the cases at the right of the store are costume 
jewelry, silver, leather goods, china, glass, pens and 
pencils and stationery. Concealed behind the wall cases 
is an aisle lined with shelves for storage and wrapping 
—convenient, yet out of sight. 

The store front is of black glass with the store name 
in black on white. Trim is chromium. Flooring is 
asphalt tile in gray-green with beige and black border. 
The interior is air-conditioned, and -brilliantly lighted. 
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HE’S young, yes—and more than 
that she’s vital. Responsive. 
Swayed by the power of emotion. 


This very moment, she’s deep in 
the heart-throbs of a ‘sensitive story 
by Ursula Parrott, one of the out- 
standing stars whose stories light the 
pages of Cosmopolitan magazine. 


Great writing makes great reading! 


0 
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| Right now, she’s an Ursula Parrott heroine... 
i a : : 


It warms the heart. It frees the imagi- 
nation. It stirs a woman’s secret long- 
ings for the lovely things in life. 


There’s the mood to match your 
message, Hamilton! You’re smart to 
show her why “‘the watch of railroad 
accuracy” is the finest gift she can give 
a man. Keep her looking to the day 
when a new Hamilton will adorn her 


smopolitan 


[ps WRITING MAKES GREAT READING 








- .,. her mood is made to order 
for your message, Hamilton! 


wrist! She’s been living the stimulating 
life created by Ursula Parrott, She’s 
been through the thrilling world of 
Faith Baldwin. She’s been inspired by 
Louis Bromfield. 

So keep speaking your piece, 
Hamilton. Tell her that soon your 
watches will be back at her jeweler’s! 


*An advertiser in Cosmopolitan since 1932 








7 
Emotion makes Wars 
Emotion makes a 
Emotion makes Sales 
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| IMPROVES DISPLAYS AND SAVES MONEY 
| (From page 194) 






























A good illustration is provided in current window 
displays for June brides and Father’s Day. The bride 
idea is interwoven with material furnished by the United 
Silverware Company and shows a soldier being greeted 
home by his sweetheart in affectionate poses with full 
colors. Appealing primarily to women, the display 
makes it easy for prospective home owners to create 
and visualize themselves in their own home furnished 
with fine silverware. 

The Father’s Day theme is patterned after that fur- 
nished by the National Council for Father’s Day and 
emphasizes that the gift for Dad should be an extra 
special one because of his contribution to the war effort. 
Both of these ideas emphasize timely current situations 
and are adapted to the localities. 

This trend is indicative of the more liberal view 
among jewelers in recognizing the merchandising ability 
of large manufacturers, rather than the heretofore nar- 
row view of the average merchant who believed his suc- 
cess depended largely on his own efforts. Tappin’s 
has shown conclusively that business can be promoted 
by tying in with national brands in order to convey the 
symmetry of their merchandise with those of national 
advertisers who can afford to create large markets and 
build up good will for their products. 

For high school or college commencement gift promo- 
tion, Tappin’s display is built around an open scroll on 
which is letter engraved a parchment one side of which 





is labeled: Gifts for Her; the other side, Gifts for Him 

Another effective use of the carpentry shop is in builg. 
ing interior screens to hide ugly stairways or woodwork. 
Providing display pads on which costume jewelry effects 
can be shown, they have proven better for this purpose 
than showcases. During brownouts they were especial] 
valuable since these latticed screens permitted lights ty 
filter back into the store through the windows, prevent. 
ing possible pilferage or theft. 


DISPLAY STANDS BUILT TO ORDER 


Display stands built in the shop have combined the 
double purpose of being used as a table and as a stock 
cabinet directly adjacent to bulk merchandise. They 
are built in sections and can be moved from place to 
place as needed. Individual units are complete in them. 
selves and lend themselves to elaborate displays when 
essential. Also they permit indirect lighting for mer. 
chandise, helping to highlight and spotlight certain mer- 
chandise which otherwise would be obscured. 

Another benefit in these difficult times of obtaining 
material for display purposes is the advantage of shift- 
ing props, scenes, paintings, advertising panels and 
other promotion commodities from one store to another, 
resulting in a saving of both time and money. Tappin’s 
had a recent opportunity to demonstrate this advantage 
when it came time to renovate their Camden, N. J., store, 
utilizing surplus goods from their other units. 

By making purchases in bulk, allocating needed goods 
for their individual stores, the chain has effected sayings 
which would not otherwise be possible. In buying mass 
























Simple, beautiful, enchanting, dignified ... 
deftness of Smith craftsmen... 


OFrank OW. Smith Grc. siuversmitns Gardner. Nas». 


Liledle Jhrond Service in Od fring 


Swati 


exemplifying the artistry and 
superbly wrought with meticulous care. 
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L46E — 3-tone heart 160—10 karat solid gold’ Noe loner dediecs 
locket, 1/20 i karat heart locket with finely with beautifully modeled 
th ie g.f., with exquisite floral etched leaf and line rosebud spray set with 
e and-heart design in pink design, hand-made. widérted thoiae Bas ud 
ock and white gold effects on $8.75 each earrings with stones to 
hey e8 yellow gold pee em " match. 1/20 12karatg. f. 
hi i é 33 doz. $6.75 set 
-m- 
hen 
er- 
er- 
ing 
ift- 
nd 
er, 
n’s 
ze 
re, a L79 — Magnificent real P46 — Unique mother- 
cameo pendant in 1/20 of-peari heart locket, 
4 12 karat g. f. frame. 1/20 12 karat g. f., with 
ds $48 doz. any service crest securely 
igs riveted on face of locket. 
- $33 doz. LE49 — Exquisite heart 
fs locket and earring set 
a with assorted matching 


stones held in deftly 
modeled rosebud set- 
tings. 1/20 12 karat g. f. 

$6.50 set 





L92—3-tone baby locket, 
/20 12 karat g. f., 
eens with hinge con- 
$24 doz. 











BR46E — Heart locket 
etched with delicate 
floral design, on grace- 
fully worked safety 
catch brooch. 1/20 12 
_ karat g. f. $36 doz. 


EACH ITEM 
INDIVIDUALLY BOXED 


Mfrs. of INSIGNIA + FINE JEWELRY » LOCKETS » NECKLACES » BROOCHES - KEYS * RINGS. 


rue Abbott Jewelry C o., ine. 


72-76 SPRING Gemeert, NEW YORK 12, N.Y. 
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lots ‘to effect savings it has usually been found that 
much Of the material is unsuitable and ordinarily would 
have to a But Tappin’s has learned through 
its own display creation, unit that, some of these goods 
can be salvaged by. seléeting certain pieces and apply- 
ing them to their various stores where needed. 

This advantagé of being’ able to shift goods “‘from’one 
unit to another is particularly valuable because of WPB 
regulations limiting the amount of promotion material 
which can be used by individual stores. Tappin’s has 
been able to transfer obsolete and surplus displays from 
some of their units, build them up and modify them in 
their own shop, adapting the goods to their own require- 
ments. In several emergency cases when the needs were 
particularly acute, this scene-shifting ability proved a 
boon to the management. 


OWN IDEAS FIRST HAND 


Another valuable contribution in having your own 
display shop, Tappin’s has learned, is the means 
afforded of adapting their own ideas first hand without 
limit. In this respect they have overcome the handicaps 
of stores which farm out their window creations and 
have to be content with the production of a designer 
who considers it just another job. 

Joseph P. McCullough, the chain’s display manager, 
is always available to work out plans of the executives 
and after arranging his layouts and props can imme- 
diately consult the management as to the effects de- 


sired. Im.this way Tappin’ s has f 
sonalize ‘and individualize’ displays 


% “giving it a distinctive window highly uperio? es 


“of their, competitors. }: 


From ‘a dollars and cents New poles, the. ‘chain’s be 


show that a display unit ‘which: would. ordinarily « 

-from.$15 to $50 canbe ‘built ‘ata cost of from $3 

$10 including materials. The savings will prébabl 

even greater, later on when goods and labor} 

no longer highly inflated beyond normal prices, 
Joseph J. Jellinek, sales promotion manager, hagq 

tributed ideas for many of the display groupings 


has endeavored to overcome the paramount difficulty 


most jewelers who must emphasize small, fine obj 


He has endeavored to highlight and spotlight them 


distributing them in the best position to show off 


effects, uses lucite liberally, and tones up the ent 


effect so as to lend an air of glamour. This is achie 


by using a combination of light and dark materials 
He has found that this arrang 


stead of dark fabrics. 
ment eliminates ordinary, monotonous appearance 
creates eye-appealing attention. 

A plentiful supply of lucite plastic because of its | 


transmitting qualities makes windows sparkle and en 
an atmosphere of lightness to dark backgrounds. It@ 


prevents the windows from appearing top-heavy 


merchandise and builds an atmosphere of gayety. Row 
land D. Goodman, president of the chain, is well satis 


fied with the results obtained. 
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CAMFIELD 


Produced by a group with an unequaled 
record in the small appliance field 


The new Camfield Automatic Toaster is 
@ proven achievement of years of re- 
search and seasoned: experience. It is 
the product of authorities who know 
how to make an improved toaster that 
will be another unequaled success in 
‘its industry—a composite of sensational, 
exclusive features that will make it a 
Pacemaker for business in this field. 
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AUTOMATIC TOASTER 


Look to Camfield for these outstanding 
sales-producing features 


EXCLUSIVE—the ingenious, Camfield 
“Equa-Therm,” that assures perfect 
toasting heat, regardless of voltage fluc- 
tuations. It provides quiet, pop-up, au- 
tomatic toasting at its best. 


EXCLUSIVE—the Camfield “Finger-Trip” 


release... visible, sure, trigger quick 
... for handy control. 


EXCLUSIVE—Camifield styling in beautiful 
chrome and modern plastic, by one of 


America’s foremost industrial designers. 


Simple, dependable, trouble-free per- 
formance. Keep this remarkable new 
automatic toaster in mind. Watch for 
further details coming soon. 


| * 
CAMFIELD 


MANUFACTURING COMPANY 
Grand Haven, Michigan 
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DRESS JEWELRY FOR SERVICE MEN 
(From page 196) 


mine whether I could find some other avenue of staying 
in the jewelry business before I went into any sideline 
of any kind.” 

In early 1942 Mr. Heinz had noted that many sol- 
diers, sailors, and members of the merchant marine who 
throng San Francisco’s downtown streets were coming 
in with plenty of cash and asking for a variety of items, 
all adding up to “dress jewelry’”—identification brace- 
lets, new watchbands, silver dog tag chains, rings, cigar- 
ette cases, lighters. In fact, as he soon ascertained by 
questioning his uniformed customers, the average soldier 
or sailor was wearing far more “jewelry” than at any 
time during his civilian life, sparked, no doubt, by see- 
ing other servicemen displaying handsome jewelry, and 
having little else that they could use to add to their 
appearance. “I established with certainty that men who 
in civilian life would never buy more dress jewelry than 
a watch or tie-clip were now buying six or more items,” 
Mr. Heinz summed up, “and this encouraged me to 
start building up these lines as others fell off.” 

Going farther into this potential market, Mr. Heinz 


visited several merchant marine centers and cargo-. 


shipping offices to ascertain when merchant marine sail- 
ors were paid, how often they were in port, etc. He 
discovered that all are well-paid, have little opportunity 
to spend their money in foreign ports (in fact, most of 
them were not paid until arriving back in San Fran- 



















% 





cisco) and finally, that thousands of merchant ima 
men would always be in the city with new pay , 
averaging a thousand dollars or more a piece, 
This “research” established the market 
enough, and Mr. Heinz converted his show windows Sa 
much of the store interior into handsome, eye 
displays of sterling bracelets, cigarette case 
chains, watchbands, silver chains, cuff links and 
masculine merchandise. Most of each display is ¢ 
directly at the merchant marine sailor who wears. 
vilian clothes when ashore and wants to “doll up”! 
appearance. The rest is centered on jewelry for ¢h 
soldier and the Navy sailor. a 
With his market definitely decided upon, the ng 
problem was getting the merchandise. Displaying 
same initiative that was used in planning the idea, | 
Heinz began working toward doubling his stock of m ne 
culine dress jewelry at a time when most whole 
apparently had nothing to offer. ‘What I had to 
was become a buyer, rather than a seller,” the San r , 
cisco jeweler smiled. “Spending actually eight times 
more as many hours in visiting wholesalers and maj 
turers, running down every possible source of m 
jewelry, and keeping the name of my store alive in 
minds of wholesalers who could give me even gn 
quantities of desirable merchandise.” iy 
‘Doing his own buying and following every lead 
might produce even two or three watchbands or If 
dozen -bracelets, Mr. Heinz has neon surprisingly 
cessful in keeping up his stock. 
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THE AMERICAN PLATINUM WORKS ; 


Refiners and Manufacturers of Precious Metals 


231 N. J. R. R. AVE. 
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SOLD 
NOW IT CAN BE TOtd! 


“THE PRESIDENT” 
IN STERLING SILVER 


(ALSO IN 14K GOLD) 


* PATENTED 


MASSIVE, MASCULINE 
SALEABLE ON SIGHT 


PRODUCT OF FINEST 
CRAFTSMANSHIP 


CALIFORNIA JEWELRY CREATIONS 
JEWELRY MANUFACTURERS 
424 SOUTH BROADWAY 
LOS ANGELES 13, CALIFORNIA 








') “As a small store, I can use small amounts of stock - “duction of "abe platinum | ‘metals, secondary ‘metals. (1e te. 





























































which the bigger stores do not consider worth bothering fined from sctap), stocks in dealers’ hands at the end of ‘ 
with,” he said. ‘Of course, it keeps me hopping to call each year, and the amount of each metal sold to each of 

on wholesalers two or three times a week, and asking the principal classes:of consumers. 

for whatever small amounts of merchandise I can buy. 

But I’ve been unvaryingly successful.” 

During the time he is in the store, Mr. Heinz has United Mie hecdube Bx gr g regoncin pal. the 
made no secret of the fact that he is “all out’ for mer- Ty! 
chant marine and other servicemen’s business. As a Iridium, osmium, 
result, there is a constant rush from merchant marines ; *¢ rhodium, and 
fresh in from the sea lanes and anxious to buy..from_ i, Rapenns,| Fallen)", Tetbentum Total 
three cases showing & wide range of masculine jewelry. - 

ighty i i i 19389. ......] 71,898 > 29,273 16,884 117,580 
Eighty percent of the stock displayed now fits into this 1940. ae 93944 99" 368 py 
market—and is turning four times a year where one and 1941.......| 150.887 | 188,014 33,942 322843 
a half times was a good rate before. And what that ee 160,724 | 107,383 35,280 308,387 
means in terms of net profits any merchant knows. 1943....... 176,560 | 104,372 6.o! 323,013 

PLATINUM STATISTICS RELEASED DESIGN AND COLOR DRAMATIZE SMALL SHOP 
(From=page 200) (From page 206) . " 
the same trend continued, since platinum still remains color and texture, they thus give the feeling for m ore 
on the list of restricted materials. What will happen floor space. Then, too, the colors are all light, subdued; 
now that the war is over—whether palladium will hold there.are no sharp contrasts to break up’the lines of th 
the acceptance, or a part of the acceptance, it has gained section. Rose, gray and white are mingled in the m rhel ; 
—remains to be seen, but in any event it has certainly ized wallpaper over the main counter and the ros gray 
been a valuable ally to the jewelry industry in the past is repeat im’ the carpeting. 
two years by making it possible to produce and offer the The use of the marbelized wallpaper as a kind ¢ 
white metal settings, which the public demands, espe- picture framefor the jewelry storage cases is anoth et 
cially for diamonds. device for creating that. spacious look. “The unbroke 
The tables reproduced with this article show the pro- surface with its interesting textured feeling makes t he 
hl — | ) ee 
/$$1062—Men’ s Sterling. Silver porneation Bracelets  .—«_—a:isd.. $27.00 doz. | 
a 4 . 
= SS1065—Ladies’ Sterling Silver 
Identification Bracelets p 
$12.00 doz. | 
10Kt. Gold Anklets on qa 
Display Card ... $24.00 doz. | 
Gold Filled Anklets : |. 
on Display Card. . $9.00 doz. 7] 
Sterling Silver Anklets . 
on Display Card. . $6.50 doz. 
aa 


| SUPERIOR JEWELRY COMPANY. 


Pi sa Street : _ Philadelphia 6, Pa. 
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° Stainless Steel 
THE LIFE-TIME Watch Band 


THREE NEW DESIGNS 


© LAST FOREVER 

© WON’T TARNISH 
© WON’T RUST 

° NON-MAGNETIC 











Pat. 
Pending 


hae? re eae <2 

NEW CLIP-ON DESIGN 

Cool — Comfortable — Secure — 

Made of excellent grade stain- . 

less steel. This new one-piece design is ad- 
justable to fit any length watch. Protects 
watch from body moisture, Three wrist 
sizes—small, medium and large. Lug sizes 
5%” and 11/16”. Packed in assorted sizes 


i isplay material. Pp. 
with display material. ONE-PIECE SNAP-ON 
3 (Non-Adjustable) _ 
A one-piece Stainless Steel Band with 
two scroll lines. Snaps on and off in 
a jiffy. Packed one dozen of 4 as- 
sorted wrist sizes in two lug sizes— 
5%” and 34”, ' 
$7.20 per Dozen 


ADJUSTABLE WITH 
SNAP-ON FEATURE | 


This attractive band is one of our 
best sellers — and adjustable to 
fit any wrist. Packed one dozen 
assorted lug sizes. 


Pat. Pending $15.00 per Dozen 


On and of ina sity IMMEDIATE DELIVERY vic prepaia express NEWSPAPER MATS AVAILABLE UPON REQUEST 


GHICK POWELL CO., sc sw 1 sot nian 36 Re 
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wall seem large and heightens interest in the shadow 
bex placed in its center. 

Entrance to the department is via a short -flight of 
stairs carpeted in the same gray tone as the rest and 
privacy is effected by the use of a glass partition against 
which potted plants make an interesting design. This 
partition has the advantage of marking off the area with- 
out blocking off either light or the vision of patrons in 
other departments. 

With the accent of subtle color ang lighting, interest- 
ing materials and forms, Mr. Fernandez has made use 
of the basic principles of modern architecture and turned 
out a highly attractive and utilitarian jewelry corner. 


PICTURES TELL AD STORY 
(From page 202) 


collection of sterling and hollowware pieces. Their read- 
ers are urged to give silver presents in the advertisement 
reading, “A bride, her home, and her sterling—three 
things that always go together.” 

But all of the advertisements do not stress merchan- 
dise at this jewelry store, for prestige advertisements 
are also part of their campaign. To make more people 
aware that a jewelry purchase is “something special”, 
their “institutionl advertising’ goes all-out to reassure 
the customer that this is the store from which to buy. 

One of these prestige advertisements reads “Choose 
the jeweler as well as the diamond” . . . “Place your con- 
fidence in Lux Bond and Green, a name associated with 
fine diamonds . . . you pay no more.” 


MARKET SCP 


AS ADVERTISED IN THE SEPTEMBER CHARM 


NEW BUSINESS FOR OLD 
(From page 208) 


that would catch public interest but was not too suc- 
cessful because as a result of war conditions, displays of 
the type he was seeking had not been created to any 
extent during the previous two or three years, 

So Mr. Grush decided that he had to “roll his own,” 
He hit upon the idea of creating a window that would tel] 
in simple dramatic form the story of the progress of the 
diamond from the mine to the customer’s finger, along 
with a history of the development of the diamond indus- 
try, in miniature. 

The photograph reproduced on page 208 shows the 
result. Relief maps mounted on easels at the rear of 
the window traced the route that a diamond follows 
from the mines of South Africa to the offices of the 
Diamond Corporation in London, to the New York cut- 
ters, and so out into the trade and ultimately to the 
public. . 

Just in front of the maps were a group of small scale 
models starting with the rough diamond, tracing it 
through the processes of cleaving, sawing, and polish- 
ing, through the U. S. Custom House and the hands of 
the diamond importer to the jewelry manufacturer and 
so out through the jewelry store to the user. Specimens 
of diamonds at various stages and their processing were 
mounted on a card directly in front of this part of the 
display, while at the extreme right and left were two 
placards setting forth interesting facts about diamonds, 
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chicago office: Mr. Lou 


STERLING 
SILVER 
BANGLE BRACELETS 


Nothing like em in 
at less than double the price 


ob ole e\-b and - Mb ae) (eed Mo) ml el-M-> cel-Jolilobelet Mn Zettel 


and timely styling you'll find right through our new 


Fall Line of Jewelry and Compacts! See it now 


SIG. DAWER & CO., 307 FIFTH AVE.. NEW YORK If 


Reisman, Morrison Hote 





















GOOD NEWS 





For Immediate Delivery—No rationing—We can supply any quantity desired— 


BALANCE STAFFS AND WINDING STEMS 
FOR SWISS WATCHES 





For WESTFIELD 


For BENRUS-CENTRAL 


For A. SCHILD 





4 AH—AW—AS 
6 AS—AW 

6 WN 

6 WM 

7 WM—AW 

10 AS—AW 

10 WZ 

10 ZL 

11 ZE 





For BULOVA 





3 AF 

3 AN—AL 

4 AF—AH—AE 

4 AR 

5 AL 

5 AB 

6 AF—AE—AR—AB 
6 AN 

6 AM—AZ—AK—AH 
7 AF—AM—AL 

7 AP—AH 

8 AE 

8 AH 

10 AK 

10 AN—AE—AX—AR 
10 BL 

10 BA 
10 BC 
10 BS 

10 BE 


334—P 
5 —Q 
5I4—W 
5Ya—AE 
63%4x8—AF 
634x8—AZ 
634x8—AI—AB 
63%4—N—AL 
74%4—C 11 
7™—! 
7T%—AP 
7%x11—AC 
734x10—AK 
8x10—AX 
834—AU 
83%4—AY 
10/.—B B—BA 
10/2—AR—AT 
10!//2—AO—AN 
6/0—A 
6/0—B 





For GRUEN 





210—211 


405—406—4 10—41 1—420—421 
480—43 1—435—440 
500—501—502 





BALANCE STAFFS, Per Doz. $3.00 


LEVIN PRECISION BENCH LATHE 


Designed For Watchmakers By Watchmakers 





Modei H has hard spindle and hard bearing’s. The bed is 12” 
long. The ways on the bed are ground to master gages. The 
tip-over T-rest is exceptionally rigid. The lathe takes WW 


noseweres $145.00 


chucks and attachments. 


Model H lathe with 10 chucks............... 
Model B (same as above but has bronze bearings and 11” 
MERE MMAGT 10: GHUCIED vice occcclcecbiccdoicsaeede 


» 





WINDING STEMS, Per Doz. $1.75 





434—Cal 


+ 1017 


5L—Cal. 976 


54%4—Cal 


- 655—1051 


5Yo—Cal. 1012 


64—Cal 


- 589-723 


63%4—Cal. 962 
634x8—Cal. 1023 
634x8—Cal. 1138 


7T%—Cal 
8%4—Cal 
10/2—Cal 
10/2—Cal 


- 964—1001 
- 970—1180 
- 984—1002 
+ 1158 


10/2—Cal. 1178 


10/.—Cal 
10/2—Cal 
10//o—Cal 


- 1194 
+ 1200 
+ 1202 





For F. F. Models 





3%—Cal. 
3%—Cal. 


424—Cal. 
544—Cal. 


6%—Cal 


gess~ 


6%4x8—Cal. 120—123 


83%4—Cal 
834x10— 
10'//a—Cal 
10/2—Cal 
10/2—Cal 


- 170 
Cal. 155 

. 324 

+ 150—152 
. 175—186 





For ETA Models 





544—Cal 
63%4—Cal 
8 —Cal 


. 761 
- 785 
- 1000 


7%x11—Cal. 735 


334—Cal 


« 790 


834—Cal. 980 


10/2—Cal 


. 900—925 and 930 


The LEVIN 2-IN-1 BALANCE TRUING CALIPER 
With Special Improved Index 





The original LEVIN universal index can be quickly adjusted 
to any size or type of balance. The index finger can always 


be placed in the most convenient position for utmost visi- 


bility. It is accurate, dependable and a time-saver. 
LEVIN 2-in-1 balance truing caliper.......+...sseee++s $7.50 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


PHILADELPHIA 7, PENNA 


134 SOUTH 8th STREET 
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HORSE SENSE | 





Call it what you may, 
but isnt it good logic 
for the layman to see his 
jeweler when he wants 
to dispose of 


OLD GOLD 
SILVER-PLATINUM 


filled, plated scraps, etc. 


And by the same line of 
reasoning, the jeweler 
must send his accumu- 
lations of precious 
metal scrap where he 
can depend upon 
prompt, accurate re- 
turns. That is why he 
-always ships to 


2° 2 "ita, 


DEE LO. 


bape LC ro Motels 
REFINE on MANUFACTURERS 


E WASHINGTON STREET, 











suchas the standard shapes in which they are avaijay 
“the volume of the diamond business, the nam 
of the famous diamonds of the world, the Colors in’ 
diamonds are found, the dates of discovery of te Vv 
diamond fields and so on. 

Translating his idea inte actual physical form . 
Herculean job. Every evening after the stor 
closed, Mr. Grush and his assistant, Jeane Whi 
designed, modeled, painted and perspired over: the minig. 
ture display that had to be turned out in a week's S time, ¥ 
while the sales. force decorated the ‘showcased: ‘and the 
store interior. The night before “Open House Day,” 
everything was ready. The home office in Newark, 
N. J., had sent down thousands of dollars worth of 
nly to make a really impressive display and the event 
was widely publicized at the local radio station and ip 
the newspapers. 

The store was decorated with flowers and every woman 
who called during “Open House Day” was presented 
with a corsage. Three radio broadcasts were made from 
the floor of the store with an announcer interviewing the 
manager, clerks and various customers. 

The net results was the attracting of a crowd that 
exceeded Mr. Grush’s hopes, . The estimates are always 
subject to some discount but the store’s guest book 
showed that more than a thousand women actually signed 
the register on that day and received corsages. 

For weeks afterwards, the Busch diamond display was 
the talk of the town. Very few people outside of the 
jewelry industry know anything about how diamonds 
are mined, cut, polished, set and transported from one 
end of the world to the other, but they are always inter- 
ested in hearing about precious stones and this display 
told them the whole story at a glance. 

The whole idea is an excellent example of how an 
enterprising merchant, instead of sitting back and let 
ting himself be licked by “conditions” can rise above” 
them and create new business in a time of emergency. 
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FILL IN LINES MADE PERMANENT FEATURE 
(From page 256) 
The stock is remarkable in that all pictures, no matter 


what the materials or art work involved, are either bird 7 
or flower subjects, which Mr. Vogt has found have a t 
4 
| 





universal appeal so strong that it hasn’t been necessary” 
to experiment with landscapes, sporting scenes, novelty | 

art, etc., such as might normally be expected. Miss | 

Emma Keits, gift buyer, who has been given the respon p) . 
sibility of buying for the new department, simply asked } 
her regular customers what their picture preferences 
would be—and acted accordingly. 








} 
i 
Beginning with a small inventory of less than $1,000, 7 
the picture department has grown steadily, bringing im |) 
sales with a minimum of store effort. After two years 7 
it has been necessary to utilize former blank wall space” 
around the jewelry repair department and other cleat | 
areas on the walls and pillars to display more items. — 
“The department caught on because it gave a git 
minded customer new suggestions,’ Mr. Vogt poiz 
out. “And our prices are arranged commensura 
They start at $16.50 for miniatures of various sizes, al . 
go up to $125 a pair for sai twin-type pairs for livi 
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‘ke Phows of Zephyr precismom-milied 
wheel, shows entarged 5% Nimes, 


Designed for 
Flame Power 





=} \\ nee is a good reason why 
4 a hephye windproof lighter 
, always lights .. . in every 
kind of weather from aspring 





. rain to a hurricane. The an- 

swer is in its ignition wheel 

4 --.@ wheel thet is precision 

milled to threw off an igniting spark 
every time you strike it. 


if your dealer cannot immediately 
meet your demand for o Laphye 
lighter, please be patient os the 
Lephy rs are still going to the armed 
forces. But just os soon as possible, we 
will supply your dealer. Ask him obout 


° ephyr. it's well worth the asking. 


MANUFACTURING COMPANY 
CHICAGO 


* Buy Extra WAR BONDS 
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PRICED 
FROM 
$2.00 


‘The ignition whee! is the heart of every 
lighter. All Gaiter fighters hove precision-milied 
ignition wheel to ossere a fight every tiene 


DEPENDABLE 
AS ITS NAMESAKE 


\ Jus? as the trim, beautiful lines 
> of the ditional wind} 





rr meant rugged dependability, so 
“they do ina different and mod- 
ern windjommer ... the WIND- 
JAMMER windproof lighter. 
Your light’sussured in the WINDJAMMER, 
for it is made with o precision-milied 
ignition wheel that throws off an ignit- 
ing spark avery time you strike it. Then 
too, it com go longer without being 
refilled du@to its greater-than-overage 
fluid capacity. 
if your dealer cannot immediately meet 
your demonds for a WINDJAMMER, please 
be patient @s production is of necessity 
still limited, But we will supply him 
@4 000 as possible. Be sure 
te ask tor & WINDJAMMER. 
You'll be gied when you 
get it. 
The Ziphy: now going 
to the armed forces. 


‘~ 
Galtier 
MANUFACTURING MPANY 
CHICAGO 





WHEEL, OF FORTUNE 


The wheel we refer to is the precision-milled 
ignition wheel which is the heart of every Galter 
lighter. This precision-milled wheel is featured 
in these Galter advertisements now appearing 
in several leading magazines which have a read- 
ership of 60 million...every one a potential 


customer for you. 


The public is being sold on the dependable 
performance of all Galter lighters. We back up 
this claim with the ignition wheel which is 
precision-milled to insure a light every time 
you flip it. The advertising of this wheel will 
be the basis for future increased sales and 


profit for you in handling Galter lighters. 


A limited supply of Galter lighters is being 
sent to distributors in your area. See your 
local distributor for your allocation. You can 
be sure that just as soon as restrictions are 
lifted, our output will be increased to meet 


your full demands. _ 
Promote Galler Fighters 
for your Post-War DProfité 


Galter Manufacturing Co. “ 


711 West Lake Street, Chicago, Illinois § 
New York Office; : 
Charles H. Fischberg & Co., 71 W. 23rd St., New York, N.Y. 
? < : Y . e 
_ 
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room or study walls. We sell just about as many in 
the upper price brackets as the lowest. Markup is 
substantially the same as on other jewelers’ lines, and 
we have the additional advantage that many store regu- 
lars who buy this or that item are now taking a picture 
along as well.” 

Ninety per cent of all sales are to “walk-in” buyers 
who either notice the display inside the store or are at- 
tracted by the fact that one large display window is 
always devoted to pictures. In addition, salespeople 
have telephoned their regular customers during slack 
hours of the day, inviting them to drop in and inspect 
the picture stock. “There is nothing in the least high- 
pressure about it,” Mr. Vogt smiled. “Rather, we've 
simply let the picture department do its own selling.” 

Naturally, handsome frames are important to this 
field. Consequently, the Hess-Culbertson display in- 
cludes natural wood mouldings, modern plastics, bright 
metals and novelty types of frames which can be substi- 
tuted or changed as the customer wishes. Seven display 
niches were formed by removing center shelves from the 
former clock display tiers, and each of these niches 
carries a different idea in frame design. 

“Lastly, we are selling a lot of pictures which merely 
represent extra sales to jewelry customers,” Mr. Vogt 
concluded. “In no case have they cost us a jewelry sale. 
We're quite pleased with the entire program, enough to 
make it permanent.” 


MEETING THE POST-WAR CHALLENGE 
(From page 258) 


not new nor are they apt to be. We will be faced only 
by the intensification of problems which we have always 
known. 

The new word that has been added is “obligation,” 
If we are to be mission minded there rests with the dis- 
tributor the obligation to advertise the item in an jp. 
formative and sales stimulating manner to his customers 
regardless of the amount of help he may or may not 
receive from the manufacturer. With this in mind gey- 
eral industrial engineers have expressed the opinion that 
the manufacturers should extend such help as co-opera- 
tive advertising and sales instructors to the smaller and 
weaker retail units especially those in smaller communi- 
ties who do not possess the necessary organization to 
do the maximum job for themselves leaving the large 
and strong units to do their own promoting. If we are 
sincere in our purpose to move the maximum amount of 
merchandise on a countrywide basis this may be a sound 
procedure. 

You will note that the first condition that I mentioned 
was that the product must have integrity. The war 
years have shown to both the public and the retailer 
that integrity resides more securely in nationally adver- 
tised products where the manufacturer exposes himself 
to direct public criticism than in any other type of 
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SPECIALIZING IN MILITARY WATCHES 
: AND CHRONOGRAPHS 
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#109-$12.00 Doz. 
FATHER 


NEPTUNE 
(Movable) 


#247-$12.00 Doz 
ROLLER 
SKATE 

(Movable) 


TEETER 


TOTTER 
(Movable) 





#279-$18.00 om 
COVERED 
WAGON 

(Movable) 


#261-$12.00 Doz. 
COFFEE POT 
(Movable) 


# 282-$12.00 Dox. 


TEA POT 
(Movable) 


#280-$12.00 Doz. 
STEP LADDER 


#273-$12.00 Doz. #277-$12.00 Doz. 
(Movable) 


FRIGIDAIRE DEEP SEA 


(Movable) DIVER 
(Movable) 


4 


#234-$6.75 Doz. 
MAIL BOX 
(Movable) 


#264-$6.75 Doz. 
TRAILER 


pane point POLICY 


ived. 
shipped some day os rcs 
: w to Treble Your Sales. 


2) Free literatur roblems. 


retail trained 
4) Guaran 
5) Every cha 4 
50 nv 
; a pe 1 added = poe 
. No order too small or too arge- 


d for your selection. 
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# 208-$12.00 Dox. 


# 150-$6.00 Doz. 
SCISSORS 
(Movable) 


# 265-$6.75 Dex. #167A-$6.75 Dor. 
IRONING 


_ BOARD 
(Movable) 


Sell More CHARMS—Make 


eommoust OF CHARMS 
ERLING SILVER 


FOR YOU: “ The Secret of Selling Charms ” 


FOR YOUR CUSTOMER: “ How to Form Diaries ” 
SEND FOR FREE COPIES 


. 
y 


#269-$12.00 Doz. #195-$12.00 Doz. #271-$12.00 Doz. #278-$24.00 Doz 
CIGARETTE SETTING HEN WAFFLE BICYCLE 
LIGHTER (Movable) IRON (Movable) 
(Movable) (Movable) 
#272. 


7, iy $21.00 Doz. 


# 49-$9.00 vor. 
BABY SCALE 


(Movable) 


ME IN 


#259-$12.00 Doz. 
(Movable) 


ENAMELED 


# 50- $6.00 Dor. 
STRAIGHT 


RAZOR 
(Movable) 


#274-$6.00 Doz. #228 -$6.75 Doz. 


BALL&a CHAIN KIDDY KAR 
(Movable) 


#188-$9.00 Dox. 


BABY BUGGY 
(Movable) 


coocoo 
CLOCK 
(Movable) 


HOUSE OF CHARMS: 


World's Largest 
4458S 


2%—10 days 


DIVISION OF JEWELRY CORPORATION OF AMERICA 
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BABYS FIRST SHOES 


SOLID-IZER 
5 LASTING 





by’s first shoes demand 


ess in Sentimen 
Ocessing... QUALITY 










N : is decandtionally guarantéed by 
fs Of the famous BRON-SHOE solid 
; which had been halted to speed 


® beautiful finishes . . .. two-tone 
tuary bronze and antique Ivory 
yet park low prices... starting at $3.95 
nounted. 


Liberal discounts . . . alert promotional service . 
co eooperation. You need ang mail your 


will have two. distinctive ‘services le 
two popular price ranges. Watch for 
announcement. 


Write for free catalog, display card TODAY 


BRON-SHOE CO. 


277_E, BROAD ST., COLUMBUS, OHIO 









customers’ shoes .. . we do ther. Make the 
mos of the great possibilities i in OLID-IZING 
for” Christmas, anniversaries .. .'the whole year- 

r 
sR Once the fd ON-SHOE solid. 
* Once Sdette Jeri am resumed, me 
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merchandisé. Whether the departnient storey 
at longelast made this discovery will continue tg 
guided by it, or whether they have only acquired “fy, 
hole religion” remains to be seen, but surely ifjiwe g 
intent on moving the greatest possible quantity of 
thandise in order to stimulate employment and pro 
p¥dsperity the nationally advertised brands of Jo, 
standing offer the quickest turnover with the least g 
effort. 

A further step in obtaining rapid turnover and ¢ 
maximum number of sales per clerk requires co-operatj 
and self*control on the part of both the manufac 
and the retailer. The war has taught us that there 
a great gain in efficiency to be obtained from the str 
lining of merchandise. A drastic reduction in the 
ber of. colors, sizes, styles and other variations in 
various lines of merchandise from that which obtaj 
before the war will result in more efficient manufa 
better and more prompt shipping, simpler and f 
selling and the elimination of slow selling stock. The 
are benefits to both the producer and the distributor, 
the store must be more selective in its buying and | 
concerned ‘with some slight variation carried by a 
petitor and the producer must become deaf to his sal 
men and to”special pleading by individual custome 
This is not to suggest that lines should not be cha 
frequently so as to stimulate buying interest, but wher 
a new number is introduced an old one must be cling 
inated if we are to maintain simplicity. 










































































Now where does the advertising agency enter the nid 
ture? If we consider the agency to be the manufag 
turers’ advertising department then it is the agence 
function to see that the package is in truth a silent sal 
man, to see that the displays are usable and_desira 
for store use ‘and to see that the mat service and oth 
dealer helps are keyed to the retailer’s needs. M 
of the good agencies are already prepared to give t 
itype of serviee%and they -have prepared themselves 
recruiting at least a part of their personnel from the fi 
of -retail selling. - 

Whatever the solution;.the fact remairisethat we a 
faced with the imperative neceSsity of produging 
distributing an unprecedented amount of: goods ‘and t 
each link in the chain’from the raw material to the cob 
sumer has a responsibility that. cannot  be- shirked 
passed back to any other link, because! each*will 
strained to the utmost in’ his own area of responsibilitf, 
If we, all of us, hope to preserve any large degree 
free enterprise and initiative we, all of us, must be p 
pared to meet 'the challenge of the days that are ah 








LEATHER GOODS ATTRACT GIFT BUYERS . 
(From page 260) \ 


sold anywhere else in the store. As a result we are tt 
tracting gift buyers. who appreciate such distinctiit 
and building up a reputation for fine leather go 
which has been a constant asset through the war.” — 
All leather goods are shown on the second floor, whe 
the store’s handsome gift shop is located. On this lev 
reached by elevator, a quiet, luxurious departments 
peals to.gift shoppers. . 
Although the gift shop carries some jewelry, pet 
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STERLING 


~ §6SILVER 
= CHARMS 


@ Solid castings! 
@ Fine details! 
@ Beautiful finish! 


150 


DOZEN 






















Al charms pictured are $4.50 dozen : 


EXCEPTING THE 
FOLLOWING NUMBERS ... 


Doz. r 
@ No. 6. Tortoise and hare. . $6.00 ee 
@No.10. 3 blind mice.... 7.50 
@No.31. Baby shoes...... 6.00 
® No. 32. "G. |. Joe" shoe. 7.50 
@ No. 33. "My G.I." shoe.. 6.00 


© No. 34. Hen on nest— 
CMOVERIO) 2 cc ccccccce 9.00 


Cleo-Del is first to offer jobbers 
prices to retail stores! 


Prompt delivery! Terms, ae 
net 30. If not rated, | 
3%. COD. 


Same numbers in 10K. gold at new 
lower prices. Send for complete 
price list. 


CLEO-DEL 


OF HOLLYWOOD 
Smart Jewelry 


321 LOEW'S STATE BLDG. 
LOS ANGELES 14, CALIF. 
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sets, china and glass gifts, metal, erystalware, clock, 
‘etc., all are subordinate to leather goods during war- 
time. Actually, eight inset shelving bays are devoted to 
‘beautiful leather gift suggestions, four cases, and as 
“much of. the.central display island space as can be kept 


filled with stock. 


. ‘We,are attempting to.use.jewelry merchandising 
‘methods’.throughont,”” Miss. Masoero explained. “For 
example, the first thing is careful ayoidance of the ‘mass 
‘display’ theme which stationery stores and department 
stores customarily apply to leather goods. To keep clear 
of this, we show each item carefully spaced from its 


‘neighborhood .so> that plenty of opportunity for indi- - 


-vidual eye-appeal is allowed. In the fitted kit display, 
for example, we show only two or three attractive kits 
‘on a five-foot glass shelf. On the four display islands 
in the center of the shop,.we space each item at least 
‘a foot apart. Since all thesg are expensive leather goods, 
‘we must present them as such and stay away from the. 
*bargain-price atmosphere which mass display invariably 
‘creates. Moreover, displays of this type gives the cus- 
tomer a better chance to compare one prospective gift 
with another,” she emphasized. 
A second touch in good. merchandising which has 
aided the store, is keeping the stock chiefly in fine top- 
‘flight gifts which are not likely to be found elsewhere. 
For example, one glass counter case containing the wal- 
let stock shows almost exclusively gold and silver tipped 
wallets in conservative leathers. Except for a few key- 
cases and containers, this case shows entirely wallets 


and billfolds in the folding and full bill length sizes; iy: 
price ranges up to $15. Very few competing stores 
show these metal-cornered varieties, and displaying then 
in gold and_ sterling registers strongly with women 
anxious to buy a gift for a man. 


All leather goods are similarly different. Jewel bse, 
cigarette cases, fitted and unfitted cases, Picture frames, 
ete., are all handpicked for unusual features, i a 
kept that way by limiting the amount of stock jin 
With prices uniformly in higher brackets, the store Cn | 
afford to eoantve this policy, and find it well appre 
ciated. 


“We've got to keep women as well as men in mind 


in buying for the shop,’ Miss Masoero explained, “ye, | 
cause although leather goods are primarily a man’s field, 
The war, of. 
course, with its thousands of problems arising from gift 
buying for men overseas. has laid special emphasis op 


95 per cent of our sales are to women. 


leather goods, but in the long run, the same basic gop- 
siderations will hold true in peacetime. 
though the leather goods item is for a man and must be 


desirable to him, we must at the same time, remember | 


that women will do most of the actual buying.” 

Fitted cases have ruled the picture at Granat Brothers 
for the past several years, running over a wide price 
range from $18 to $35. Bristle and brush sets are next, 
with travel clocks at $46.25, picture frames from $9 to 
$3.50, and billfolds from $5.00 to $15.00 all represent- 
ing much of the sales volume. Nearly all sales are gift 











‘ RETAIL JEWELERS 


is Credit extended a Rated accounts 
others C. O. D. or remittance with order. 


H. L. HIRSH & CO. 


185 EDDY STREET, PROVIDENCE, R.| 








Thus, even 
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— 43x — 
These Spray Pins and Earring Sets 
Styled in Pink Gold—hand polished with assorted colored stones; 
a . are only part of a large selection of up-to-the-minute costume jewelry styled by — 
| PRICES IN GROSS QUANTITY $39.00 per doz. 
Xt spray PINSeEARRINGS#LOCKETS*BRACELETS*WATCH BANDS PEARLS «‘CROSSES* RINGS* BABY JEWELRY * JEWELRY BOXES*IDENTS 


BERNARD BERFOND & IRVING BARON, Partners (ex x¢Gek 5 EWELRY | Co. | 
LOngacre 3-2030 





— 31% — 



























A NEW CREATION IN WATCH STRAPS 
oot, “SINGAPORE KOROSEAL”’ g 
Molded WATCH STRAPS 


Perforated for Summer Wear 
















It is not a glass strap. It has the appearance of glass. 
It is not a leather strap. T It has many times the strength 

* sas of leather. ; 
It is not a rubber strap. It has the comfort of linen. 






A beautiful molded strap in crystal, navy blue and brown. Fur- 
nished in plain or perforated design. Available in 5" size only ( 
at present. 

A Jewelry Store Quality. 

The only strap of its kind and not to be confused with synthetic 
glass straps now on the market. 

It is a patented compound and is— 











Resistant to prolonged flexing. Resistant to strong corrosives. 
Resistant to sunlight. Resistant to water. 
Resistant to acids. Resistant to oxidation. 







Resistant to perspiration. 


In many rigid tests it was found that Koroseal* caused no skin 
irritation. 
Dealers, please contact your jobber. 


Jobbers and Wholesalers Communicate with Us for Further Details and Samples 
AKRON LINEN PRODUCTS COMPANY, 109 N. Union St., Akron, O. 


(Originators of Linen and Cloth Straps for summer wear) 
*A trade-mark of The B. F. Goodrich Company 
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sales, with the major response in the upper price brdck- 
ets. The store has found it wise, Miss Masoero added, 
to adhere closely to conventionally popular items such 
as those listed above, with little or no novelties or new 
gadgets which detract considerably from the leather 
good’s section’s basic appeal as a logical place to buy 
fine gifts. 

One innovation which never fails to cause comment 
is the use of a light brown elastic paint in lining the 
display cases around the walls which closely resembles 
actual leather. The rich color, combined with the luster 
of leather goods displayed along glass shelves in each 
bin or case, gives the gift shop a sort of “leather at- 
mosphere” which impresses any prospective customer 
immediately upon entering. Soft illumination over the 
cases helps greatly to achieve this effect. 

From a promotional standpoint, the department uses 
all of the stores’ jewelry advertising facilities to run 
carefully individualized leather goods newspaper ads. 
Most of these feature a single well-chosen gift sugges- 
tion in a moderate to top price bracket, and show a 
cut of the actual item. Newspaper and window promo- 
tion are always keyed together, with the same emphasis 
in laying out window displays as goes to diamonds or 
sterling. Leather goods never ‘take a back seat” in 
the windows, being scheduled regularly for the No. 1 
window spot. 

As a department accomodation, Granat Bros. offers 
gold stamping of initials, complete name or business title 
on all leather goods, doing the work without charge. 
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THE APOLLO FLUORESCENT LAMPS. 
USED BY LEADING JEWELERS—DIAMOND 
SETTERS —WATCHMAKERS — ENGRAVERS 

—FROM COAST TO COAST 
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Model "D" 
$22.95 






un 





TWIN-TUBE BENCH LAMP. 1[4-watt tubes—i5-inch shade. 
Designed for use where mounting space is limited. Fastens 
securely with one screw. Double swivel ball joints at shade 
permits light to be positioned over work. Adjustable for 
height by large friction clutch. Price includes 2 G.E. 15- 
inch Mazda tubes. A.C. current only. 


Wood 


100-watt bulb, 


ALUAT LUGE CAPA DUT TOE EAA 


PARE 





{YUAQ4GE4CUYORETORCUEMA TAN OMUOUUUUUUEU HLS EEUAUEeREELU UC TOQUE LANNE 


THAMAUUAU GHA AALAAL HAA 


BETTER LIGHT PROTECTS SIGHT 


Model '"'AGR" 
$24.95 


DIAMOND LAMP. 


clear bulb can 
Diameter of shade 9/2 inches. Price includes 


_ AMERICAN ASSOCIATED LAMP CO. 


DISTRIBUTORS OF APOLLO LAMPS — 6355 N. BROADWAY, CHICAGO 40 





GETS RESULTS WITH OUT-OF-ORDINARY aps 


(From page 262) 


Ferrell Jewelry for at least five years and are glad of 
this open recognition of their work. 


Some of these ads feature only the photos of em, 
ployees, while others during a War Bond drive, splay, 
and intermingle the Bond drive idea among the photos jy 
the ad. 

Although strictly a good will idea, Mr. Ferrell ingis,, 
that it is bringing in new customers and increasing 
business. 

Always leaning toward the eye-catching in adyertis. 
ing, the Jacksonville jeweler a few months ago ¢op- 

‘ ceived the idea of attracting customers through his large 
chicken ranch. With about 5000 chickens on his raneh, 
Mr. Ferrell took out a photographer to the ranch one 
day, posed with the chickens and gathered enough inter. 
esting shots for an eye-appealing full-page ad. Chickens, 
eggs and farmer photos were mixed in the ad with 
jewelry. The ad revealed that fresh eggs from the jewel- 
er’s ranch would be sold in the Ferrell Jewelry Store. 8» 
unusual was the idea that scores of people visited the 
store for days following the appearance of the ad. Eggs 
and jewelry were sold in great quantities and more new 
friends were on the Ferrell list. 





Recently concluded was a series of programs, spon- 
: “A Prayer for Your 


sored by the company, called: 
Boy.” A half-hour of prayer and organ music, the pro- 
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ALL - PURPOSE TWIN- 


Model G.T. TUBE LAMP. Balanced 

base prevents tipping. 

$24. 95 Crackle brown finish. 

Large, easily operated 

friction clutch allows light to be raised i wae 

to desired level. Price includes 2 y e 
Mazda (4-watt tubes. Specify A.C. 


bc. 
rent, NOTE: for D.C. wired lamp in this wont 
only add $3.00 to price. 





Walnut grained finish. 
bar. Equipped with Double Wall Blue 
Reflector eliminating all yellow cast. Ordinary 


Immediate Delivery 


on all Models 


uséd. Height 21'% inches. 


cord and plug. 
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We Cun Move Your Inactive Patterns 
ww STERLING SILVER 












Parrerns change and jewelers have in stock Sterling 
Silver for which they may never have another cail. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. Sea) 


We will pay the expressage when you ship the merchan- We are interested 
dise to us and if our offer is not acceptable it will be Swnurc haves : 
returned express prepaid. | 


ANTIQUE 
JULIUS GOUDMAN & SON . useo sewerry 


MApDIsSON AVENUE e MEMPHI TENNESSEE 
“7 = ats to any amount 


JuLius GoopDMAN JosEPpH A. GoopMAN 


Reference: THE Jeweers’ Boarp or TRADE 








HIGHLY POLISHED 
FITS ANY WATCH 
SNAPS ON AND OFF 


An instant hit wherever shown! Civilians 
and service-men alike endorse this smart 
watch band... Easily adjusted to the wrist 
and to any watch. Orders filled promptly. 


$4.90 Keystone 
Terms 2% 10 days—Net 30 


Ea L. Smit 


WHOLESALE JEWELER 
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1M GETTING AN 
UTOPOINT PENCIL T00, 
_ WHEN MY DEALER 

RECEIVES A SHIPMENT 


my AUTOPOINT” 
PENCIL WRITES AS 
G00D AS IT DID 
10 YEARS AGO 


vim. 


Many are waiting for 


AUTOPOINT 
PENCILS 


Every mail brings us hundreds of 
inquiries from busy people. We are 
asked where “Autopoint” Pencils 
can be obtained. This widespread 
interest is two-fold: (1) they have 
read our national advertising; (2) 
they have heard friends and asso- 
ciates express the utmost satisfaction 
which “Autopoint” Pencils always 
give them. Naturally, your custom- 
ers are among those who are wait- 
ing to buy. The special features that 
distinguish. “‘Autopoint” Pencils, 
including the famed and exclusive 
Grip-Tite tip, assure an ever ex- 
panding demand. 

Autopoint’s production facilities, 
as you know, have long been de- 
voted to war work. Uncle Sam’s 
Armed Forces come first. When Vic- 
tory is won, there will again be 
“Autopoint” Pencils. And there'll 
be plenty of customers waiting 
for them. 


BUY THAT WAR BOND—NOW! } 


e 
TRADE 7 MARK 


BETTER PENCILS 
AUTOPOINT CO.,1801 FOSTER AVE., CHICAGO 40, ILL. 


























































gram heard over Radio Station WMBR featured Jaa 
sonville pastors of various religious denominations, why 
were invited to speak on the program. i 







Mixing advertising with community betterment, y 
Ferrell inaugurated a radio program whereby ‘teen-agen 
from Jacksonville’s famed “Teen Town” were invite 
to gather at a local radio station for a round-table dig. 
cussion, called the Forum program. Youth frankly gave 
their own views on current questions. The program Was 
informal and made the young people keenly aware of 
their place in a community despite their age. Advertis. 
ing was kept to a minimum, but the program carriej 
such appeal that thousands of listeners turned to the 
Ferrell Jewelry Program. 





Throughout each day, spot announcements carry new, 
of the company. News broadcasts sponsored by the Fer. 
rell Co. are heard daily, over four radio stations. 

Despite his intensive advertising campaigns, Mr, Fe. 
rell says, “I have never found any way to settle on any 
one advertising medium as most effective.” 

Mr. Ferrell hasn’t much to say of the future. He pians 
to continue his unique advertising and for the present 
plans to continue his good will campaign, intended ty 
keep friends, despite the necessary lack of certaig 
merchandise. 





HOW DO YOUR FIGURES COMPARE? 
(From page 264) 


on all three groups of jewelry goods. This seems to 
substantiate the views expressed by ANRJA’s Past- 
President Charles J. Michaels in numerous talks and. 

articles to the effect that for prosperity for the long) 
pull the jeweler must learn to do business on a basis 
of getting his profit by doing a big volume at a narrow 

margin and at a rapid rate of stock turnover, rather 
than by a smaller volume at high mark-up with a slow 

rate of stock turn. 

This is further borne out by the fact that the depart- 
ment store turns every class of jewelry goods more than 
twice a year, with its costume jewelry inventory turning 
four and one-half times. 

Another illuminating point with respect to department 
store methods, which ties in with rapid turnover, is the 
fact that they do not hesitate to slash prices when neces- 
sary to move slow-turning stock. Markdown sales in 
1944 knocked 4.8 points off the margin originally al- 
lowed by the store on its silverware and clocks, which 
were originally priced to yield 43.1 per cent of selling 
price. Costume jewelry sales reduced over-all margin 
on that class of goods by 6 points, from 48 per cent 
to 42; and bargain sales of fine jewelry and watches 
cut the gross on that group by 5 points, from 45.7 per 
cent to 40.7. In both sets of figures the margin is figured 
on the store’s net cost of merchandise after all discounts. 

Apparently, it pays, when you’re stuck with a group 
of items, to close them out even at a sacrifice, and con- 
centrate on the faster moving ones. 

Another element of these figures that will probably 
surprise many jewelers is the fact that department 
stores spend only about 3 per cent of their jewelry vol- 
ume on advertising. Many jewelers have said to us that — 
one advantage of the department store is that it spends. 
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metric dimension. $60.00. 











SPECIALS IN MATERIAL ano TOOLS 


Assortment +100 A—72 boxes in 15x8” tray that will fit any standard berch 
drawer. Every box has pictures of Newall finger print system for Gruen, 
Bulova, Benrus, FF, As, Eta, etc. Two of each, staffs and stems. One gross each 
complete with interchangeable chart for over twelve hundred different sizes by 


Assortment +102 AS—as above for American staffs. Two in each box. One gross $24.00. 

















Assortment +103 J — as above for American 

Jewels. One gross $27.00. > 
a Assortment +104 A. S. J.—as above. Combined 
Fen staffs and jewels. $48.00. 

1 Doz. of a number, staffs, $3.00. 
Fer. 1 Doz. of a number, stems, $2.00. 
7 Mainsprings for Swiss and 
al American. One gross assorted. 
bead All widths, strength and 
to lengths. From Baguette to 
ain nae ae yi feed attachment $140.00 eighteen — $30.00. he i ome to caine anaes 

JOBBERS 
> S. Wabash Avenue ° Chicago 3 
WATCHES, J. B. WATCH ATTACHMENTS, G. F. AND GOLD JEWELRY, DIAMONDS, LOOSE AND IN 

to SETTINGS, TOOLS, FINDINGS, NOVELTY AND LEATHER GOODS 
st: ASK FOR OUR PRICE LIST 
nd, 
ng . 
sis : veer 
"7 Edward Sylvester and Jimmy Rescigno 


. THE OPENING OF THEIR 
“ Permanent Showrooms and Offices 


‘ ANNOUNCE 


at 48 west 48th Street 


Featuring A Fine Line of 


y i 


: 48 W. 48th ST. 


Memorandum Selection of 
Diamonds on Request 











MANUFACTURERS AGENTS 


, DIAMONDS, DIAMOND RINGS, LADIES AND 
GENTS STONE RINGS, 
MARCASITE AND GOLD FILLED JEWELRY 


SYL-RE-CO. 


NEW YORK 19, N. Y. 


As in the past, Prompt 
Friendly and Ethical Service 


STERLING SILVER, 
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so much more in adyertising its jewelry. Actually, the 
difference is negligible. The average advertising budget 
of the jeweler is between two and three per cent of vol- 
ume with many stores going considerably higher. 

Their advantage does not appear to lie in a bigger 
advertising budget but in closer pricing, lower operating 
cost and faster turnover. Perhaps more attention to 
inventory control and operating costs on the part of 
the jeweler is what is needed. 

In any event, it would be a good idea to lay your own 
figures down beside these department store results to see 


where improvements can be made. 
- 


OPEN MARKET FOR POST-WAR. LINES 
(From page 266) 


ing machines or refrigerators after years of shortages. 
We'll sell the same customers and give them the same 
service—thus we feel that the transition from personal 
jewelry buying to new lines will be easy for both our- 
selves and the customer.” 

So complete a change in the pattern of the store 
means equally extensive changes in facilities and meth- 
ods, of course. Carter’s is starting off by remodeling a 
large basement under the store into luxurious showrooms 
for each of the new lines (except sterling). One half of 
the 50 x 35 foot space will be devoted to individualized 
showrooms, the other half to a complete service shop 
fully equipped for both warranty and profit-returning 
service work on. each line. The basement showrooms 


will be air-conditioned, wired for “live” demonsty, 
if necessary, and fully in keeping with the me 
jewelry store overhead. 

Service on the new lines is being emphasized } 
cent, Mr. Carter indicated. ‘“We’ve observed the 
takes made in the past by dealers in all such lines who 
made no provision to maintain appliances once sold 2 he 
explained. “In order to maintain necessary goodwill an 
protect our store reputation from all angles it is neggs 
sary to give swift, good service. Setting up our shop wij 
be simple through hiring repair technicians return; 
from military service. We've already taken care of this, 
taking our men direct from the army and navy, and ma. 
ing complete arrangements for parts and facilities,” Th. 
shop is already under construction now, and will be com. 
before the end of hos. 





tilities. 

Although he is currently undecided whether to “ep. 
’’ service or not, Mr. Carter definitely plans 
concentrate on warranty maintenance. “All of our lings 
will be nationally accepted brands,” he explained “ty 
add still more to customer confidence, and from our gide 
of the picture, most readily kept in service. At the mo- 
ment we do not plan to push service work, since this 
might confuse our identity first and last as jewelers,” 

Along with such innovations as service and the base- 
ment showroom, Mr. Carter is likewise revolutionizing 
his sales methods—‘“‘tailored to the postwar market,” 4s 
he put it. “For the first time in our business history we 
are going to use an outside salesman or ‘contact man,” 


chandise 














NO. A 


Board Sizes: 734 x 9; 


1349 


Moe 22; 12 x tS 





These popular-priced aluminum trophy or wall 
plaques are of Smith Metal Arts quality and will be 
offered in bronze . . . along with our established line of 
bronze ware . . . when restrictions are lifted. Send for 
illustrated folder and prices. 


NEW YORK DISPLAY ROOM - 200 FIFTH AVENUE 


Made to the exacting standards of all Smith Metal 
Arts products. ALUMINUM. .. in bright and matte 
finish . . . protected by durable lacquer. Also available 
in black annodic finish which when engraved, contrasts 
strikingly with bright aluminum lettering. All fin- 
ishes practical for engraving. Mounted on walnit- 


finished boards. 








WO. A 1348/33 


Board Sizes: 6x 7; 734x9; 81x 10!4; 10x 12 
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Smith Metal Arts Ce: Inc. $ 





887 NIAGARA | STREET 
-BUFEALO. ag NEW. YORK. 
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ALLOYS AND SOLDERS 





Rope design comes in 3, 3%, Niash Alloys and Solders 







A , : 
i i ‘ %MM widtl ’ é 

}- a — yma “a fant _—" are the finest in the business, 

2 as various heights. #| _ to specification in created by our metallurgists 

a I a mensions. 








for jewelers who demand qual- 
ity. Our line is complete for all 


colors‘and karats. 


The NIASH REFINING COMPANY 
takes pride in its fine reputation... 
















Consult us on 
your wire problems 
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Imported from France 


Replicas of Ortental Pearls 
on 10K pierced wires 








Individually boxed 


These lustrous French-made simulated 
pearls come assorted in the new popular 
sizes of 10 to 14 m.m. 


Priced tor prompt selling 
at $27 a dozen to stores. 


Speedy delivery jor holiday trade 


Princess jewelry Co. 


Sales N. Y. OFFICE: 303—5th AVE. Production 
L. S. MARKS MURRAY HILL 4-4378 B. GLUCK 
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VETERANS 
of WORLD WAR II 


Now on their way Home 





to Your Stores 
and Show Windows 


Elgin ¢ Hamilton 
Waltham 
1847 
Wm. Rogers & Sons 











Community 

Tudor Plate 
Ingersoll ° New Haven 

Ingraham 
Westclox ¢ Seth Thomas 
Plymouth e Telechron 
Ronson * Zippo 
Sunbeam Electric Appliances 
Manning Bowman 


and all the fine old names of the Jewelry Manutac- 
turing Industry. 





Most of the above lines, will at first, neces- 
sarily be allocated in proportion to your for- 
mer purchases from us, but we will gladly 
accept your orders to be filled as quickly as 
production makes possible. 


GEeErwe-Brown 
COMPANY 


18 W. 7th St. Cincinnati 2, Ohio 
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he explained. “Not a canvasser or any such pen 
usually identified with high pressure selling, but an « 
pert who knows jewelry and our other lines equally y, 
His job will be to promote the Carter name in al] 
to follow up leads suggested by customers who are op 
personal friends and close sales which we might 
expect otherwise.” Experience during the war period hu 
convinced Mr. Carter that this theory will produce af 
the war, and like the other ramifications of his e 
sion, the “contact man” has already been arranged 
and a workable schedule ready to go. 

Advertising and promotion will go into quite. 
fields for the store, naturally. Mr. Carter (again 
ing personnel from army returnees) plans to use a fy. 
time promotion man to plan all store advertising, divid. 
ing his time equally between the new lines and jewelry 
“It’s all Carter merchandise,” Mr. Carter grinned, 
order to prevent any element of high-pressure sal 
ship from cropping up in customer relations, all new 
ployees to be added, including contact man, will” 
straight salary men—none of the “commission fever,” 
notorious in appliance merchandising to appear in Car. 
ter service. 

How will customers regard the expansion of the 
store? Mr. Carter has taken care of this well in advan 
by simply “letting the customer in on it.” Since lat 
1944 he has made it a point to get his jewelry custon- 
er’s views on the matter by asking them directly. Ninety 
per cent of the Carter organization’s regular customey 
are personal friends of the management and all endorse 
the expansion heartily enough. “I ask them frankly 
whether they believe a success is obtainable in these new 
lines,” Mr. Carter explained, ‘“‘and point out that natv- 
rally it depends upon whether they would buy a new re 
frigerator or radio from us as confidently as they would 
a diamond ring or fine electric clock. Most of them have 
come back with the statement that providing the mer 
chandise is nationally advertised, well-established make, 
they would prefer dealing with us.” 

Currently, with these “pre-questioned” customers a 
his backlog for future sales, Mr. Carter is setting ups 
priority plan for early deliveries—those customers sig 
nifying willingness or intent to buy now being placed 
first on a list of those to whom new appliances will go. 
This plan is not being used as a ‘‘sales hook” but rather 
















*to keep up confidence and friendly goodwill. 


HELFER PLAN FOR SERVICE MEN GOES FORWARD 
(From page 270) 
provided by the jeweler to aid the student in learning tht 
subject. 
Weekly review; quarterly examination (written) with 


view of subject matter most difficult for student. 
(Plan one-half daily to subject of General Merchandising.) 


SERVICE SELLING—700 hours 


1. Instruction in procedure and handling of repairs and 
service of all makes of imported and American watches. 

2. Instruction in procedure and handling of repairs ail 
service of clocks and other timing devices. 

3. Instruction in designing and remodeling of diamond 
jewelry. 

4. Instruction in examination to determine damage; aval 
ability of repair parts and estimates of labor costs. 
(Please turn to page 804) 
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U.S. Patent No. 2,209,381 — Other Patents Pending 


Electrically Controlled Melting and Casting 
of Gold, Silver and the Non-ferrous Alloys 


Again Available 
to Manufacturing Jewelers. / 


FTER three years as high priority equipment, obtain- 
able only by war industries for casting small 
precision parts, “Thermotrol” is again available to manu- 
facturing jewelers—a field in which it was widely used 
before the war. 

“Thermotrol” makes possible the multiple casting of 
rings, brooches, watch cases, earrings, etc., of highly 
delicate and intricate design. “Thermotrol” castings are 
precision castings: of clean and sharp detail, ready for 




























MODEL I-3 (illustrated) 
Casts 20 oz. gold; or 15 oz. silver: polishing, The number of untied esinninsnetinntieled 


or 1 lb. brass; or 6 oz. aluminum. 


the only by the size of each unit and the capacity of the flask. 

MODEL J-100 “Thermotrol” speeds production; cuts costs; reduces 
mee § Casts 41/2 o£. gold; or 31, oz. rejects and scrap loss to a minimum. No technical or 
late § silver: or 1/4 Ib. brass or 11/2 oz. artistic skill required to operate it. 


aluminum. 





Descriptive and technical literature and prices sent on request. 


ners THE JELRUS COMPANY 
orse 150 West 52nd Street—New York 19, N. Y. 
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: FLUORESCENT BENCH LAMPS 


m SOLD BY LEADING 
WHOLESALERS 
FROM COAST-TO-COAST 
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Model ''D"’ 











22.95 : 
$ Model "AGR" Model G.T. #45; "ugrgse grwim; 

ie 24:95 24.95 — Grackia brown finish. ‘Lares, 
$ $2 allows light AP : ye Piste. 

) Ue watt tuboe  wtehare Mazic 
8 NOTE: fer D.C. wired lamp oe thie model ao 

add $3.00 to price. 

| anf TWIN-TUBE BENCH LAMP. {4-watt tubee—I15-ineh shade. DIAMOND LAMP. Walnut grained finish. 
pen real on wae %i eng A A By cate a ~ otestor  ctintanaina nit wets _— by: - 8 

| one waar 

C. current only. 100-watt bulb, cord and plu 
mond 
od APOLLO ELECTRIC CO. Not Inc. 
4: 55 EAST WASHINGTON STREET CHICAGO 2, ILLINOIS | 
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Since 


DIAL REFINISHING 
CRYSTAL FITTING 


SERVICE 1 
6 


) 
< 





trom coast to coast 
AN OFFICE TO SERVE YOU 


Summer is Playtime and playtime is 
hard on dials and crystals. 


Suggest a LUCITE or ROCKLIKE 
CRYSTAL to protect fine watches. 


Suggest a REFINISHED DIAL for 
beauty and efficiency. 


Your customers will appreciate these 
services. 


KIRK-RICH DIAL CORP. 


LOS ANGELES on BR Ow Gere) 
SAN FRANCISCO SEATTLE 
DALLAS PITTSBURGH 











Sell Schools, Clubs, 
Hospitals, Lodges, etc. 


alavain 





Write for our treasure book of emblems. Samples sent 
on memo. Most complete line of grade and high school 
jewelry. Thousands of designs. Make your store the 
headquarters for the scholastic trade. Safety and service 
awards, religious medals, bronze advertising specialties, 
etc. Mfrs. for over 30 years. 
THE METAL ARTS CO., | Rochester SUNY. 
-, INC. — Rochester 5, N. Y. 
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| HELFER PLAN FOR SERVICE MEN GOES FORWARD 
| (From page 298) 


5. Estimation of time for repair jobs. 

6. Instructions on percenages of mark-up. 

Standard reference books on service selling will be pro- 
vided by the jeweler to aid the student in learning the subject, 

References: Trade Marks of Jewelry and Kindred Trades 
| (published by JC-K). : 

Weekly review; quarterly examination (written) with ss 
view of subject matter most difficult for student. 

(Plan one-half hour daily to the subject of Service Selling.) 


SALES PSYCHOLOGY—700 hours 


. Verbal instruction in selling. 
. Method of approach to customer. 
. Ability to recognize attitudes of customer. 
. Supervised. selling with the aid of experienced jeweler, 
Sales etiquette. 
. Keeping systematic sales records. 
. Instruction in self diciplined selling. 
. Development of a sales personality. 
- Neatness and deportment. 
Standard reference books on sales psychology will be pro- 
vided by the jeweler to aid the student in learning the subject, 
References: Selling Sentences, by Elmer ‘Wheeler. 
Weekly review; quarterly examination (written) with re. 
view of subject matter most difficult for student. 
(Plan one-half hour daily to subject of sales Psychology.) 


OW RHO OL = 


ADVERTISING AND DISPLAY—400 hours 


. Methods and procedures of advertising. 

Ethics of Advertising. 

. Newspaper lineage rates; radio advertising rates. 
Systems of direct mail advertising. 

Advertising surveys. 
6. Advertising layouts. 


ae ee 


(Instruction and preparation of 





| copy by student.) 


7. Selection of merchandise for advertising. 

8. Art of display. 

9. Changing displays; window and show case arrangements, 
10. Seasonal displays. 

11. Sales promotions. 

12. Gift packaging and boxing. Shipping and mailing packag 
ing. 

Standard reference books on display and advertising will 


| be provided by the jeweler to aid the student in learning the 


subject. 

Weekly review; quarterly examination (written) with re- 
view of .subject matter most difficult for student. 

(Plan one-half hour daily to the subject of Advertising 
and Display. 

Progress will be determined by semi-annual review and 
upgrading.) 

The program has been approved by the Veterans’ Ad- 
ministration, and by the Department of Public Instrue- 
tion of Pennsylvania, that being the state in which the 
program originated and where it is expected to be first 
put into operation. 

Mr. Helfer is President of the Pennsylvania Retail 
Jewelers’ Assn. and that organization is the plan's 
original sponsor. However, it is hoped to broaden the 
scope of the effort to a national basis. The American 
National Retail Jewelers Assn. has under consideration 
the idea of sponsoring the campaign nationally and will 
probably take action at the next meeting of the Execw 
tive Committee, says Secretary Charles T. Evans. 

The merits of the program to both the veteran and 
the jeweler are obvious, and the trade should certainly 
give its full cooperation to this very practical method 


of helping to discharge our obligation to the men 


| whom we owe so much. 
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Even though no more Maestro 
and Satintone orders can be accepted at this 
time for 1945 delivery ... these popular 
lines of hand-crafted art glassware will again 
be available for your profitable volume 
selling early next year. In the event that 
changing conditions permit us to increase 
production sooner than now seems possible, 
you may be sure that we will let you 
know promptly. 


Cenlany. Melaloraft Comp: 4440 N. CLARK ST., CHICAGO 40 


1 Ralph P. Higgins Newland, Schneeloch & Piek, Inc. R. F. McDowell Frank Taormina 
558 Merchandise Mart, Chicago 54 1107 Broadway, New York "10 301 N. macht x Salles, Tex. 403 Merch. Mart Bidg., Los Angeles 14 1011 Chestnut St., Philadelphia 7 


| Centiury-| 
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New Giftwares 










































Lines curving gracefully into square bases characterize 
these blown tumblers, made in four sizes—2!/., 5, 10, 
All ready for Christmas are these figures and candleholders and 13 ounces—to be retailed from 25 to 50 cents 
in gaily decorated composition. Both the “Angel at Prayer" each. From Imperial Glass Corporation, Bellaire, Ohio, 
and “Angel Trumpeter" (9") wholesale at $12 a dozen; the 
11" “Choir Girl" candleholder, for $18 a dozen. From the 
showrooms of Claude M. Sperling, 225 5th Ave., New York 10. 





The “Eastern Flowers" design 
is a revival of a century-old 
engraving. Chinese in styling, 
‘it is done in brilliant tones on 
the "Paris shape in dinner- 
ware. From Josiah Wedgwood 
and Sons, Inc., 162 Fifth Ave- 
nue, New York 10, New York. 








A swan motif was used in designing this cigarette box and 
ash tray set in Chadwick China—done in ivory, coral, or blue 
and trimmed with gold. Also made in two-tone effect in ivory 
and coral or blue. From Jess Abrams, 225 5th Ave., N. Y. 10. 





Roses beautifully modeled 
by hand decorate this use- 
ful 7"' box in Nancy China. 
Shaped like a heart, the 
box is available in pastel 
tones of pink, -blue, green, 
or ivory and it is priced, 
wholesale, at $3.75. It is 
one in a wide assortment 
of decorative accessories 
made in the Nancy China. 
From the showrooms of 
Bernard Lipman, 261 Fifth 
Avenue, New York 16, N. Y, 





This fine piece is reproduced from an authentic old 
bit of English silverplate done in the “Queen Vic 
toria" pattern, and hallmarked Dodge. Made by 
Dodge, Inc., 40! East 6th St., Los Angeles 14, Coli, 
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More marriages today. But less settling down. 
The bride market is thus a wee bit dormant, but 
big potentially. It looks to the Future. So does 
Fostoria. 

Fostoria’s consciousness of this important 
Bride Market directs our national advertising 
to media that fit. For instance, Mademoiselle, 
Bride’s and Guide for the Bride have a circulation 
preponderately in the matrimonial census. 


Ladies’ Home Journal also has a large share of 


this market. 

In addition, Fostoria has selected such widely - 
read magazines as Better Homes and Gardens, 
House and Garden and House Beautiful. The 
newlyweds are particularly eager about this 
group for ideas related to their present or future 
home-planning. 

Thus, the eternal triangle: Brides present, past 


and future Looking to the Future. Fostoria’s 











ad-copy stressing Look to the Future. And YOU. 
Your future, too . . . when there will be plenty of 
glass to sell, labeled FOSTORIA . . . the kind 


this eager market wants and will ask for. 


W(Weseur! 





FOSTORIA GLASS COMPANY 
MOUNDSVILLE, WEST VA. 




















Silver-plated on brass is this cigarette set, consisting of an 
urn-shaped holder, 234" high, and two ash trays 3!/4" in 
diameter; wholesale, $2.50 a set. Prompt delivery. From the 
showrooms of Rubel and Co., 225 Fifth Ave., New York 10. 


This classically-shaped ewer, about 8" 
in height, is suitable for use as a 
bud vase, and may be retailed for 
$10. It is in gold-trimmed carmine 
lustre, and at the base of the handle 
appears a modeled cameo face. The 
ewer, available for delivery in the 
fall, is distributed through A. L. 
Larimer, 225 Fifth Ave., New York. 
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Rich in coloring is this 
hand - painted design, 
the "Heath and Rose," 
on the delicately em- 


bossed Jewel shape in . 


Spode dinnerware. It is 
typical of the designs 
produced by Spode art- 
ists during the late I8th 
Century. From the show- 
rooms of Copeland and 
Thompson, Inc., 206 
Fifth Avenue, New York. 








An all-over gold foliage design with fruit, scenic or flows 
centers decorates these oval china dishes with their detach. 
able handles of gold-colored metal, wholesaling at $12 a do, 
From Atlas China Co., Inc., 27 West 20th Street, New York, 





"Mosaic" is the name of this distinctive design in Theo- 
dore Haviland china. It is printed under the glaze in 
either crimson or green on the "Priscilla shape, and 
is finished with a fine gold trim. From Theodore Havi- 
land & Co., Inc., 26 West 23rd St., New York, N. Y. 


Gracefully modeled along classical lines are these dec 
orative accessories in Charleton China. Both the vase and 
the covered jar are richly decorated by hand in co 
and gold. Distributed through Abels, Wasserberg and 
Company, Inc., 23 East 26th St., New York 10, New York, 
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OSWALD 


WOODY WOODPECKER 


2 
om 
6,75 Dozen 


MIRANDA PANDA 


WALLY WALRUS 
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By MADELINE LOVE 
-— surrender has been followed by a  sur- 
prisingly swift improvement in our national life. 
Within less than a day of President Truman’s electrify- 
ing announcement, one could “‘fill ’er up” with gasoline 
or buy a can of peaches as freely as before the war. 
Commodities of this kind were part of huge reserves, 
and when the need for them was no longer acute, the 
Government could just turn off the faucet labeled “Mili- 
tary” and turn on the one tagged “Public.” 
simple as that. 


It was as 


But this isn’t true of most manufactured items, and 
certainly is far from true of china and glass. The man 
power needed to make such merchandise has _ been 
drained off into the services or into war plants, and it 
cannot be returned overnight. 
- will never return at all, 


Many a trained worker 
while others who come back to 
civilian life may not necessarily come back to the china 
and the glassware fields. 

This is just one of the reasons why many months may 
pass before the industry begins to see a clearing road 
ahead. Until then, the retailer 
provement in the general picture. 


need expect little im- 


Walls and display backgrounds painted in g Special 
deep gray color, and lighting effects which make uge of 
fluorescent cold-cathode tubes are features of the hand- 
some new showrooms which the Libbey Glass Divisio, of 
Owens-Illinois has just opened in Philadelphia, This 
combination of color and light brings the glassware jp. 
to sharp relief. 

* * * 

Newsettes: The china, glass and giftware group, of 
which Sidney E. Thompson and Robert G. Inman, of 
Copeland and Thompson, Inc., were co-chairmen, wept 
more than 10% over the Seventh War Loan quota , .. 
a charge of 10% on articles returned by the customer ty 
the shop has been suggested as a good solution to a tong) 
problem, by a New York giftware retailer . .. Mr, and 
Mrs. R. Y. Mottahedeh, of the wholesale giftware firm 
of Mottahedeh and Sons, New York, flew to England jn 
mid-August and will search for new merchandise in the 
British Isles and France before they come back late this 
month . .. Rubel and Co., New York, have a 
of plastic-lined aluminum drinking accessories, and also 
new samples of ““Weil-ware,’ formerly known as Cata- 
lina Pottery . . . four women who are professional home 
economists have been engaged by the Corning Glass 
Company to aid in the training of sales personnel in re- 
tail stores .. . a British pottery and glass trade magazine 
is urging a “reform’’ in the industry’s methods of pric- 
ing, as an aid to the “bewildered foreigner’ who has 
a hard time understanding the sterling system .. . no 
change in the gift show situation is planned, according 


new line 











GOLD-FILLED PIN AND 





G105 


NANKING COMPANY 


423 Second Ave. 


6106 
PIN AND EARRING SETS IN 1/20 


Three styles from series of six—all in pink or yellow gold—all individually boxed 


New York 10, N. Y. 


EARRING SETS 


G107 


12K GOLD-FILLED ON STERLING 


G1i05—Leaf earrings, double-leaf floral pin, flower centered with simulates 
pearl or assorted colored stomes...........-+-- $6 a 
Simulated pearl earrings set with assorted colored stones, double- A. 
re err. Oe $6 a set 

---Four-petal earrings centered with simulated pearl or assorted colored 
stones, three-leaf pin’ with matching flower................ $7.50 a 


Samples of other styles sent on request. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.ANT 
ou 
ENGLAND 


Fine English Earthenware 


SPOut ‘ - 
COPELARCS CHINA English Bone China 
ENGLANC 


Lowestoft Stone China 
t-Chins 
Made by 
W.T. COPELAND & SONS, LTD. 
England 


Available from STOCK in New York 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N.Y. 























“DUO- TONE” WOOD PHOTO ALBUMS 


The Stationers Specialty Company presents the new and 
exciting “Duo-Tone’ Wood Photo Albums. Made with 
kiln dried carved wood, hinged covers, and black pages 
tied with leather lacing. They may be ordered with the 
following titles: ““W260—Our Baby,” ‘“W261—Memories,” 
“W262—Album” (script), ““W263—ALBUM” (capital let- 
ters), “W264—Our Wedding.” Size—11344” x 1534”. 
Individually boxed. 


PRICE TO THE TRADE—$33.00 per dozen net. 


STATIONERS SPECIALTY COMPANY 
19 West 21st Street, New York, N. Y. 
dozens of the following: [] “W260’’, 


WONG CONE WS .cs..c ce cscce : 
C] W264", @ $33.00 per 


C] “W261”, 0 “w262”", 0 “W263”, 
dozen net. ‘ 
Name 








BETHWOOD ROYAL CHINA 


ENRICH YOUR GIFT DEPARTMENT WITH 
BETHWOOD GIFTS AND ACCESSORIES 


Lovely hand-painted accessories in fine china available in 
these decorations: Ivory Floral, Petal Rose, Soft Blue. Also 
available: Large selection of hand-painted accessories in 
fine milk glass, such as above. 

Katherine Zipper 
712 So. Olive St., Los Angeles, Calif. 


Harold Abrahams 
812 Thomas Bidg., Dallas, Tex. 


BETH WEISSMAN 


Rese & Bertha Glebard 
1296 Mdse. Mart, Chicago, Ill. 


Creators & Manufacturers 
of Gifts and Lamps 


49 W. 23rd St., New York 

















No. 802F. Photo Frame. Hand drawn lead crystal rope. 
Corduroy easel back. 
q”x9” to 8”’x10”, 5.00 ea.; 9”°x12”, 


No. 802T. Matching Tray. 10” x 16” 
Send for new illustrated catalog. 


MIRRO NOVELTY CO. 


Pioneers, Originators & Manufacturers since 1925 
225 Fifth Ave. Room 933 New York 10, N. Y. 


6.00 ea.; 10”x13”, 7.00 ea. 


5.00 ea. 
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The TOLCHIN 


COMPANY 


is continuing to give 
prompt service on all 
available merchandise 


Those who have been buying from us the past 
few years know that we have, in the main, 
been able to maintain a fairly constant ‘and 
workable stock of the various items consti- 
tuting our principal lines, as listed in this ad. 
We are prepared at all times to serve you 
with many salable items. Whenever our stock 
_ becomes depleted on any of our regular mer- 
chandise, we shall continue to fill your orders 
as promptly as such items become available. 


WATCH MATERIALS 


Staffs, Stems, Crowns, Jewels, Hour & Minute 
Hands, Second Hands, Main Springs, etc. 


JEWELER’S FINDINGS 


Gold Filled and Sterling Silver Spring Rings, 
Swivels, Sister Hooks, Bows, Spring Bars, etc. 


JEWELER’S SUPPLIES 


Ring Boxes, Watch Boxes, Locket Boxes, Pin 
Boxes, Cotton Filled Boxes, Trays, Velvet & 
Lucite Displays. 


JEWELRY ITEMS — 


Gold Filled, Sterling Silver and 10K Gold 
Neck Chains, all kinds of Gold Filled medium 
and large Baby Lockets and Crosses, Baby 
Bracelets, Bangle Bracelets, Pins, Earrings, 
Pearls, etc. 


LEATHER GOODS 


Ladies’ and Men's Leather Watch Straps, 
Leather Watch Chains, Bill Folds, Dressing 
Sets, etc. 


ATTENTION, MANUFACTURERS and IMPORTERS: 


The 10 experienced salesmen of this company 
are in position to place your merchandise on 
the counters of all retail jewelers west of 

’ Pennsylvania. Write to nearest sales office 
at once. 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 
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“off ””? 





| entirely on the work of human hands and the not-easily- 


to the George Little offices, even though trave} Condi. 
tions be somewhat easier this fall. It is Possible, of 
course, that some more of those “‘unofficial” shows By 
appear here and there, but the official Shows are stil] 


PERFECTION IS A RARE THING 


Some years ago, an English duke ordered from one af 
his country’s oldest and best china factories a cup that 
he wanted to present to the Queen. The cup, of about 
coffee size, was to be richly “jeweled” with enamels and, 
it was stipulated by the duke, was to be perfect in eye 
detail, no matter what the cost. i 


The pottery did its best. One try after another Was 
made, but each time some tiny flaw was detected. Aft 
about 300 attempts, a cup was produced which wa; 
so nearly right that the duke accepted it. But “nearly” 
isn’t perfect, and a close inspection of the cup would 
show that every one of the tiny “jewel” points was no 
of exactly the same length. However, it came as clog 
to perfection as any piece of china ever had been—y 
probably ever will be—and it cost the pottery abou 
$1,500 to produce! 

This enormous cost does not lie in the basic material 
of the cup. Unlike a piece of fine jewelry, the essentig) 
elements of china, as of glass, are neither rare nor ex. 
pensive. The clay for china and the sand for glass ar 
not quite as cheap as dirt, perhaps, but they come clog 
to it, and the value of the finished ware depends almost 


controlled effects of fire. 

In the thousands of years since the first bowl was 
formed of mud and dried in the sun, the potter has 
gained a high degree of artistic skill. But the funda- 
mental process remains the same. A man takes a bit of 
clay, molds it to the desired shape, and hardens it in the 
fire. Relatively early in the history of ceramics, the 
potter’s wheel was invented and later on someone de- 
vised the casting process. Both of these inventions were 
—and are—of great help in shaping pottery, but they 
are not machines capable of mechanical perfection. 
Their operation demands the nicest precision: of hand 
and eye, the finest perception of mass and balance. 

In its progress from clay bank to jewelry store, se 
many things can happen to a china cup that the real 
source of amazement should be the degree of perfection 
attained. A tiny speck of iron missed by the magnets, 4 
bit of material not ground quite fine enough by the giant 
rollers, atmospheric pressure, position of the piece in 4 
hot spot or a low spot in the kiln—all of these and other 
factors, plus the human element, are possible reasons 
for the few faint defects found in almost every piece 
of china. The most painstaking care is taken by the 
manufacturer to weed out every piece with a visible 
defect—but if he attempted to ship only perfect pieces, 
he would never ship anything at all! And the cost of 
trying would, as that English nobleman found out, be 
exorbitant. 

Much the same thing is, of course, true of the making 
of high-quality glassware. Here, too, modern methods 
have eliminated most of the chances for error, and the 
manufacturer has high standards of selection. But he 
cannot create perfection—even as you and I. 
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Jewelry Ceilings Are Removed 


AtLong Last! V-J3 Day Brings Peace And 
End To Wartime Worries Over Office Of 
Price Administration Strictures On Jewelry 


Most jewelry items, with the exception of watches, clocks and silverware, 


were removed from price control less than 24 hours after the American sur- 


render terms were accepted by Japan. Coinciding with relaxation of other 


government curbs, the announcement of the lifting of jewelry ceilings, how- 


ever, came as no surprise to jewelers. James Brownlee, deputy administrator 


for price, had assured the industry a month ago (see JeweLers’ CircvuLar- 
Keystone, August, 1945, page 265) that price control was due to be eased 


soon. 

The action has been taken, Chester 
Bowles, Administrator, said, under the 
Office of Economic Stabilization’s “de- 
control” directive of July 25. It follows 
a thorough OPA survey undertaken sev- 
eral weeks ago to select commodities in 
the consumer goods field that can be 
removed from price control with no re- 
sulting increase in the cost of living. 

Purpose for the removal of jewelry, 
as well as furs, sports equipment, toys 
and other minor items was _ two-fold. 
First, because these items do not enter 
significantly into the cost of living. 
Second, because with their removal OPA 
gets a chance to do a better job of 
holding the line on goods and services 
directly affecting the cost of living. 

Jewelry of the following types, in- 
cluding costume jewelry except when 
sold with or as part of an article sub- 
ject to price controls such as apparel 
and time pieces, will be exempted from 
price control: 

Bracelets 
Brooches 
Compacts and vanity cases made of 

precious metals but not plated with 
precious metals 

Cuff Links 
Earrings 
Lipstick holders made of precious metals 

but not plated with precious metals 

Necklaces 
Pendants 
Rings 
Men's Accessories such as tie clips, money 

clips, key chains, watch chains, belt 
buckles, etc. 

Pins 
Watch bracelets 


Note that although the ceiling is off 
watch bands, watches still remain un- 
der control so that only watch bands 
sold separately may ignore ceilings. 
Other items listed by OPA from which 
ceilings have been removed include 
novelty and decorated serving trays, 
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picture frames and framed pictures ex- 
cept portrait photographs and decora- 
tive china and pottery. This last cate- 
gory does not include regular dishes or 
lamp bases or, as OPA puts it “con- 
tainers and articles for the preparation, 


storage and service of food and bever- 
ages.” 
Mr. Bowles, in anouncing the new 


order made it clear that OPA would 
watch prices closely. Said he: “If prices 
begin rising in a manner that would 
have an inflationary effect, we shall be 
quick to restore controls and bring 
prices back into line with present ceil- 
ings. 


TAX LISTING 


In addition to lifting the burden of 
involved record-keeping, the new ruling 
also helps the jeweler with his excise 
tax problem. Since the regulation stipu- 
lating that the amount of the tax must 
be stated when quoting prices came from 
OPA, it no longer holds for jewelry. 
The Treasury Department asks only 
that the tax be paid, regardless of how 
the purchaser is informed of it. The 
many jewelers who found the tax list- 


ing onerous should welcome the new 
method. 
CAUTION FROM JVC 


The Jewelers Vigilance Committee, 
which was largely instrumental in gain- 
ing this relief from OPA regulations, 
issued a warning to all manufacturers, 
wholesalers and retailers with regard to 
prices. Pointing out that the OPA will 
closely watch the effects of its action, 
JVC stated-that “it undoubtedly would 
seem that all concerned would be most 
benefited by maintaining reasonable 
price levels.” 


LOOSE STONES 


Note that in the listing above no men- 
(Please turn to page 3828) 


All Restrictions Are Off 
Platinum and Silver Use 
With War's Ending 


With the lifting by WPB of all 
restrictions on the use of platinum 
and silver in the manufacture of 
jewelry, the last and greatest .bar- 
riers in the industry’s reconversion 
process are dissolved. 

Both metals had been under restric- 
tions since the outbreak of the war, but 
last June M-199, the silver order, was 
considerably relaxed. Only now, how- 
ever, may manufacturers use foreign 
(45c) silver in jewelry production. Thus, 
the new revocation automatically brings 
about more goods at lower prices. 


GREATER INFLUENCE 


The platinum release is calculated to 
have a far greater influence on the mar- 
ket, however, since it has been under 
an absolute ban since the start of the 
war. Jewelers were allowed a short 
time to finish up work in process, but 
from the first, they not only had to turn 
in their stocks, but buy up old platinum 
for the government. 


“A DEFINITE HARDSHIP" 


“While the platinum restrictions have 
been a very definite hardship on the 
jewelry industry as a whole,” Clifford 
I. Josephson, ANRJA president, told re- 
porters, “members of the association made 
a concerted effort in the accumulation 
of platinum stocks for the war effort. 
Now with the cessation of hostilities 
and the need for this metal having been 
removed, we are highly pleased that the 
WPB has seen fit to return this metal 
to our industry in order that we may 
contribute our part toward continued 
employment of returning veterans.” 

Lifting of the restrictions will prob- 
ably mean the return of upwards of 500 
small platinum shops in New York City 
alone to the use of this metal, jewelry 
men estimated. 


WAR JOB 


A few weeks previous to the release 
of platinum, iridium, an essential alloy 
in the production of jeweler’s platinum, 
was released for consumer production. 
The principal uses of platinum plus 
iridium in war time were electrical con- 
tact points, the manufacture of surgical 
tools, hypodermic needles and thermoele- 
ments. 


317 








Trade Agrees o 


Marking And Verbal 
Claims Included In FTC 
And Trade Decisions 


With considerably less argument 
than had been anticipated, represen- 
tatives of the jewelry industry at 
the Waldorf-Astoria on July 31 ap- 
proved the tentative set of rules pro- 
posed by the Jewelers’ Vigilance 
Committee and the Federal Trade 
Commission governing the advertis- 
ing and selling of karat gold jewelry. 
With only one or two minor changes 
and an additional rule the suggested 
new code was approved in toto by 
representatives of retail, wholesale 
and manufacturing groups. Next 
step for the trade rules will be con- 
sideration once more by the FTC 
after which the trade will have still 
another chance to make additions 
and changes. 


WORD OF MOUTH 


The code, which appears in full on 
this page, makes it an unfair trade prac- 
tice to refer to an article as “gold” 
in advertising or selling as well as stamp- 
ing unless the karat quality is shown 
in letters of equally prominent size. 

An amendment to Rule 1 was made 

by Elliot Hirshberg of the Finley- 
Straus store making it a malpractice 
to make any such statements about gold 
jewelry verbally—that is, in sales talks 
or in radio advertising. 
William Wagner, executive secretary of 
the National Association of Credit Jewel- 
ers suggested that the word “gold” be 
allowed to appear in advertising head- 
lines with the proviso that the specific 
karat quality be stated for each individ- 
ual article shown in the ad. There is 
a need, he argued, for a general term 
as a headline for an ad in which jewelry 
of a variety of karat qualities are fea- 
tured. The suggestion was not adopted 
but it will be taken under consideration 
by the FTC before the final draft of the 
rules is made. 


“SOLID" IS OUT 


One important aspect of the code is 
the fact that the word “solid” as a 
descriptive term is virtually stricken 
from gold jewelry terminology. “Solid 
Gold”, according to the rules, refers 
only to 24 karat pure gold and since 
no unalloyed gold is used in jewelry the 
term “Solid Gold” is now, for all prac- 
tical purposes, forbidden. 

A seventh rule, making it mandatory 
that all stamp ags be legible, was pro- 
posed by Herman Baskin (Baskin 
Brothers), president of the Jewelry 
Crafts Association, and was adopted 
by the group. 

The possibility that since no mention 
was made of plated gold in the rules, 
a free hand would thus be given plated 
ware manufacturers to describe articles 
as “gold” was brought up by J. L. Grant, 
American Jewelry Distributors. He was 
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assured by Byron Shinn, attorney for 
JVC, however, that this was not the 
case, but to make it clear, a note was 
added to the first rule, stating that it 
did not tacitly condone the use of “gold” 
standing alone in reference to gold plate. 


GOLD FILLED 


Furthermore, plans are under way to 
call a meeting of those in the industry 
particularly concerned with gold filled 
and gold plated goods to set up trade 
practice rules. 

Unanimously adopted were the rules 
governing the use of the karat mark 
and the use of misleading terms such as 
“color of pink gold,” etc. When the 
rules are finally adopted it will be an 
unfair trade practice to use the karat 
mark in advertising, selling or stamping 
in reference to an article of less than 
10 karat fineness. It will also be an 
unfair trade practice to use misleading 
descriptive terms such as “golden”, “in 
pink gold”, etc., without the karat desig- 
nation. The two final rules, condemning 
misrepresentation in advertising and mis- 
branding were also adopted unanimously. 

The group adopted the suggestion of 
William Blake, secretary of the New 
England Manufacturing Jewelers & 
Silversmiths, that the FTC should add 
a stipulation requiring that the manu- 
facturer’s name or trade mark must 
accompany the karat marks on all gold 





jewelry in which the karat qu : 
stamped. The group felt shies iis 
this means of identification js necessary 
when questionable goods are to be 
traced to their manufacturers. 

The widespread misunderstanding by 
the public of terms in common use with. 
in the industry was revealed at the meet. 
ing by several of the representatives 
A. O. Packer (Dieges & Clust) of the 
Educational Jewelry Manufacturers As. 
sociation read a letter from a member 
stating that the public has the notion 
that “solid gold” means merely that the 
product is not plated. On the other 
hand, Wilson Streeter (Bailey, Banks & 
Biddle, Philadelphia) said that during 
the period when assay offices were buy- 
ing quantities of old jewelry from the 
public many people brought in 14 and 
10 karat gold expecting to receive $35 
an ounce for the goods. Still another 
version was given by K. B. Wilson of 
the New York Better Business Bureay 
who said that a BBB survey showed 
that people think solid gold means un- 
alloyed 24 karat gold. 

Represented at the hearing, which was 
conducted by Henry Miller of the FTC, 
were the New England Manufacturing 
Jewelers and Silversmiths, American 
National Retail Jewelers’ Association, 
National Association of Credit Jewelers, 


(Please turn to page 338) 


Here Are The Rales Drawn Up At FTC 
Trade Meeting On Karat Gold Jewelry 


RULE 1—MISUSE OF WORD “GOLD” 


It is an unfair trade practice to use 
the word “gold” to describe any article 
made of an alloy of gold (either in ad- 
vertising, on tags or in accompanying 
literature) unless such word is immedi- 
ately preceded by a karat mark showing 
the correct number of twenty-four parts 
of fine gold contained in the alloy, all 
in like type and equal size. * 


RULE 2—MISUSE OF TERM “SOLID GOLD” 


It is an unfair practice to (a) de- 
scribe, designate or refer to any article 
made of an alloy of gold as “solid gold” 
or by other words or expressions of like 
import, to represent that any such arti- 
cle is composed throughout of fine gold; 
or (2) use the word “solid” in conjunc- 
tion with the karat mark (as, 10K Solid 
Gold) in describing an article made of 
an alloy of gold, or to use any other 
contradictory or ambiguous description 
which implies that such article is at one 
and the same time composed of fine 
gold and a gold alloy of an indicated 
fineness. 


RULE 3—MISUSE OF KARAT MARK 


It is an unfair trade practice to apply 
the karat mark in any manner to an 
article made of any alloy of gold of 
less than 10K fineness. 


RULE 4—MISUSE OF DESCRIPTIVE TERMS 


It is an unfair trade practice to use 
the terms “Golden”, “In Gold”, “In 
Yellow Gold, “Color of Pink Gold”, 
“Green Gold Effect”, Mounted in White 
Gold”, Natural Gold”, “Color of Natu- 
ral Gold”, “Distinction of Gold”, or any 
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other terms of similar import, in adver- 
tising, labeling or otherwise describing 
any article made of a gold alloy when 
such terms are so used for the purpose 
or with the capacity, tendency or effect 
of misleading purchasers. 

Nothing in this rule prohibits the use 
of such designations as “10K Yellow 
Gold”, etc., when the fineness of the gold 
alloy is correctly indicated by the karat 
mark and the words “yellow”, “pink’, 
“green” and “white” are used merely 
to show the color of the alloy of gold 
of which the article is made. 


RULE 5—MISREPRESENTATION ‘ 


It is an unfair trade practice to make 
or publish or cause to be made or pub- 
lished, any false, misleading or decep- 
tive statement or representation, by way 
of advertisement or otherwise, conceri- 
ing the grade, quality, quantity, use, 
size, material, content, origin, nature, 
substance, preparation, manufacture, or 
distribution of any industry products. 


RULE 6—MISBRANDING 

It is an unfair trade practice to stamp 
or brand any product of the industry 
with a false, deceptive or misleading 
mark with respect to the grade, quality, 
quantity, use, etc., of such product. 


RULE 7—LEGIBLE MARKING 

Proposed by Herman Baskin of Bask- 
ing Brothers, the seventh rule makes it 
mandatory to make all marking ™ 
jewelry legible if at all possible. 


*A resolution added advertising 
radio or word of mouth. 
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silverware*To Reach Dealers Soon, Say Mirs. 


@ 


JC-K Survey Finds That 


silver People Are 
Making Quick Adjustment 


Manufacturers of silverware, beth | 
plated and sterling, whose plants 
have been largely or wholly given 
over to war work during the past 
two or three years, are readjusting 
rapidly to the new situation created 
by the end of the war and the can- 
cellation of war contracts, and will 
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be making at least reasonable de- 
liveries between now and the end of 


the year. 

That, without exception, was found to 
be the case in a Check-up by Jewexers’ 
Cmcunar-Keystone with leading silver- 
ware manufacturers immediately follow- 
ing the announcement of the widespread 
war contract termination by both the 
Army and the Navy. 

Every manufacturer interviewed stat- 
ed that he expected to start within the 
next 80 to 60 days to make deliveries 
of at least limited quantities of flatware 
on a quota arrangement based upon the 
amount of previous purchases by each 


dealer. 


ESSENTIALS FIRST 


Not all serving pieces and fancy pieces 
will be available at once, since produc- 
tion will be concentrated at first on the 
six pieces in the standard table setting 
plus one or two of the more essential 
serving pieces, such as tablespoons. All 
of the silversmiths, however, will have 
the gravy ladles, tomato servers, etc., 
back in their lines as soon as possible. 

An especially detailed and specific 
program for production and deliveries 
was set forth by the International Silver 
Co. where A. I. Zeitung, Director of 
Flatware Sales, stated that deliveries 
would begin in September or October 


No WPB OK Needed for Sale of 
Imported Watches; Army, Navy Give 
Up "First Choice" Privilege 


The Army and Navy have relinquished 
their “first choice” privilege in regard to 
imported watches, thus releasing a con- 
siderable number of timepieces for con- 
sumer distribution. 

Revocation of Distribution Control 
L823 late in August means that im- 
porters will no longer have to give over 
4 percentage of every shipment of 
watch and watch movements to the 
armed forces. 

Until this revocation came through, 
all importers were required to submit 
lists of their goods to WPB which, in 
turn, gave the Army and Navy the 
privilege of buying up needed quantities 
for Post Exchanges and Ship’s stores. 

This change will have an important af- 
fect on the watch situation, it is be- 
lieved, because a substantial part of all 
men’s imported watches of 8% ligne or 
more went to the armed forces. 
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on a quota basis on three of the most gin the fourth quarter of this year and 


popular patterns in the 1847 Rogers line 
—“Adoration,’ “Eternally Yours” and 
“First Love”; three of the top patterns 
in the Holmes & Edwards line—“First 
Lady,” “Lovely Lady” and “Youth” and 
two in the Wm. Rogers & Son line— 
“Gardenia” and “Exquisite.” Interna- 
tional’s quota will be the amount of 
goods bought by the same purchaser in 
the calendar vear of 1941. Sales will 
be made only in complete sets and prices 
will be the open stock price as of March 
1942, that being the ceiling established 
by OPA. 

Deliveries of sterling flatware will be- 


Some American Watches 
Are Expected in Time 
For Christmas Selling 


American watches which have been 
almost entirely off the market during 
the war because manufacturers were 
wholly engaged in war work, are due 
to begin to re-appear on at least a mod- 
est scale in time for retailers’ Christmas 


- gales. 








Only limited quantities, however, will 
be available for some months, since it 
will take a considerable time for manu- 
facturers to get back into full produc- 
tion and build up the inventories of parts 
and assemblies needed to insure a con- 
tinuous production flow. And after pro- 
duction is in full swing, it will take still 
further time to fill the “pipe line” of 
supply through wholesaler and retailer, 
so that uninterrupted deliveries in any 
desired amount can be insured. 

Nevertheless, a start is being made 
and it should be only a matter of a 
few months until the situation is again 
back to normal or practically so. 

Those are the highlights of a check- 
up by Jewerrrs’ Cmcutar - Keystone 
with the American watch companies im- 
mediately following the announcement of 
the sweeping cancellation by the Army 
and Navy of war contracts. 


SMALL DELIVERIES 


Said Ross Atkinson, Vice-President. in 
Charge of Sales, Hamilton Watch Co., 
“We will begin making small deliveries 
of Hamilton watches to wholesalers in 
September. Our plans for reconversion 
were fully drawn up and ready to be 
put into effect immediately upon can- 
cellations of war orders, but naturally, 
it will take time to get production roll- 
ing again. It will probably be eight to 
nine months before our quota system 
can be abolished and dealers supplied 
with whatever quantity of timepieces 
they may wish to order. However, some 
watches will be coming off the lines 
very shortly and output will be steadily 
increased through the Fall and Winter.” 

The Waltham Watch Co. stated they 
would be unable to have their standard 
lines of civilian’ watches in dealer’s hands 
in time for Christmas selling. However, 
they expect to be able to deliver some 
semi-military and utility type watches by 
utilizing movements already manufac- 
tured or in process of manufacture for 
the Army and Navy. 

Bulova, which has been making some 

(Please turn to page 827) 








will be rapidly and substantially in- 
creased because of the fact that the 
labor, which has been the bottleneck to 
production, has now been released from 
war work and will be available for the 
manufacture of civilian goods. Practica]- 
ly all International’s war contracts have 
been cancelled—the company is in full 
swing of reconversion and expects soon 
to be back to a full pre-war basis. 
Shipments of plated hollowware will 
begin in October, and sterling hollowware 
some time during the fourth quarter, 
with normal production and deliveries 
expected in the first quarter of 1946. 


HIGH HONORS 





Lieutenant Colonel Murray |. Gurfein, son 
of Louis Gurfein, New York diamond dealer, 
is congratulated by British Air Marshal Sir 
Arthur Tedder upon receiving the order of 
the British Empire Award for his services in 
psychological warfare. 


Murray I. Gurfein, whose father is a 
wholesale diamond dealer in New York 
has done the family proud in his ac- 
tivities as Chief of Intelligence of the 
Psychological Warfare Division in the 
European theater. Within the past six 
months he has received the Order of the 
British Empire, the French award of 
distinction from General De Gaulle and 
a similar award from President Truman. 

Although even now the exact nature 
of his duties as Chief of Intelligence 
are not known, his father, Louis Gurfein 
of 576 Fifth Avenue is able to say that 
his activities are not unlike those he en- 
gaged in while he was assistant district 
attorney of New York county under 
Thomas E. Dewey. 


NEVER LOST A CASE 


The oldest of the Gurfein ehildren, 
Murray graduated from Columbia at the 
age of 18 and went from there to Har- 
vard University where he studied law. 
While still at law school he was en- 
gaged as an assistant to a New York 
county judge and later was. appointed 
to District Attorney Dewey’s office. 
While he was assistant District Attorney, 
his father told us, he never lost a case— 
and he seems to be duplicating that 
performance with the Germans. 


319 





Truee In Watch Companies’ Anti-Trust Suit Ends 


——_— = o— ——_— SS _ 





Army & Navy Gives Go- and Navy. With the war’s end and | pany, said the Department of Justic 
. : . actually cut their total sales y * 
. ° the termination of war contracts S the Aiba es volumes by, 
Ahead Sign To Justice for example, refusing to sell to outlets 
there is no longer any reason for who charged less for cash, 8 
Department To Resume further postponement of the trials. _ Government prosecutors cited at the 
The t i half t time that the defendants had used vari 
1e two and a half year truce S sthods “restrai ” , 
Peay ew nae sicaae ACCUSED OF BLACK-LISTING aad “aaae ‘dashines on among 
in 1e Justice epartments case > Diacklists certain cat; 
snst the Hamil ' Walth: i It will be remembered that the three houses, sub-jobbers, upstairs healt 
against . = amilton, . ‘nam _ companies were accused of violating the retailers who were not to be sold ‘the 
Elgin National Watch Companies is Sherman Anti-Trust Act by “conspiracy product. The prosecution said that ther 
apparently coming to a close now to restrain trade in watches.’ The firms had conclusive proof of the use of “sho>. 
a ad were not accused of conspiring with eacn pers” to discover sources handling th 
that the War and Navy Departments other but of distinct conspitacies with product; of the allocation of certain i 
have given the go-ahead sign to At- a total of twenty-six distributing cor- ritories to accredited distributors where 
i ry ’ < é i , f of i 2 é > j li *t- rs . is } . y . > _ 
torney General Tom C. ( — 2” pon ge a 7 om . alge ong “ sana precio — refrain from 
Ry” : ae af ; ne ments were made (Novem er, 1 } Se ing 0 customers located in the terrj- 
was in April, 1943, nearly two years was pointed out that the action marked tories of other accredited distributors. 
after the original anti-trust charges an unusual interpretation of the Sherman of the practice of “tracing” watch num. 
Act since the three large concerns vir- bers in order to determine the last ; 
> ‘ » alc were Drees ‘ st im- 
had been made, that the trials were tually are charged with restraining their mediate source to the consumer and + 
postponed at the behest of the Army own trade. The practices of the com- taking of disciplinary action if. the 


source was on the “blacklist.” 

When it was pointed out that these 
methods benefited the better element jy 
the trade and were necessary to keep 
prices stable, the government men said 
that the three watch companies had 
recourse to law if they found evidence 
of price cutting or similar trade prac- 
tices on the part of distributors. The 
government held that the three con- 
panies had no right to take matters jn 
their own hands and prescribe their own 
boycotts. 


DEMURRERS FILED 


Shortly after the indictment was 
brought the companies filed demurrers 
stating that the indictments were “in- 
definite, vague, ambiguous and _ uncer- 
tain” and did not comply with the basic 
rules of criminal pleading. They added 
that the indictments failed to allege 

(Please turn to page 325) 











NOW ACCEPTING A LIMITED NUMBER OF NEW ACCOUNTS 


GIA Offers Resident 
Course In Gemology To 
Start On October 1 


An intensive eight months residence 
course in gemology is being offered a 
the Gemological Institute of America 
this fall. Limited to eight students, the 
course will cover all the subjects in- 
cluded in mail courses No. 012, 1, 2, and 
3. Instructors will include Virginia V. 
Hinton, C. G., Leopold Kahn, Jr., C. 6. 
Robert M. Shipley, executive secretary 
of the GIA, and Dr. Thomas Clements, 
head of the Geology department at the 
University of Southern California. 

Students will be in attendance at the 
Institute twenty-five hours each week 
and in addition to the lessons covered 
in the texts of the course, they will at 
tend lectures, demonstrations and dis- 
cussions. Outside study or reseach wil 
be required. oy 
F ; eae : : The advanced work will follow te 
Finest Quality Leathers °« Distinctive Styling pattern of course given to C.G.s in the 

Expert Craftsmanship special courses formerly conducted ar 

« nually at the Los Angeles Laboratory. 

| Actual selling experience will be a 
: | ranged during November and Decembet 
wallets, brief cases and other leather goods. Write us your requirements. | for those interested. The course, which 
| starts October Ist, costs $750. The 
| Gemological Institute of America is lo 


U. S$. LUGGAGE & LEATHER PRODUCTS CO., few\ok i. \\. [eo i iii 
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Let our representative in your territory show you our line of luggage, 








Short Retailing Course 
ds ror Vets Offered at 
—~1 Columbia University 


Ustice, | influx of well-trained men in the 
es by, a jewelry field may be the beneficial 
mutlets ca f a new type of course now be- 





sere at Columbia University. The 
mt the ea is to be organized and sponsored 
| vari. 7 the School of Business and University 
*MOng Fetension and offered on the campus 
ania st Morningside Heights. It will be a 
> one full-time course, running for eight weeks, 
A... October 27 to December 21. 
sey The program is designed primarily 
wp for veterans who intend to operate small 
& the business and who have insufficient time 
a for a regular college program. Two 
rhere. types of instruction will be emphasized: 
from on the one hand, students will be given 
terri. the essential business fundamentals in 
we accounting, finance, marketing, organiza- 
hy tion, buying and inventory control, ad- 
: ~ vertising, labor relations, booms and 
d the depressions, risk and insurance, taxa- 
" tion, planning and budgeting, and busi- 


ness policy. On the other hand, they will 


& 
oe be given special instruction in the op- \\) 
in ; erations and problems of particular 
a types of small business. 
rar The unique features of the course are 


d hed its method of instruction and the oppor- 
vo tunities it will offer students to learn 
on from those who know small business. 

“ The instruction will concentarte on only 


~ ad / 
srt a few subjects at a time. To inform 
pi students of special types of small busi- 
7” ness, the classes will be supplemented by 
panel discussions. These panels will be 


led by men experienced in operating 
small business or by men who are special- 





bi ists in serving small business. 
— The course is an attempt to do three 
oo things—to assist reconversion by help- 
ya ing veterans qualify themselves to open P 
basic pe operate onal Vitetieeanes a fy’ se Standard, fast-turn items not only make you money, but they 
ded the heavy mortality and improve the also finance the high-cost, slow-turn items you have to carry 
lege effectiveness of small business, and to to give all customers better service. 
aid veterans in qualifying for a worth- 
while career of benefit to themselves and But today, slow-turn items can carry themselves . . . and 
Analy sag aaa , return a profit too. Simply order slow-turns from your 
supplier via Air Express. Capital investment and the cost 
, Jeweler Buys Stores Building; of stocking are eliminated. Delivery speed is so fast — a 
H, E. Hayward of Oak Park, Ill., matter of hours, usually — that it’s like having your supplier’s 
ence Follows Realty Owning Trend warehouse next door. ; 


d at Another jeweler has joined the ranks 
tia | of those owning the buildings in which Specify Air Express—A Good Business Buy 


the their stores are located. Harold E. Hay- 





















































in- ‘ 

and ward of Oak Park, Ill, has purchased Shipments travel at a speed of three miles a minute between principal U.S. 
: the structure at 111 Marion Street where Sap - : . ; 3 : 

LV. he has conducted his jewelr towns and cities, with cost including special pick-up and delivery. Same-day 

y business : : ae , Pager “ 

, G. for the past fifteen years. Mr. Hayward delivery between many airport towns and cities. Rapid air-rail service to 
} 000 off-airline points in the United States. 

oe had formerly been located at another ad- 23, - ~~ £ forei r AIR | ths. | 5 ibs. |10 tbs.| 25 tbs. 

ants, dress for ten years and his establishment Direct service to scores of foreign countries. MILES 

the is the oldest in Oak Park. Write Today for interesting “Map of Postwar 250 | $1.04 | $1.25 | $1.57] $2.6 
te The building is to be remodled on Town” picturing advantages of Air Express to 

<a Pe cutette — the oonennt fom Py eve compen business and industry. Air Express 500 | $1.11 | $1.52 | $2.19 $4.39] 

made into a silverware an s-for-the- ivision, Railway Express Agency, 230 Park 

~ — show room. After completion . Avenue, New York 17. Or ask 5 it at any Air- 1000 | $1.26 | $2.19 | $3.74 $0.75] 

es e second floor, the main floor will be line or Express office. 2 ‘ ’ 

“ changed to include a larger diamond . tat eae wate $4.40)$21.04 

room. 

th Sam Leventhal has opened The Dia- 

a mond Shop, retail jewelry and watch 

we repair shop, at 1 Blandina St., Utica, 

ar N. Y. 

her 

ich Josephine Corrado will open a jewelry GETS THERE FIRST 

rhe store at 246 Genesee St., Utica, N. Y., 

lo- about Sept. 1. Miss Corrado has been 

se, associated for several years with the Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 





Daniels jewelry store in Genesee St. Representing the AIRLINES of the United States 
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De Beers Annual Meeting Reveals 


Increased Emphasis On Industrials 


Sir Ernest declared that, “jt jg 
common knowledge that the organiza 
and control of the diamond business 
enabled us on the one hand effectiy, 
to deny the supplying of industrials d 
Germany and Japan and, on the 
have made it possible to suppl 

needs of the Allied at. y the fall 


From the Union of South Africa comes 
news of the annual meeting of the De 
Beers Company. Sir Ernest Oppen- 
heimer, chairman of the company, 
reported to the assembled shareholders 
that the gross revenue for the year end- 
ing December, 1944, was £6,018,000, sub- 


Hard - To - Get tems 





NOW AVAILABLE 
In Limited Quantities 


Send your orders . . . we'll deliver, 
Same high quality . . . same fine 
nship . . . same depend- 
service as always. Popular 


prices with good mark-ups. 








Cavalier 
sterling silver 
and gold 
decorated 
_ buckles with 
assorted 
shields for 


monograms. 
Alse available in 1/20 yellow gold filled. 


BRAXTON BELTS 


America’s 
finest belts 
and the only 
belt made 
. with pat- 

: ented 
DOUBLE - 
COMFORT 

feature bullt 
in to prevent 
sliding. 











BLACK OR BROWN CALFSKIN 
GENUINE PIGSKIN 








BRACELETS 


©) Forctt- @ 
M | 
~- ta * ; 3 tt 


Ao 
faite 
- fax 
* ° - 
. 

* 






Genuine heavy-weight sterling or 1/20 
yellow gold filled. Shields for mono- 
grams. 


Write today for prices 
and deliveries. 





BRAXTON 


QUEEN CITY BUCKLE MFG. CO. 























stantially the same as the previous year. 
The total diamond sales for last year 


amounted to £17,000,000 as against £20,- 


000,000 for the year previous. 

Sir Ernest took an extremely optimis- 
tic view of the future of De Beers. Said 
he, “We have every confidence that the 
extensive use of industrial diamonds is 
now essential to modern engineering 


technique, and it can be anticipated that 


the steady market in this commodity will 
provide the trade with a sound source 
of revenue.” 

The size of the tax levied against the 
corporation during the past year caused 
no little consternation among sharehold- 
ers, but compared with excess profits 
taxes in England and America, it is 
surprising that the South Africans find 
the levies “a heavy burden.” The net 
result of the taxation was 58 1/3 per 
cent of the gross profits. 

In reference to the United States’ 
suit against the Diamond Corporation, 


equal to or less than those ruling before 
the war.” 

The system under attack, he said wa 
the system tried by long experience an 
proved to be in the interests not 
of producers but also of the polishes 
and consumers of diamonds. He added 
that it was also one that had been 
adopted by the South African gover. 
ment as a national policy. 

Threaded through the entire 
was the idea that in the future indy. 
trials will play an ever increasing mle 
in the company. As soon as it is pra. 
ticable, it was announced, a research de. 
partment will be established to deg 
mainly with problems relating to indy. 
trial Satara development. Also maie 
public was the fact that the Premier 
(Transvaal) Mine, an important pro 
ducer of industrials, is now being “de. 
watered,” thus making it possible to 
reach full scale production within two 
years. 








Pullman conductor Richard Allen, above, lives a dual and highly satisfactory life out ia 
Portland, Oregon. A train man by profession, his hobby is repairing clocks. 
thousands of them—and for free! To anyone who will give him two broken clocks, he 
present a repaired one. With the help of neighborhood youngsters he has also coll 
thousands of old timepieces of which he has sent more than 500 repaired ones to service 
men. Horologist Allen was recently the subject of a short feature by Universal Pictures, 

from which the above shots were taken. 


DOUBLE LIFE 





He's repaired 





California Jeweler Does Rush Job 
For President Truman; Granat 
Designs Presentation Scroll 


When the California State Legislature 
decided to present a permanent remem- 
brance to President Harry Truman in 
token of his visit to the San Francisco 
Conference, it put into the lap of Leo 
Granat of Granat Bros., San Francisco 
jewelers, a tough but enjoyable job. 

With the aid of a printing firm, Mr. 
Granat took over the task of producin 
a handsomely designed, richly embellishe 
and uniquely bound scroll. The order 
was received at 2 p.m. on Saturday and 
was ready to be presented to the Presi- 


dent at 7.45 p.m. Monday after a strenu- 
ous and sleepless week-end of work. 
Prominent on the scroll was a dollar. 
size reproduction of the Great Seal cf 
California in 14 karat gold, the cutting 
of which took Granat the entire week- 
end. 

The scroll’s message welcomed Presi- 
dent Truman in the name of the state 
of California and prayed that he might 
be guided in his mission “for permanent 
peace and security for the peoples of 
the world.” The text occupied half the 
scroll and the rest was covered with em- 
bellishments in solid gold. 

The rich gold and black scroll was 
then mounted against black plus and 
set in book covers of Redwood bark. 
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C-—) FIFTY YEARS AG0 «~~ 


- Glimpses into the Jewrrers’ Crmcutan Weexxy for the month of September in 
the year 1895... 


Jewelry and Silver Fashions of the | Last week’s arrivals:—The following 
season—A new design for a brooch is | out of town dealers were among those 
a dainty enamel foot on a heart. ... It is registered in New York during the past 
with difficulty, such is the rage for the week. G. A. Bohn, Austin, Texas, Im- 
grotesque in petty jewelry, to refrain perial Hotel; F. Herschede, Cincinnati, | 
from it in mourning wear. Little black | Ohio; C. L. Ruth, Montgomery, Ala., | 
dogs with jewelled eyes are found among | Union Square Hotel. 
mourning stick-pins. Monkeys and tad- 
poles are yet forbidden. ... Elsie Boe. | 


* * o 





The September 4 issue tells of a report 
of the death of Cecil Rhodes in South 
Africa, but the report is denied the next 
week. Explanation—“telegraphic intelli- 
gences are much swifter than mail intelli- 


gences.” 








* 
7 “How much was that diamond garter | 


buckle you had stolen worth”, inquired | 


Situations Wanted—a high school grad- 
uate, 17 years old, good penman, would | the theatrical interviewer. 
like a good office position; bonds if re- “Seventeen columns”, was the actress’ | 
quired. Address M. B. care Jewelers’ absent-minded reply. | 

* 2+ @# 


Cireular. 


| 
| 


mie os Headline: RocHESTER JEWELER SWINDLED | 

Foster & Bailey of Providence, R. L., BY A QUIET, LADYLIKE YOUNG WOMAN. 
offer a wide variety of silver novelties, © bbe 
including folding scissors, silver-handled Pacific Coast Notes. Mr. Stanley, | 





tooth brush and silver bicycle tag. (adv.) Meriden Silver Plate Co., Mr. Lunt, | 
Towle Mfg. Co., and Mr. Mearhave, | 


Phelps & Miller, are drumming the 
Northwest. 

S. aS | 

Dr. Knowles Summer School K In) 

| Optics, Neponset Cottage, Peaks’ Island, 

| Casco Bay, Portland, Maine. Lectures | 

| with diploma $25. Room and board $6, 

per week. (adv.) 





Philadelphia note ... C. A. Ketcham | 
| has opened a repair shop at 238 Spruce | 











The occurrence of the China-Japan | Street. 
war has aroused widespread interest in | R46 Fa 
all matters pertaining to the two coun- “While stones of a name somewhat 


similar to that of our justly celebrated | 
ae | blue white Jagersfontein are now being | 
offered by others we beg the trade to | 

To the Editor: Please be so kind as bear in mind that we have the sole own- 
to inform me of the address of the ership and control of the Jagersfontein, 
Bausch and Lomb Optical Company. a stone which for brilliancy, luster and | 
W. E. | workmanship is in appearance equal to | 
+ iy MP | the finest blue-white diamond from the | 

Please take notice that a co-partner- | celebrated Jaegersfontein mine, and | 
ship has this day been formed between | which has been so thoroughly appreciated | 
Stephen Avery of 68 Nassau Street and | by the trade.—E. L. Spencer ¢ Co.” | 
Alpheus Brown of 83 Maiden Lane. (adv.). 


(adv), | 


tries, their customs, laws, religion, arts. 





* * @ (aE REESE SRNR 

Circularings. A discussion arose in a ° | 
res shop ine Newark, N. J., over Looking Backward 
growing prominence of manufactur- The items reproduced 

: ; : : ‘ produced on this page | 
ne ahead tte lee — soe Bene were all originally pe 7 the hui onl | 
together to secure control of the govern- pxusbe vet hit pcvogl, ‘ Pe Three 
ment. His honor the Mayor, it was cited, age. 7. ee bade nw th t 
is a leading member of the firm of and the similaritice—between Cie pes | 
and the present, and for some, perhaps, | 


Krementz & + whil it cil “ 

Chandler Riker, while awe prac him- aay he back nostalgie memories of | 

self, comes of a family of jewelers and Ry, aye. 

his ‘people control the. establishment of Have we done right sd the old ee 

Riker Bros. Comm. Joralemon of the ERs’ CIRCULAR, OF was veh WW. poh 

Board of Public Works is a member of | ite feature you miss here © want | 
you old-timers to tell us what you’d like | 


ons geld or Search to see in these columns—and while you're | 
the firm of Lowy & Bovet about it—why not dust off any old | 
y TADt reminiscences you may have and send | 

* * « them along. Just address “Fifty Weare | 


Fashion Note. ‘The new shoe horns Ago,” Jewztzns’ Ciacutar-Kerstone, 100 
have a decided curve to the lower and East 42 Street, New York 17. | 


wider end. 
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From the determination 
of consumer style demand 
to the final phases of manu- 
facturing, the new Gilbert 
Clock line will reflect a 
steadfast purpose. . . . 


To. design, produce and 
deliver a product as YOU 


want it. 


* The above illustrations 
do not reflect ectyal de 
signs adopted by Gilbert. 





Clack mahers te the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 
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Immediate Delivery! 
Can Ship Today! 





SAECO 
SPEED- 
SPOUT 


Nickel plated $6.00 doz. 


Retail $1.00 ea. 
Min. order 3 doz. 


Silver plated $9.00 doz. 
Retail $1.50 ea. 
Min. order 2 doz. 


Gold plated $12.00 doz. 


‘ Retail $2.00 ea. 
Min. order 1|!/2 doz. 


— 
SALES COMPANY 


Room 503 
712 S. Olive 
Los Angeles 14 
Vandyke 6213 
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Letter From South Afriea.... 


a 


The prospect of an increased output 
of cut stones from the Antwerp fac- 
tories is not being regarded with any 
concern in South Africa, as it is not 
considered a threat to local cutters. It 
is said that the return of the Low 
Countries’ cutting industry to produc- 
tion is generally to be welcomed by the 
diamond industry, which has _ been 
strengthened by the increased use of in- 
dustrial stones. Close control is con- 
sidered necessary for the South African 
industry as a@ guarantee against those 
crises that in the past were a pregnant 
cause of anxiety to Operators. There 
are still hopes of some expansion of the 
trade in the months to come, with a re- 
vival of the demand for qualities and 
sizes neglected during the war. 


HALL MARKING 


Strong efforts are still being exerted 
to introduce hall-marking in South 
Africa, but the question remains un- 
settled. It is said that the public 
should be advised to buy only hail- 
marked jewelry, and that only goldware 
hall-marked or marked in some equiva- 
lent way be permitted to be imported. 
It is thus hoped to prevent the sale of 
such goods without any such stamp of 
quality. Exceptions would be made in 
the case of chains, necklets and articles 
too thin to be stamped. Business in 
such articles would be restricted to 
certain tradesmen. Jewelers fell that 
the establishment of an assay office 
would help to keep the records checked, 
as all the gold transactions would auto- 
matically pass through one office. It 
was felt that no person would change 
illicit gold for assayed and stamped 
gold, as he would have to account for 
it, and with hall-marking articles made 
of illicit gold would disappear because 
there would be no sale. 

Although the war with ,Germany is 
over it is expected that it will be a 
long time before local jewelers can ob- 
tain all the supplies they desire, as the 
manufacturers still have a lot of lee- 
way in regard to orders to take in. 
Import control is likely to remain in 
effect in South Africa for some time to 
come, although more manufacturers 
and better shipping facilities will event- 
ually render control unnecessary. A\l- 
though the main purpose of control 
should be to make the best possible use 
of the shipping available, it should aim 
where possible to increase the imports. 
If this is done South African jewelers 
will not have to suffer such serious losses 
of business in the transition period. Re- 
cently the Director-General of Supplies 
created a new class of priorities and he 
has also extended the validity of import 
documents. It is possible that as soon 
as the United Nations have a plentiful 
supply of civilian goods that control 
will be relaxed or even lifted altogether. 


“ANTWERP QUALITIES" 


Cheaper classes of jewelry are ex- 
pected to — shortly as a result of 
the re-introduction of the “Antwerp 
quality” diamonds. This may rsuult in 
more business for the trade, as it will 
enable people in the lower-income 
groups to purchase diamond jewelry, 





which during the war has been s0 ex. 
pensive as to represent an important 
buying decision. It has been said that 
South Africa has little to fear jn the 
trade in “sizes” and “Antwerp quali. 
ties,” but if the market is confined to 
such goods then there may not be go 
much business in larger stores. Th 

there may be a decided slackening in 
the turn-over in South African cuttin 

which is chiefly concerned with larger 
diamonds. Perhaps it remains to he 
seen to what degree the effects of this 
will be felt in South Africa. 


BIG BAD WOLF? 


The South African diamond industry 
is now better organized than ever jt 
has been. ‘Lroubles of other years have 
taught it the necessity for the control 
of output and sales through a single 
channel to maintain stable conditions 
This fact has been recognized by South 
Africa diamond legislation. South Africs 
is no longer the main producer of dia- 
monds, but the Diamond Corporation jg 
a vital influence in the world industry, 
It entered into contracts with other 
producing countries, proving a potent 
force in enabling the diamond industry 
to weather economic storms in the past, 


(Please turn to’ page 881) 


Booklet on Columbus 
Clock by Prof. Milham 
Is Published in Mass. 


“The Columbus Clock,” a booklet by, 
Dr. Willis I. Milham, author of “Time 
and Timekeepers” and other authoritative 
works on horology, has been published 
by the McClelland Press. 


In the opening chapter, Dr. Willis 
refers to the Columbus clock as “the 
clock of mystery,” since there are more 
stories about its origins and more un- 
certainty about its history than about 
almost any other clock. Some even 
erroneously attribute it to the time of 
Christopher Columbus. It may have or- 
iginated in the Schwartzwald region of 
Germany a century ago, Dr. Milham 
says, but in mass production about 
15,000 were made in Norwalk, Conn. in 
the early nineties. 

They were sold at the Columbian ex- 
position in Chicago inf 1893 and were 
given away as souvenirs at the Garden 
theater in New York the following year. 
Dr. Milham estimates that about 500 
are still in existence and there are 4 
number of replicas and variants 4s 
well. The booklet is not only a fascinating 
bit of the history of clockmaking, but 
is an adventure in research as well. 

Bastien’s jewelry store in Lowell, 
Mass., developed an interesting display 
in connection with the publication of 
the booklet. The window contains 4 
Columbus Clock, purchased at the 
Columbian Exposition of 1893, shown 
with the packing box in which it came. 
There is also a packing box, with labels 
intact, of one of these clocks giveD 
away as a souvenir at a New York 
theater. 
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American Watch and Silverware Men Sent to Europe 
With Group Investigating German Technical Secrets 


Men from three of the American 
watch and clock manufacturing com- 
anies and one from the silverware 
manufacturing are among the group of 
technical experts which the Government 
has sent to Europe to investigate Ger- 
many’s technical and industrial war 
secrets. The group, which comprises 
more than 200 experts from various 
types of industries, is working under 
the direction of the Joint Chiefs of Staff 
and in conjunction with the Foreign 
Economic Administration and _ other 
Government agencies. 

The technicians were sent to Europe 
under an urgent directive to search out 
German industrial processes, inventions, 
engineering and “know-how” that might 
aid United States war production and 
have already obtained much important 
information, says Leo T. Crowley, 
Foreign Economic Administrator, who 
recently announced the news of the ac- 


tivity. 
The information being gathered be- 


comes Government property but arrange- 
ments are in effect to make available 
at once to all war industry such infor- 
mation as may be useful in the war 
against Japan. 

Some of the experts were in Germany 
under a pledge of secrecy even before 
V-E Day gathering tchnical and indus- 
trial information before the enemy had 
a chance to destroy documents or equip- 
ment. Others have joined them since 
and still others will probably be sent 
in the near future. ; 

The men who were drawn from the 
watch and silverware factories are: 
George P. Luckey, Vice-President in 
Charge of Manufacturing Engineering 
and Production Control, Hamilton 
Watch Co.; Frederick Lux, Vice-Presi- 
dent, Lux Clock Mfg. Co.; Richard H. 
Whitehead, President and General Man- 
ager, New Haven Clock Co., and Bingen 
Egeberg, Metallurgist, International 
Silver Co. 
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YOUNG LADIES—OLD WATCHES 





Women's interest in antique watches was clearly shown when Adelaide Hawley recently 
devoted her NBC "Women's Hour" to the discussion of antique watches with the youngest 
woman member of the National Association of Watch and Clock Collectors. Taken during 
the interview over Station WEAF, the picture above shows Miss Zita Miller, a Conover model 
and the youngest woman member of the National Association of Watch and Clock Collectors, 
with her father, John P. V. Heinmuller, President of Longines-Wittnauer Watch Co., Inc., 
himself a well-known collector, and under whose guidance she became interested in this 
fascinating hobby, discussing antique watches with Adelaide Hawley. 


The National Association of Watch and Clock Collectors, of which Mr. L. D. Stallcup is 
Secretary, Address—1813 Beechwood Avenue, Nashville 4, Tenn., is making rapid progress 
and they are publishing their own monthly magazine. All collectors of antique watches are 
invited to join and help build up an interesting hobby which has fascinated collectors all 
over the world ever since Peter Henlein in the XV Century made the first watch in Nuremberg. 


Trust Truce Over 
(From page 320) 


facts showing that the defendants had 
in any way violated the Anti-Trust Act. 
Federal Judge Simon Rifkind decided 
against the defendants and stated that 
“although a wholesaler may refuse to 
sell to a retailer, a combined refusal 
to deal with any one as a means of pre- 
venting him from dealing with a third 
party is illegal per se and a direct viola- 
tion of the Sherman Act.” 


FOR SEPTEMBER, 1945 


In answer to the watch firms’ claim 
that their actions were for the purpose 
of “preserving good will”, the court held 
that “there is a limit to the distance a 
manufacturer may go in controlling dis- 
tribution of his products. Good will can 
be protected in many ways without coer- 
cion.” 

No date has been set for the reopen- 
ing of the cases and, said Wendell Berg:, 
assistant attorney general in charge of 
the Anti-Trust Division, it will take con- 
siderable time to prepare and re-scrutin- 
ize the cases. 





LIGHTERS 


READY FOR 
IMMEDIATE DELIVERY! 
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IDEAL XMAS GIFT for 
SOLDIERS and SAILORS 


OVERSEAS 


Their beauty and precision work- 
manship makes them easy selling 
. . « perfect item for Christmas 
gifts to the service men overseas. 
Absolutely can’t be blown out! 
The more the wind blows, the 
better the Wind-King works .. . 
it does not flame or flicker. . . 
needs no fuel. Just the right size. 


YOUR COST $10.80 per DOZEN 
F. O. B. Kansas City 
SOLD IN DOZEN LOTS ONLY 


Terms 2% 10 Days . . . Net 30 Days 


’ 


MIDWEST WHOLESALE JEWELERS 


612 MINNESOTA AVENUE BLOG 


KANSAS CITY 11, KANSAS ; 





























Impressive—Practical ! 
F.O.., 


Only $85 NYC. 


(plus $8 crating charge) 


Extremely Beautiful as well as Prac- 
tical. Gorgeously finished—a ‘‘must’’ 
for all Jewelers. 


The “Doublet” 


Measuring 20”x40”x70”, it’s a 
sleek Beauty of a Case. Comes 
complete with an adjustable 8” 
shelf. Front glass panel mea- 
sures 15” high. Will show more 
merchandise to better advantage. 





Send for my 
40-Page 
FREE Catalog 















in various patterns in 14 KT 
Red Gold 


Earrings 

Green and 

St. Christopher Key—14 Kt in three 
$ Charms 


sizes; also Bill 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line eof 
Gold, Platinum and Enam- 
eled Novelties, tneludin 
Vantty, Cigarette and Ca 
Cases are @ netive and 
hace sales appeal. 


CLIFFORD A. MILLER & CO.., Inc. 
Menufacturers 
64 West 48th Stree? 
New York 


Clips, and 
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They'll Be Coming Home Fron, 


sm a Oe 


As the war entered its final weeks, 
stories of exceptional heroism on _ the 
part of former jewelry men in the ser- 
vices continued to pour in to this desk. 
The following are typical of the stories 
we have been receiving: 


| q Just about the top hero in the jewelry 
| industry, we think, is Sgt. 


Stuart S. 
Fisher who knocked off a German 
machine gun nest single handed and was 
given the Distinguished Service Cross 
for his action. Sgt. Fisher, the son of 
A. Edward Fisher, diamond importer at 
580 Fifth Avenue, New York, is now re- 
covering from wounds incurred at the 
time at the Rhodes Hospital in Utica, 
New York. Sgt. Fisher’s record is a 
truly remarkable one. Only 21 years 
old now, he volt ‘ered for service in 
the army when .. was 18. He par- 


SGT. STUART 
S. FISHER 





ticipated in two battles in the Pacific 
theater and then volunteered for ski 


troop duty in the Mediterranean area. 


His lone stand against the Germans was 
also a voluntary action. It was in North- 
ern Italy, somwhere near Pisa that Sgt. 
Fisher’s commanding officer asked for 
someone who would go ahead of the com- 
pany and clear out an enemy machine 
gun nest. The sum total of the Sergeant’s 
efforts was 36 German prisoners, 17 dead 
and 9 injured. A few months before, 
he had received the Bronze Star for 
connecting telegraph wires while under 
steady fire for six hours. His ambition? 
To be a member of the firm of A. Ed- 
ward Fisher & Co. 

q One lad who is returning home cov- 
ered with the proverbial glory is Lt. 
George G. Klein, former member of the 
Chicago office of the Imperial Pearl 
Syndicate. His army life has been 
studded with adventure and acts of 
heroism. As a member of the 46th Field 
Artillery Battalion, Lt. Klein was 
awarded the Air Medal for successfully 
landing an airplane in which he was 
merely an air observer. The pilot, Lt. 
John Craig, had been seriously wounded 
due to enemy action while flying over 
enemy territory in  Tilly-sur-Vire, 
France, last July. Lt. Klein took over 
the controls and brought the airplane 
back safely to its home base. 

That, apparently, was only a try-out 
for the lieutenant. We next find him 
being decorated by the French govern- 
ment with the Croix-de-Guerre and the 
Medal of Verdun. In addition, he holds 
the Bronze Star for gallantry in action 
in the crossing of the Moselle River, 
four battle stars for action in France 
and Germany, the Purple Heart, and 
the Air Medal Cluster for the completion 
of 72 missions as an air observer. 





q And yet they come! Pittsburgh, Pepp. 
sylvania has a right to be proud of on. 
of its native sons, Capt. Edwin L, Gluck, 
Capt. Gluck was given a royal welsom 
recently when he returned home afte 
three years in the Air Corps. Son gnj 
partner of Fred Gluck in the operation 
of Martin Gluck & Son, supply house, 
Capt. Gluck holds eight decorations— 
the Distinguished Flying Cross, the Aj 


CAPT. EDWIN L. 
GLUCK 





Medal and six Oak Leaf Clusters—foy 
taking part in air assaults over Rome, 
Neustadt, Taranto and the Ploesti oj 
fields. 

Pilot of a Liberator bomber, Capt. 
Cluck was cited by his commanding gen- 
eral for successfully carrying out a 
voluntary mission against enemy installa- 
tions in the European area last March, 
He joined the Air Forces ten days after 
Pearl Harbor and received his 
after training | at Sebring, Fla.” and 


INSURE in tHe 


JEWELERS’ OWN 

















Jewelers are currently re- 
ceiving dividends of 40% on 
fire insurance, 25% on wind- 
storm and extended coverage. 
These savings are available to 


jewelers, their families and 
employees — insuring stock, 
fixtures, buildings (including 
homes). Send a card or letter 
for information. No salesman 
will call. 


NATIONAL JEWELERS MUTUAL 
_FIRE INSURANCE COMPANY 


104 E. Wisconsin Ave., Neenah, Wis. 
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Selma, Ala. He now “reverts to inac- 
tive status in the Air Corps Reserve,” 
as the Army so cheerfully puts it. 

For his “audacious accomplishment” 
against the enemy, Lt. Eugene V. Sher, 
who was with the Superior Gem Company, 
New Vork City, until he joined up, has 
received the Silver Star. A member of 
the 97th Infantry Division, Lt. Sher 
walked alone across an open field to dis- 
cover the strength of an enemy group. 
He then persuaded the enemy com- 
mander to surrender and the lieutenant’s 
company was able to continue its ad- 
vance. It was the official citation which 


. geferred to Lt. Sher’s deed as an “auda- 


cous accomplishment.” Sher was Su- 
jor Gem’s head salesman for a num- 
ber of years. 

When the war is over, Lt. Norman 
Germanow will be able to swap stories 
with his brother, S 3/c Irving, Germanow 
—for their combined experiences cover 
both the European and Pacific war 
theaters. ‘The brothers are sons of 
Harry Germanow, of the Germanow 
Simon Machine Co. of Rochester, N. Y., 





The lieutenant 


watch crystal makers. 
has been awarded the Bronze Star for 
the outstanding manner in which he em- 
ployed his tank destroyers in aiding our 
troops in their drive east of the Rhine. 
He was also given the Purple Heart. 
His brother, who had been engaged in 





Watches for Christmas 
(From page 3819) 


watches for the Army and Navy at its 
Woodside, L. I. plant, likewise expects 
to have available some of these semi- 
military models in the very near future. 

T. Albert Potter, President of the 
Elgin National Watch Co., stated that 
his company would make shipments to 
wholesalers in reasonable amounts in 
November so that with prompt action 
by the wholesalers in re-distributing the 
merchandise, retailers will be able to 
obtain at least a modest supply of Elgins 
in time for their Christmas trade. Mr. 
Potter stated that Elgin expects to be 
in full production in five to six months, 
as all of their war contracts have been 
cancelled and all employees have been 
retained, 

The watch companies, in general, are 
one class of business where there will 
be no problem of lay-offs and unemploy- 
ment. All of them expect to maintain 
their present working forces and _possi- 


bly in some cases, to add to them. 


FOR SEPTEMBER, 1945 





| 














convoy duty in the European operations, 
recently was transferred to convoy duty 
in the Pacific. 

T/5 Howard Berk, 21-year-old son of 
Sol Berk, manager of National Silver 
Company’s Taunton, Mass., plant has 
been recommended for the Distinguished 
Service Cross. For the past two and a 


T/5 HOWARD 
BERK 





half years young Berk has been an Air 
Transport Command radio operator, fly- 
ing the “hump” from a base in Assam, 
India. A graduate of Taunton High 
School, he spent his summer vacation 
working in the National Silver plant. 





Seattle Creates Watchmaker School 
With War Veterans in Mind 


To do something for returning vets 
as well as something about the dearth 
of watchmakers and workers on the 
benches of numerous watch-repair de- 
partments of North West jewelry stores, 
a well-equipped school for watchmakers 
is being set up in Seattle, Wash. 

As a result of a recommendation by 
a committee of Seattle watchmakers and 
jewelers, with whom Superintendent of 
Education Samuel E. Fleming of the 
Seattle Public Schools cooperated, a 
course of training in watchmaking will 
be offered GIs returning from enemy 
action wounded or disabled, and with a 
living to make. Many of the disabled 
veterans themselves requested establish- 
ment of such a training course. 

The committee of Seattle watchmakers 
pointed out to the Board of Education 
that there was a shortage of this par- 
ticular type of trained workmen, and 
it was a field particularly adapted to 
the disabled veteran, especially to vari- 
ous forms of disability, even for those 
in wheel chairs or with the loss of lower 
limbs. 

Thus the establishment of a training 
course for watchmakers with adequate 
instructions, and a well-equipped school 
at the Edison Vocational School—the 
vocational unit of the Seattle school 
system—was formally approved this 
summer by the Seattle Board of Educa- 
tion. Although only a small group is 
anticipated at the start, the program 
will require a financial outlay for tools 
and equipment alone of about five thou- 
sand dollars by the educational board. 

In building up the faculty of the vo- 
cational school, the board named Mar- 
shall Goodwin, formerly director of war 
production training, as the new principal 
of the Edison Vocation] School—with 


Fred D. Crosette, I. E. Jesperson, ang | 
(Adverti t) 


John L. Rue as supervisors. 








A NEW JEWELERS’ GAUGE 
INTRODUCED TO THE TRADE 


The “Perfect” Universal Jewelers’ 
Gauge is acclaimed by the jewelry 
trade as a very useful device. It con- 
tains finger-tip information valuable 
to diamond merchants, stone dealers, 
watch importers, shopmen, salesmen, 
metal dealers, jewelry buyers, me- 
chanics and many others connected 
with the trade. 


See the illustration and you will 
note how compactly the information 
is arranged. For example, there is 
one unit which contains carat sizes on 
one side and millimeter sizes on the 
other side, there is a sliding gauge 
for obtaining width measurements in 
millimeters and inches and there are 
other measurement tables and weight 
equivalents, etc. All this finger-tip 
information is contained in this small 
vest-pocket gauge measuring 7%4 x 
2% inches, which is made of dur- 
aluminum. It is compact, easy to use 
and it costs only $1.85 each. 

This gauge is supplied by Karlan & 
Bleicher, Inc., “The Leading Ring 
Finding Manufacturers,” 188 West 
Fourth Street, New York 14, N. Y. 
It is also sold Through Leading Sup- 
ply Houses. 
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DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


_ | GENUINE 
_ |. RUBIES & 
SAPPHIRES 


| Squares, Rounds and 


Fancies 





AMETHYSTS 
| TOPAZ 
| AQUAMARINES 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN « co. 


importers 


17-23 John St. New York 











Nomenclature Committee Set Up by Precious Stone 
Dealers to Advise on Problems of Naming Gems 


A “Nonenclature Committee,” the pur- Chairman of the new committee is 
pose of which is to clear up questions H. M. Paskow with Leopold Nathan ang 
pertaining to gem stone names, has been Thomas Benedict as members, [y 
formed by the Precious Stone Dealers nouncing formation of the Nomenclature 
Association, according to Lloyd V. Lass- Committee, the Precious Stone De 
ner, secretary of the organization. Association made it clear that they be. 

The committee is to be an entirely ad- lieve that simplification in gem names jg 
visory one, making suggestions and in the best interest of the trade ang 
recommendations rather than laying the public; and that obsolete, mis] 
down rules. “It is definitely not created or uncommon names would be avoided 
as an enforcement or policing organiza- wherever possible. 
tion,” Mr. Lassner said, pointing out An example of correct though mis. 
that such functions “are properly the leading names, they said, are “indicolite” 
province of the Jewelers Vigilance Com- and “rubelite” which, while being scien. 
mittee, the Federal Trade Commission, tifically correct for various colors of 
Better Business Bureau and similar or- tourmaline, are misleading. The Nomen. 
ganizations.” clature Committee believes that such 


names should not be encouraged anj 
that blue tourmaline, red tourm 
pink tourmaline, etc., are more logical 
and preferable designations, 





Unemployment to Reach Realizing that most mistakes in nam- 
ing or describing gem stones are ca 
6 Million by December through ignorance or uanintesfieal 


Says War Manpower Head error, the Precious Stone Dealers Asso. 


ciation is confident that it can b 
Between 5,000,000 and 6,200,000 people about correction in most cases simply 

will be unemployed by mid-December, by advising or requesting a change, 

the War Manpower Commission pre- Many jewelers, for example, have jp. 


dicted on V-J Day. Their estimate was advertently used the designation “syp. 
based on the expected reduction in Gov- thetic” emerald for various imitatjons, 
ernment war contracts and an assumed usually glass. 
net release of 600,000 a month from the Retailers and dealers making such 
armed forces. errors are usually glad to make the 
This is a conservative estimate, not in- correction when it is brought to their 
cluding those who are expected to with- attention, the Precious Stone Dealers 
draw from emergency war jobs. The Association has found. 


commission said a survey indicated re- 
ductions in employment the metal-chemi- — 


cal-rubber industries, ordnance manufac- 
The NEW 


cies. 
The largest reductions, the commission 
E . 
xpansion 
W atch 


stated, would occur in Los Angeles and 
Band 








Detroit, with more than 120,000 aircraft 
workers likely to be released in each 
city. Buffalo probably will lose 45,000, 
Chicago and Seattle 30,000 each and 
Baltimore, Hartford, Wichita and San 
Diego more than 20,000 each. 

Aircraft workers to be released in- 
clude: 35,000 in Kansas City, 26,000 in 
Atlanta; 27,000 in Cincinnati; 18,000 in 
Dallas and 17,000 in Oklahoma City, 
Forth Worth, Omaha, Dayton, Tulsa and 
Flint also will lose substantial numbers. 

While plants in the automobile in- 















dustry will be affected sharply by re- onl 

duction in contracts, aircraft and ord- Y 

nance cuts, it is expected that employees 

released from work on military trucks $1 3.50 

will continue immediately on civilian each 

trucks. ss 

10 Kt. Gold Top 

No More Ceilings me | 

(From page 317) Steel Bac 
, Individually Boxed 
tion is made of semi-precious and syn- 
thetic stones which have been under Retail 


price control ever since the program 
was instituted. Since it was the Stone 
Dealers Advisory Committee to OPA 
which gave impetus to the drive for 
lifting ceilings, it seems strange that 
these items are not on the list. A talk 
with an OPA pricing official revealed 
that stones were omitted because “rulings 
on them would conflict with another 
iftdustry” and that a separate revocation 
freeing them would be issued soon. 


$32.50 cach 


(tax included) 


LOUIS 
PERLO FF) 


737 Walnut St. 
Philadelphia, Pa. 
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Baward Sylvester and Jimmy Resigno 
the opening of their permanent 
and offices at 48 West 48 
where they will feature a line 
of diamonds, rings, sterling silver, mar- 
casite and gold filled jewelry. The name 


announce 
Street 


w firm is the Syl-Re Company. 
{capt “Melvin D. Freeman has joined 
the Carl Van Dam diamond firm, 610 
Fifth Avenue. Capt. Freeman, nephew 
of Carl Van Dam, was recently released 
from active duty, after spending over 
two years in North Africa and Italy 
with the A.A.F. He is a graduate of St. 
John’s University, and prior to Pearl 
Harbor, enlisted as an Aviation Cadet. 
He will eventually represent Carl van 
Dam in a selling capacity. 

Arthur Herzel, diamond importer at 580 
Fifth Avenue, recently received a cable 
from his representative in Amsterdam 
which tells more than any number of 
lengthy news reports, the condition of 
Holland today. Says the cable, “All 
three OK but feeble everything stolen 
want all kinds of goods also food par- 
eels future diamond branche uncertain 
most colleagues dead Elie likes immi- 
grate States or Australia wants warm 
country for health.” The cable was sent 
by Godfried van Beever, who has been 
Mr. Herzl’s representative for 45 years. 
4 Nat Asch has been appointed jewelry 
buyer of Ludwig Baumann. Mr. Asch 
has been with the department store for 
the past 5 years, having been depart- 
ment manager and assistant buver of the 
jewelry department. 

4 Marcel Ketterer has joined the staff 
of the Eterna Watch Company to head 
their Midwest sales department. He will 
establish headquarters shortly in Chi- 
cago. Mr. Ketterer represented the Le 
Coultre factory for six years and was 
manager of the Patek Philippe Company 











for five years. 
q The Cortlandt Co. has moved to large, 
modern quarters at 243 Broadway. This 


* ve 
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BOOTS, SADDLES AND BONDS 





firm, headed by Harry Lefkowitz, spe- 
cializes in standard quality merchan- 
dise—appliances and sporting goods as 
well as jewelry. 

q B. F. Hirsch, Inc., ring manufacturers 
located at 304 East 45th Street, recently 
sold their Varick Street war plant to 
the Solar Aircraft Company of San 
Diego, California. B. L. Levinson, for- 
mer B. F. Hirch vice-president in charge 
of the war plant, has resigned to con- 
tinue working at the precision casting 
factory. 

q On August 18 a New York diamond 
man boarded a transatlantic plane on 
his way to Belgium and Holland. The 
man was Joseph Schliff, of the firm of 


J. Schliff & Sons and his purpose was | 


a view of the rough diamond markets 
in those countries. 
ditions there should make interesting 
reading. 

q The ANRJA paid tribute to the work 
of two men prominent in the industry 
recently. At a luncheon at the Waldorf- 
Astoria, James B. Dickey of Tiffany & 


‘Company, and Wilson Streeter of Bailey, 


Banks & Biddle Company were honored 
on August 24. Mr. Dickey and Mr. 
Streeter have done important work on 
behalf of retail jewelers in connection 
with the Jewelry Excise Taxes. 





450 Kreisler Employes Give Blood 


More than 450 employes of the Jac- 
ques Kreisler Manufacturing Company 
have thus far given blood to the Red 
Cross. Through the company blood 





His report on con- | 





donor chairman, William Van Precht, | 


and assistant chairman, Margaret Mat- 
thews, appointments were arranged for 
the volunteers at the rate of 5 donors 
each day, five days a week. 

This excellent showing is the result 


of an extensive, well-planned campaign | 


to keep up blood donations. 


3 pig Wrz TS eee 


Movie stars, rare appliances and a spirited contest made up the combination which sold 
residents of Van Nuys, California, more War Bonds than they'd ever bought before. In the 
picture above, taken at Norbert B. Moffatt's jewelry store, Roy Rogers presents an electric 
iron to the first prize winner, Mrs. F. H. Hooker who bought $8,000 worth of bonds. At the 
far right is Mr. Moffatt who contributed the prizes. Others in the group are, left to right, 


Kendall C. Gwin, Mrs. Oliver W. Gilmer, Mrs. Billie Moore and Miss Pat Cronin, all prize 


winners. 


FOR SEPTEMBER, 1945 
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Spring Bars 
Male and Female 


American Set Jewels 


Elgin—Hamilton—Waltham 
Iilinois 


Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 


116 Nassau Sf. New York 7, N. Y. 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











“ORIENTA” 
COLTURED PEARLS 
of QUALITY 


f 








Whitelaw Brothers 





48 West 48th St., New York, N. Y. 





ENCRUSTERS 
STONE RINGS ENGRAVED 

e CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
e@ SCHOOL AND FRATERNAL EMBLEMS 

furnished without edjigation 


Batimates 
BRAUNFELD & MEHLMAN 


OMEGA 


The watch of u orld precision record 
NORMAN M. MORRIS 
WATCH CO 

608 Fifth Ave... ! Neu York 



















DIAMONDS ALL SIZES 


single-cut from % to 4 . 

swiss-ent and full eut frem 5 to 10 
pointers, finest pol- 
ishing from Pales- 
tine. Also sizes from 
10 pointers to 4 carats 
each. For prices please 
phene LOngacre 5-3672, or write 


H. SORIN, 576 Sth Ave., W. ¥.19. MY. 














329 

















A PRINCESS EDYTHE Creation 
in Modern Costume Jewelry 


Beautifully Pink Gold Plate 
Matched on Sterling Silver 
Flower and Leaf Pin $9.75 per Set 


and Leaf Earrings f.o.b. -Brooklyn 
Add 35c for De.Luxe Box 
Rapid fire seller! Two and three-quarter inches wide, 
-set stones in assorted colors, or pearls. 

14K gold earrings for pierced ears, assorted stones, 
$30 per dozen. Pearl earrings, sterling silver ear 
wires, $4.50 per dozen: 

Rush order now with cash, money order or check te 


TODES—1160 St. Johns Place, Brooklyn, N.Y. 














NECERLACES 


JACK J. FELSENFELD 











REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 


M. J. STERN 
61 Beekman St. Now York City 











DINGS 
REFINISHED 


The highest grade of work for jewel- 
ers requiring the best 
ROYAL DIAL & REFINISHING CO. 


116 Nassau S?. New York 7, N. Y¥. 
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Back in June, JEwe.ers’ CrecuLar- 
Keystone printed a list of firms in the 
jewelry and allied trades that had won 
the coveted Army-Navy “E”. We said 
then that the victorious ending of the 
war with Germany made such a list par- 
ticularly appropriate. Today, the list 
takes on even more significance, since 
the efforts of companies like these played 
a great part in winning the war. 


We pay tribute to these thirty-three 
firms and wish them a speedy and suc- 
cessful reconversion! In alphabetical 
order and without mention of renewals 
‘or the length of time the awards have 
been held, we herewith present the jewel- 
ry industry honor roll: 


Autopoint Company 

B. A. Ballou & Company 

Bulova Watch Company 

Baumgold Brothers (Diamond Tool Division) 
Benrus Watch Company 

Chelsea Clock Company 

Elgin-American 

Elgin National Watch Company 


COLOR GUARD 


Salute to 33 Jewelry Industry Firms— 
Winners of the Army-Navy E Award 


| 
| 





Everedy Company | all 
S. W. Farber Company re be 
Forstner Chain Company if at 
Gruen Watch Company . jev 
Hamilton Watch Company sch 
Handy & Harman Ast 
Herschede-Hall Ciock Company [es 
Illinois Watch Case Company Fleur’ 
Ingraham Company Fifth 
International Silver Company to his 
Lux Clock Manufacturing Company Intell 
McGraw Electric Company (Toastmaste | 4 cla 
Division) Hosp 
New Hayen Clock Company Fleur 
F. H. Noble & Company him 
Oneida, Ltd. occur 
Parker Pen Company for ¥ 


Reed & Barton Corporation In 


Silverman Brothers 
J. K. Smith & Sons an 
Il. Stern & Company trade 
U. S. Time Corporation inter 
Wadsworth Watch Case Company by r 
Waltham Watch Company teres 
Westclox ern, 
J. R. Wood & Son schoo 
«A 
sign 





Soldiers from nearby Camp Edwards raising the Army-Navy "E" pennant at ceremonies @ 

the B. A. Ballou & Co. plant in Providence, R. |. Standing, left to right, are F. A. Ballot 

president, who accepted the "E" pennant for the company, and Mary Finley, who wa 
presented with the "E" pins for the employees. 


In the last few weeks before cessation 
of hostilities, three firms in the industry 
received the Army-Navy E award. Two 
were novices to the honor, the third was 
an old hand at it. The newcomers were 
B. A. Ballou & Company of Providence, 


| R. I., the ceremonies of which are shown 
' above, and J. R. Wood & Sons of New 


York. 

Handy & Harman won their sixth 
renewal to the company’s E flag last 
month, thus rolling up the highest possi- 


} 
| 
' 


ble total of renewals under Army ani 
Navy regulations. 


















ETERNA WATCH COMPANY 

OF AMERICA, INC. ‘3 

MAKERS OF FINE WATCHES 
SINCE 1856 

580 FIFTH AVENUE, NEW YORK — 
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Support 
All elements of the jewelry industry 
being urged to combine in support 
ry rogram to train wounded veterans 
welt design and craftsmanship in 
in jewery nich should be established in 
ew York as soon as possible. 

Leader of the movement is Andre 
Fleuridas, of Van Cleef & Arpels, 144 
Fifth Avenue, New York, who, prior 
to his medical discharge from the Uz. S. 

telligence Corps, personally instituted 
yrs for veterans at Walter Reed 
Hospital, Washington, D. C. Mr. 
Fleuridas said this experience convinced 
him veterans handicapped for other 
qecupations often were ideally suited 
for work as jewelers. 

In addition to training such veterans 
with government assistance, Mr. Fleuridas 
has suggested in a statement to the 
trade that “the time has come to pool 
interested private capital, contributed 
by retailers, manufacturers, mining in- 
terests and refiners, to establish a mod- 
em, completely equipped jewelry trade 


I. 

“An American School of Jewelry De- 
sign and Craftsmanship should offer a 
minimum of a four year course,” the 
statement continues. Others than vet- 
erans, and particularly young boys and 
ris wishing to learn a trade, would 
be sought as pupils. In addition to 





classrooms and practical workrooms, the 
school should include laboratories in 
which constant study and research in 


the use of jewelry metals, gems, tools | 


and so on could be undertaken. 
“Laboratory reseach is particularly 


ANDRE 
FLEURIDAS 





important. All jewelers recall the diffi- 
culties encountered when platinum was 
first introduced. Similar problems had 
to be overcome when the craft recently 
began to increase its use of palladium. 
Rather than continue the present prac- 
tice of uncoordinated widely separated 
trial and error experimentation, bugs 
could be worked out in the school labora- 
tory and methods perfected speedily for 
the benefit of the entire industry.” 








—_—— 


LETTER FROM S. A. 
(From page 324) 


the present day Diamond Trading 
Company enabled the world industry to 
meet the huge world demand for indus- 
trials during the war. It was also a 
valuable means of keeping large quan- 
tities of diamonds from the enemy. The 
increased demand for industrials has 
been accompanied by a well maintained 
sale of gem stones, the trade being such 
that most of the accumulated reserves 
have now been disposed of to users. It 
is pointed out by the South African 
industry that the mere fact of control 
does not mean that world supplies of 
diamonds are so plentiful that restric- 
tions of output is essential to keep up 
prices. Actually it is many years since 
any new deposits of importance have 
been found, and in the meantime heavy 
inroads have been made into existing 
deposits, Most of the new sales will 
have to be met by means of new produc- 
tin. Then the normal annual produc- 
tion of both industrials and gem stones 
will probably be in the neighborhood of 
$70,000,000, which is lower than the fig- 
ure represented by sales during recent 
years. There is consequently a possi- 
bility of a shortage of diamonds even 
when the main producers are very ac- 
tive, But there will still be a need to 
regulate production so that all the coun- 
tries concerned in the trade may have a 
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fair share of it. A temporary falling 
off in the demand for large stones will 
be balanced by the greater need for the 
smaller sizes, which have been scarce 
for a considerable period. The pro- 
ducers intend to go on making indus- 
trials available at a stable price, with 
particular regard to the value of such 
diamonds to the engineering industry 
and without reference to their value as 
gem stones. This is only possible when 
the trade in gem stones is large enough 
to permit the industrials to be sold at 
economic rates. 


RETAIL JEWELRY 


Jewelry business in South Africa by 
the middle of 1945 was even brisker 
than it had been during the war years. 
There is a ready sale for most lines of 
any quality, which applies particularly 
to the increasing quantity of South Afri- 
can jewelry that is appearing on the 
market. The demand for watches is 
far beyond the ability of most jewelers 
to serve, for the selection now available 
is sadly limited. Good progress seems 
to have been made with South African 
gem stone jewelry, which is now a 
prominent feature on the market. At 
the moment there is a decided taste for 
this type of jewelry, and because of this 
the manufacturers are likely to place 
an even wider range of such jewelry on 
the market during the latter part of 
1945. Such sales have undoubtedly been 
stimulated by the newer fashion demand 
for costume jewelry. Some of the lea:l- 
ing retailers expect that large quantities 
of such jewelry will be imported as 
soon as this is possible, but they also 
believe that the South African manu- 
‘facturers will continue to prosper in 
this market, especially as they have 
striven successfully for higher standards 
of workmanship, giving their goods a 
much higher finish. Care Town 


merican School of Jewelry Design and Craftsmanship | 
ed by Entire Trade Advocated by Andre Fleuridas 











Exclusive Designs of 
MASONIC RINGS 


32nd Degree Stone set Gents 
Rings Rings 
Gents Diamond Emblem Pins 


Mountings and Buttons 
Eastern Star Cameo Set 
Rings Rings 


GRAN and CO. 


Manufacturing Jewelers 
546 S. Meridian St. - Indianapolis 4, ind. 











TAG & STAMPING CO. | 


CELLULOID 
PARCHMENT, ETC 








GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


Ww. HERTEL &CO., INC. 
Siiversmiths & Platers 
17 W. 45th S#. 
New York City 


“26 years at the same 
ress” 





(Before) 
(After) 














JOSAR JEWELRY Co. 
Mfr. of 
SOLID GOLD SIGNET RINGS 
Distributors of : 
“Rich” CostTuME JEWELRY 


198 Broadway New York 7, N. Y. 
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MODELMAKER 
DESIGNER 


JEWELRY & WATCH CASES 


PRODUCTION & SPECIAL ORDER 
WORK FOR RETAILERS—MANU- 
FACTURERS — JOBBERS—STONE 


K. NYGAARD waterbury 85, Conn. 
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LOUIS VAN ZATSMAN 





\. Phone: MU. 2-9683, MU. 2-9461. 


Wrist 
ents 7-15-17 Jewel W: 
pF ies ‘oad ane, 


7 West 44th St., New York 18, N. Y. 
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NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








14.K. GOLD 
POPULAR PRICES 
Immediate Delivery 





580 Sth Ave. 


WATCH ATTACHMENTS 
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Saloania Aewe by Cs 


New York 19, N. Y. 








TS 
DINIKS 
STERLING 


K STREET + BOSTON, MASS 





~Sucmvtiolse 
(Karat Gold on Sterling) 
and STERLING SILVER 


REAL STONE JEWELRY 


Sold direct to retcilers 


W. £&. RICHARDS CO. 


emees 1°) SOme ly et) 











Providence Mfrs. Ready To 
Start Production; Labor Easing; 
Prices Expected to Keep Level 


Peace finds Providence jewelry manu- 
facturers ready to expand operations on 
virtually all fronts. 

While the labor situation in the area 
is not expected to be as loose as in some 
other sections, jewelry men believe that 
the supply will be adequate to allow 
them to effect their plans to increase 
their payrolls. Even before the end of 
the war there had been a slight but 
definite easing of the help shortage and 
the trend undoubtedly will become more 
pronounced from here out. 

Prior to the Japanese surrender there 
had been considerable disappointment 
expressed as to the extent of easing in 
the shortage of silver and brass. How- 
ever, it is confidently forecast that brass 
mills and silver refiners not only will 
be released from war work but soon will 
be able to get the required help to furnish 
the jewelry makers with the desired 
quantity of metals. 

There was considerable satisfaction 
with the passing of price controls on 
jewelry but most officials here believe 
that there will be no horizontal price 
increases. Cited is the resumption of 
competition which raises the fear that 
old and new customers will now be in a 
position to watch the market and com- 
pare prices rather than the war-time 
custom of taking what they could get. 
However, there undoubtedly will he 
many price adjustments for various rea- 
sons and many manufacturers will re- 
sume production of lines which were 
halted because price ceilings made them 
unprofitable. 





q The U. S. District Court in Providence 
has denied and dismissed a Government 
petition that Archie Bellin, doing busi- 
ness as A. Bellin & Co., Providence 
jewelry manufacturer, be adjudged in 
contempt for failure to produce business 
records for Internal Revenue investiga- 
tors. The court said that testimony 
showed that a robbery did take place 
at the firm last August, that Bellin had 
reported the robbery to police and that 
while he had not made a specific report 
to police concerning what business rec- 
ords had been stolen or lost, testimony 
had shown that papers and records were 
found scattered around the premises 
after the robbery. Suspicion was raised, 
the court said, in connection with the 
robbery and stealing of the records, and 
suspicion was also raised in transactions 
of Bellin with the Eastern Scientific Co. 
because Max Brodsky, owner of the lat- 
ter, is a brother-in-law of Bellin. The 
suspicions raised, the court ruled, were 
not sufficient to convince the court in a 
matter of such a serious nature that the 
Government requested punitive action. 


q The following new corporations have 
been formed in Rhode Island for the 
purpose of manufacturing jewelry: 

Superior Polishing Co. Incorporators: 
Pasquale TIacobbo, Michael Iacobbo, 
Alfred Carabiniere. Capitalization: 90 
shares of no par common stock. 

Crown Jewelry Manufacturing Co. 





Sebastian Bordieri, Louis Bordieri,J ennie 
Bordieri are the incorporators, Capital. 
ization placed at 100 shares of no par 
common stock. 

Oma Manufacturing Co. Incorporator;. 
Anthony DiPetrillo, Henry R. DiMas. 
colo, James A. McGuirk. Capitalization; 
100 shares of no par common stock, 

q Alert to peacetime reconversion pl 
the Massachusetts-Rhode Island Retajj 
Jewelers Association, through its Pregj. 
dent Harold T. Partridge, sent the fa. 
lowing telegram to Charles Evans, Seera 
tary of the American National Retajj 
Jewelers Association on the very eye 
of VJ-Day: 

“What steps are in order with refer. 
ence to the elimination of the saleg ta 
on jewelry? The important news of the 
day is most welcome, but brings to the 
mind of the retail jeweler the promise 
of T-R Day, or Tax-Relief Day. We 
want to circularize our members and 
advise steps to be taken with regard 
to zontacting senators and congress. 
men. We wish to coincide our plan 
with those of the National Association, 
Please advise.” 

q The part which jewelry has played 
in making possible the manufacture of 
the atomic bombs which helped to bring 
Japan to terms is now related by Meyer 
Kassner and Walter Shortle, Laconia, 
N. H., jewelers. It was back in 1937 
that these two discovered uranium, or 
radium-bearing minerals, in the town 
of Grafton, N. H., about 35 miles from 
Laconia. At the time, Mr. Kassner said 
that if “scientists were given a chance 
there would be no more war.” The 
Ruggles mine of Grafton made tests in 
the laboratories of Dr. Francis J, 
Roberts in Laconia. Samples of the 
uranium ore were sent to New York 
to the Museum of Natural History, where 
they were examined by Dr. Whitlock, 
curator of minerals, and his collaborator 
Dr. Pough. It was this early discovery 
of one of the most important minerals 
to be used in the experiments which 
helped to make the bombs a reality. 
Xue times during the past few weeks, 
thieves have smashed the show windows 
of Trefry & Partridge, Bostgn, and 
stolen valuable rings and other articles, 
The latest break was at 3:50 a.m., Aug. 
8. The plate glass next to the Park 
Street corner was shattered, and four 
rings, valued at several hundred dollars, 
were taken. A police prowl car arrived 
within a few minutes of the sounding 
of the automatic alarm. More than $1,000 
worth of articles have been stolen in 
the four breaks. On the first, several 
weeks ago, the thieves took a tea set 
On each of the other breaks they took 
rings. 

q Norling & Bloom, Washington Build 
ing, Boston, report extensive alterations 
are now about complete, with more com- 
modius space for workers and execity 
tives. 
4 For the convenience of trade, Harry} 
Parritz & Brother, Washington Bldg, 
Boston, have just installed new flourer 
cent lights throughout the entire quar 
ters. 

4 New fluorescent lights also are being 
installed in the Herbert W. Stranger | 
offices, and new private offices are plat- 
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ned for the near future, plus general 


renovating. 


{Jn line with others in the neighbor- 


the Imperial Jewelry Company, 
03 Jewelers Bldg., is installing new 
lighting fixtures. Mrs. Robert J. Culbert 
has just joined the firm as a new asso- 
‘ colton Lewis & Co., importers and 
rters of leather goods in the Wash- 
ington Bldg. have just added George H. 
tage as their representative in 
Southeastern United States, and W. H. 
“pill” Smeading as their representative 
jn Southwestern United States. The lat- 
ter will have permanent showrooms at 
1635 Pacific Avenue, Dallas, Texas. 

While the summer vacation season 

brought many absences throughout Bos- 
ton jewelry circles, it also brought a 
mounting influx of _out-of-towners. 
Among these, the following were noted: 
Mr. and Mrs. Kusti Lahde, of Worcester, 
Mass.; C. E. Morse, Rockland, Maine; 
¢, G. Powden, Bristol, N. H.; W. A. 
Sawyer, Keene, N. H.; Mary Louise, 
of the Mary Louise Shoppe, Old Orchard, 
Maine; Emile Langlais, Berlin, N. H.; 
Newton Whitcomb, of H. J. Whitcomb 
& Sons, Lancaster, N. H.;.W. G. Wood, 
Warren, Mass.; Mrs. Shultz, Case 
Jewelers, New Bedford, Mass.; David 
A. Robertson, Framingham, Mass.; Mrs. 
Hibbert, of Don’s Jewelry Shop, Port- 
land, Maine; M. G. Smith, Westerly, 
R. L.; E. L. Vaine, Woonsocket, R. I.; 
Mrs, Stowers, of Stowers Jewelry Store, 
Falmouth, Mass.; E. S. Campbell, Co- 
hasset, Mass.; E. G. Tirrell, Weymouth, 
Mass.; J. L. DesJardines, Manchester, 
N. H.; G. C. Nadeau, Miillinocket, 
Maine; Ed. Wilder, Hollister & Wilder, 
Westfield, Mass.; G. W. Fairchild, 
Bridgeport, Conn.; R. F. Otis, Haver- 
— and M. M. Connelly, Bristol, 
q Vacationists included Bill Redmond, 
of Swartchild Co., Carl Lawton, of E. H. 
Saxton Co., and Ellsworth Read, of 
Kettle, Blake & - Read. 
q Back from an extended vacation trip 
in New Hampshire and Maine, Mrs. 
Rose Marshall, head bookkeeper of 
Travis-Farber Co., Jewelers Bldg., Bos- 
ton, reported with pride the catching 
of a 15-pound bass. 

Oreste Del’Orfino, of Travis-Farber 

. Teports the birth on June 24 of a 
on rag Bettina Maria, weight 9 
pounds, 
qA mighty proud granddaddy is Carl 
Lawton, of E. H. Saxton Co., who re- 
ports a 9%4-pound girl born to his 
daughter Mrs. Russell Harris, of Hing- 
ham. Russell is in the Navy, and at last 
sg the youngster was without a 
ame. 

q Guglielmo, Cini, jewelry retailer and 
special order manufacturer, has moved 
from 808 Boylston Street to No. 561 on 
the same street. 

( September Ist marked the second an- 
hiversary of the new Harkins & Murphy 
Company, Jewelers Bldg. New lighting 
fixtures are in. process of installation, 
and some idea of how the firm has grown 
in these two years may be indicated that 
the payroll has increased from four to 
16 in that brief period. 

(In Laconia, the Kassner jewelry store 
recently displayed a number of war 
medals presented to and collected by 
Col. DeGraph, of the U. S. Army, who 
recently returned to Laconia from the 
Russian front. 
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q The firm of William J. Orkin, Jewel- 
ers Bldg., Boston, reports receipt of a 
large order of jewelers’ saws of all 
sizes, the first shipment in two years 
and a half. More shipments are ex- 
pected shortly. 

4q Wendell Hay, formerly a salesman 
with Trefry & Partridge, and now in the 
Navy, has just returned from England. 
4 Providence jewelry stores were closed 
all day Aug. 15 and 16 in observance 
of the peace. 

4 About 225 attended the outing of the 
D. E. Makepeace Co. of Attleboro. The 





affair, attended by employes and guests, | 
included lunch, dinner, dancing, swim- | 
ming and sports events and was held | 


at Wrentham, Mass. In charge was the 
employes’ recreation committee, of which 
Arthur Hinds is chairman. 

4q The American Jewels Corp. of Attle- 
boro has been awarded the Army-Navy 
“E”, according to Henry C. Ostrander, 
president. 

q The Gorham Manufacturing Co. has 
declared a 50-cent dividend on the com- 
mon, payable Sept. 15 to stock of record 
Sept. 1. 

q Emery B. Danzell has resigned as 
assistant superintendent of the Gorham 
Manufacturing Co. to join the R. Wal- 
lace & Son Manufacturing Co. 

q The Providence Public Library has 


‘ on exhibition a display of jewelry and 


gems. The exhibition has attracted con- 
siderable attention. 

q Jewelry manufacturers are the chief 
target of an investigation into income 
tax evasion in Rhode Island. Already 
thousands of dollars have been collected 
by the Internal Revenue office here. 
Internal Revenue men say that about a 
third of the firms have “overlooked” 
their tax obligations but those in the 
industry say the figure is much less. It 
is said in well-informed sources that one 
jewelry firm offered $250,000 in settle- 
ment of evasion claims against it but 
the offer was refused. The same sources 
say this firm was not the biggest evader. 
Jewelry industry spokesmen say the 
majority of firms have been law abiding 
and pointed to “buyers from New York” 
who come to Rhode Island as the root 
of the trouble. They claim that these 
buyers had plenty of cash and had 
orders to buy what jewelry they can get. 
get. 

q While in Boston recently to “buy a 
discarded plane or flat top for use on 
postwar fishing trips on Lake Winni- 
squam,” Meyer Kassner, of Laconia, 
N. H., spent several days at the homes 
of Nathaniel Goodman in Brighton, and 
Ray Brooks, in Wollaston. 

4q Jack Glaser, of 910 Jewelers Bldg., 
is confined to the hospital where he un- 
derwent an operation recently. 

q Air Corps Lieut. Ralph Karsh, for- 
merly a salesman with Travis-Farber 
Company, is back in the United States 
after 15 months in a German prison 
camp. His capture came after 62 mis- 
sions. 

q Miss Laura Lund recently took the 
place of Priscilla Truesdale at the Muran 
Watch Company, Jewelers Bldg. This 
firm, by the way, is expecting early 
shipments of waterproof watches long 
in “cold storage” in New York. 

q Herbert CG Macdonald, jeweler of 
Athol and Oran Mass., is reported 
to have sold out his Orange store, with 
Charles J. May, formerly of New Jer- 
sey, and at one time located in Spring- 
field, Mass., taking over. 











CONSISTORY RINGS 
NOW READY FOR DELIVERY 
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is 


These Rings are made in |4-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 
RINGS 


LAFAYETTE BLDG. BUFFALO, N. Y. 
Samples sent to reliable Jewelers on request. 









A superior polish Freight prepaid in 
— made by silver- the United States 
smiths for jewel- in specified min 
ers’ use and resale. mum lots. 

REED & BARTON TAUNTON, MASS, 

















22 Patterns Sterling Silver} 
ANCHESTER) 


SILVER COMPANY 
Providence Rhode Island 





“CHAMPION” RING GUARDS 
Easy te Ineert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. w 
GOLD FILLED—$1.75 per Dz. uy 
Orders Attended to Promptly 
CHAMPION JEWELRY CO. 
87 MAIDEN LANE 
NEW YORK 7, N. Y. 
































CALIFORNIA CHARMS 


Our attractive line of fast moving sterling 
silver charms including exclusive movable num- 
bers open to jobbers. 


For details write 
CALIFORNIA JEWELSMITHS 
Mfr’s of Cold & Sterling Jewelry 
430 South Broadway, Los Angeles 13, California 
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The famous "Forty-Niner” 
made by Speidel 
MEN S 4q The Century Jewelers, Inc., bee pee | Holzman's, Atlanta Retailers, 
incorporated under Maryland law to | 
engage in the jewelry business at 234 | Plan Move = Larger Quarters 
North Eutaw Street in the down town | Holzman’s, jewelry merchants, located 
EXPANSION section of Baltimore, with an authorized at 29 Broad St., S. W. Atlanta, Ga, re 
capital of 500 shares at a par value of | cently announced that the company has 
$100 a share. ®The incorporators are | completed plans to move into Jar 
WATCH Martin Davison, Samuel L. Michaelson | quarters within the next six to ei: 
and Irvin Davison, all of Baltimore. months. The new store will be at 37-29 
q The A. H. Fetting Company, one Peachtree St., N. E., and the cost of 
of Baltimore’s leading manufacturing new fixtures and remodeling will cost 
firms, closed over the period of August apprximately $150,000, according tg 
6 to 20 to give its staff a vacation. | Bryan Leibel, general manager of Hol. 
RA J. Engel & Co. has had its senior man’s. 
* 10 KA TGOLD omen making the rounds of cus- | The B et ted —_ vs occu 
tomers in Pennsylvania, Delaware, West | three floors. as a frontage of 4 
*& STEEL BACK Virginia and nwt states as usual, in- | feet — i. et er 4 The first 
augurating the usual fall term with a | floor, sai r. Leibel, w eature dia. 
* STEEL SPRINGS ae which began in July and extend- | monds, watches, | silverware, china ang 
ed into the middle of August. This is | glassware, ladies’ and men’s jewelry, g 
*% GUARANTEED E. C. Tracey who is perhaps the oldest | cosmetic bar, camera department, and 
jewelry salesman on the road and who _ the office of the credit department. 
manages to cover a lot of ground, never- | The general manager’s office and ad- 
Made to retail for $32.50 theless. Moreover, his mind is a trea- | vertising department will be on the 
20% Federal Tax Included sure trove of information about the | mezzanine. 
, trade. | The second floor, to be reached by 
q Howard Street Jewelers is the name new elevator, will have a gift depart 
of a new retail store opened on North ment, and will also feature electric 
Howard Street, Baltimore. pliances and radios. In addition, there 
q The U.S. Jewelry Company has re- will be a modern jewelry manufacturing 
| ceived another consignment of Swiss and repair shop, an engraving depart- 
watches. J. P. Paul of that firm has ment eye — — A pas 
yone on a four-week vacation. lounge will also be a eature o 
re ene “ eres =e < A new retail store has been opened | second floor, for the convenience of cus- 
agree by Sam Michaelson, formerly connected _ tomers. — 
with S. and N. Katz on North Eutaw The third floor, according to the an- 
Street. | nouncement, will be devoted to stock 


rooms. And for the enjoyment of its 
personnel, Holzman’s have planned to 


q Harry Greenebaum of M. Greenebaum 
& Sons, spent some time in New York equip the basement as a men’s and 


8 9, (Oke) during August to see what the whole- | ladies’ lounge and a recreation room, 
salers have to offer in the way of nov- The remodeled building will feature 


MR. i= @) ST Ww AR elties and articles of special design. o teniecene . sear feenk oak. ee 


q Meyer Teigman, a retailer at 509 equipped for air conditioning. 


North Howard Street, who spent two 


Sy , : | The manager stated that the person- 
JEWELER = -" wre re = ro a has nel in the aon establishment would be 
naaedieo wer ~ en ees ee increased from the present 40 persons 

more active in business. to about 80. 
q Most recent national affiliate of the Remodeling of the new store is & 


United Horological Association is the pected to start around December 1, and 
Cape Fear Watchmakers Guild at Fay- | should be ready for occupany neat 
etteville, N. C. Says UHA headquar- March 1. 
ters: “The guild has a strong membership | 
and promises to be an outstanding 
unit.” The officers are: J. R. Simpson, } 


Sac aaa, age ~wcaotied) aa GET YOUR 


P. O. Hoffer, Fayetteville, secretary- | 4 ” 
treasurer. Welcome Mat 
q Georgia Diamond Merchants, 410 


Standard Building, Atlanta, Georgia, i E A DY ! Ri 


has announced installation of a watch 


repair department. Lawrence Holzman SEE PAGE 242 f 











is president of the company. 


Which operates: 26 jewelry stores in tie |) MUMS 04 0) AAO 


Southeast, formally opened in Cedar- 






































| town, Georgia, in mid-August under le 
the management of William R. Pardue. ‘ BALTIMORE-1, MD. 
The Jewel Box offers a special time- EASTON WAICM IMPORTERS = 
telling service whereby the public may am 
call the store at any time of day and 
ask the time. 
. q Aaron Shocket who has been’ connect- ALBERT . SMYTH C0. 
Oa ed hg 4 the trade for the past fifteen WHOLESALE 
( years, has gone into business for him- a 
it é@) H N bo be self in Meridian, Miss. His store, the DIAMONDS WATCHES 
ie Lamar Jewelers, opened on July 2. Mr. ‘@ JEWELRY ® 
ST lag eS ae Shocket recently received an honorable 5S HOPKINS PLACE, BALTIMORE, MD. ! 
ee opereecion bc: eather discharge from the Army. | aaa 
FOR 
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BELMAR ATIONS 
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Watc ewelry 





Weil who, with his brother, ; H 
Asroo Well Well, had been jewelers Atlantic City Jewelers 
r of 16th and Jackson Streets Fighting Municipal 





at the corne . 3 P 
; , has sold out his interest in 

cated since ablishment and is retiring. The | 3 Per Cent Sales Tax 

ay te | pysiness and yom has been sold to With jewelers taking a prominent part 

y has the ate man, paw ee in the movement, opponents of Atlantic 

arger | 4 George oh aaa Wises Ain City’s new 3 per cent municipal sales ry [ OUTS S ICKLES @ 
jeweler, an = ° | tax are attacking the levy in the courts _ 


cig 
87-8 | mon setter, father and bie ey | and seeking to arouse legislative senti- lO1S. Chestnut St Philadelphia 
st of | their new shop at 704 ; TB sat . , ment for its repeal. Meanwhile, the tax 2? West 48th St New York 
a 4 Samuel Lieberman, 0 ansom | is producing revenue at the rate expected _ 
Holz. 
Cul 








Street, is making final arrangements | to net the city approximately $1,000,- 


mor to leaving for Los Angeles, Cal. ' 009 ‘this year. UNDER NEW OWNERSHIP 


Lt. Joseph Caplan, son of Hyman Allen Wiensenthal, administrator of 

















Caplan, of 740 Sansom Street is home | the tax, which is being levied under au- 
# 4 | on furlough after joanne his mis- | thority granted by the 1945 State Legis- Ss. GOLDIN & co. 
first | sions in the South Pacific. | lature, reported that the first month’s 124 South Sth Street 
dia- | 4 Beatrice Venus, has joined the staff | yield totaled $225,943.62, representing Philadel Pa 
i] ie, Oris 18 singom Steet | Zc ected. trom 40 peyig ria, Pe 
T ' : . : 
mal ‘ ameriy acsociated with Kramer | *ccounts, including hotels and business Watchmaker’s 
ow has just returned to the street | oom, See ee eee oe Tools and Materials 
| ad- | via the discharge route. Phil has no | pear tae ea! Py “ woollen Ap Jeweler’s Findings & Supplies 
the | immediate plans but will probably carry | Was JOS Uy VENteds ene: Sh) pe oem ; ss PP 
a line to the trade. | residents, according to Wiensenthal, an Bessie Goldberg Possoff — Oscar Goldberg 
by a 4 Morris Venus, engraver with Hyman | $40,000 of the net return was realized werlt Guta Colioarmr ebame 
pr Caplan, died on Tuesday, July 81st. | .from a special cigarette tax of 2 cents inoaneaiiiielinaeas - 
re jamin Mazer, of 718 Sansom Street, ae ge s Co . ay ea 
js readying plans for modernizing his ew Jersey’s Supreme urt con- 
ring | office within the next few weeks. sented Aug. 9 to review the state law 
dart: | ¢ Lilian Smith has just d tti "th ty to | the t 
part an Smith, engraver, has just opene permitting the city to levy the tax. 
ublie p at 713 Sansom Street. Miss Smith | Justice Harry Heber, refused, however, BEN BRODER 
the} is the first woman engraver on the | a plea by the Atlantic City Sales Tax 
cus- ai Parone Repeal Association, which is protesting Wholesale Jeweler 
Ty Seletsky, manufacturing jeweler, | the levy, that the review by the 
toek dg gto A pyar has purchased the | court act as a restraint against further FOR IMMEDIATE SHIPMENT 
its 7 Fi area Rg Mccabe ge — collections by the city pending a de- WINDING STEMS 
Ki Ge near future. P es there | cision. Such a stay had been sought by imported from Switzerland $2.20 doz. 
and | counsel for Mrs. Luella Koons, Atlantic 
mre RESIENS Oe ee eS eae || carte 
Rk i : : ' , A. S. 970 984 976 340 345 1012 
be ae 3 Bad Phage ce his post | the court ‘would not review the state F, F. 120 125 150 155 170 175 
will na his 7 — ns Goldsmith and | jaw until October but that consumers in Benrus BB AK ARAN SA N W 
$0D- entire time to the work | the meantime would still have to pay Gruen 270 400 410 300 328 
he - agar of the California Retail | the tax 280 Market S NEWARK 5. N. J 
7 ° r t. . . 
eee onetion. Previously, Mr. | Justice Heher refused the appeal for « 





Erb held down both jobs, but with : ‘ 
CRJA doubling its paid membership an immediate restraint on the grounds 


ex- 
during the past thre years, the need of | that should the act be declared consti- 
- a full time paid supe was apparent tutional, individual consumers would YARD F. BROGA 











eT to the CRIA Board of Directors. not suffer much from the loss of “pen- 
nies,” whereas if the law were upheld Menulacterer of Distinctive Diamond 
— the city would lose a substantial amount . 
es Distributors of revenue. * ‘ Pe Mountings and Wedding Rings 
ELGIN, WE The state law authorizing the levy . . 
T be eyre Ml, was passed as “emergency legislation,” 806 Sansom Street ’ Philadelphia 











eee MANNING- presumably to enable the municipality to 
AN, SETH THOMAS raise funds to repair property damage 
CENTRAL WATCH MATERIALS 


Jewelry, Diamonds, “Yours Truly” caused by last fall’s hurricane. The ap- 
Rings, Materials, Tools, Supplies peal for court review contended the '& SUPPLY co., INC. 


\ ot. NN 


was “special legislation distinguishing | | Watch Materials — Jewelers Supplies — 
QO 


of population” and that the act gave ao In sterling silver and yellow gold filled 


Atlantic City from other coast resorts Watch Cases and Dials to Match 
yy J. hit by the hurricane on the sole basis SPRING RINGS and SISTER HOOKS 
ee warning of a clause in the measure JUMP RINGS 


















































Pectooly wary th ag so or wed on a howeby store “permitting the city to expend the money in sterling. sliver and. yellow 
Scantes, Thane. for non-emergency purposes.” 
| Mrs. Koons earlier had charged the 134 So. Sth Street, Phila. 7, Pa. 
act was used by politicians to provide 
y BOWMAN | extra jobs for ‘additional welts and 
TechnicalSchool || urged its repeal to end “chiseling, du- Philadelphia College of Horology 
" Courses for Success fer || plicity and waste of public funds.” 
Watchmakers | Opponents of the levy further charge ee ee 
Engravers, tres wolers tie. || that city officials “invited” chiseling on 
“Help Yourself, to a Better || tax returns. It has been estimated that Broad and Somerset Streets 
| 57 Years’ JOHN J. BOWMAN, Director chiseling on returns will cost the city PHILADELPHIA, PA 
= — Bowman Bide., Lancaster, Pa. $300,000 a year. 











p } OR SEPTEMBER, 1945 835 














Gold-=Silver 
DLATING 


“ASK ABOUT” 


HODANIZ 


TRADE MARK REG. U. 6 PAT. OFF 








Silverware 


REPAIRED & PLATED LIKE NEW 











Swartz & Co. 


10 S. Wabash Ave., Chicago 3 CENtral 6Uoy 
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Established 1923 = 


DIAMONDS 


and Fine Diamond Jewelry 


@ BOUGHT 
@ SOLD 
@ QUOTED 
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Praisals 


va) hye 
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Inquiries Solicited 














SWISS 


ALWAYS USE 
mw THE NEWALL 
fe "Finger Print" System 
WHEN SELECTING 
WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
' CHICAGO 2, ILLINOIS 














Mer 


NDS 


...all sizes 
and qualities 


DIAMO 


D 
TO nated Owe 


Write, Phone, or Wire 


AMERICAN 
DIAMOND SYNDICATE 


Ave., Chicago 3, | 


cast 
YWVabas? 








GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 
Special courses in diamonds. Courses 


watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-9, 541 S. Alexandria, Los Angeles 5, Calif. 


all jewelers’ merchandise except 
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q Paul N. Lackritz Jewelers, Inc., for 
many years located in the Heyworth 
Bldg., are now located at 547 N. Michi- 
gan Ave. 


q A. Bell, retail jeweler in east Chicago, 
Indiana, for the past 35 years, is now 
located in suite 1411 of 29 E. Madison 
St. 


q Upon request of O.P.A., in Chicago 
the case against Feinstein Bros., 5 S. 
Wabash Ave., was dismissed by Judge 
Sullivan, without cost, which seems to 
indicate there was no foundation for 
instituting the suit charging sales in ex- 


| cess of ceiling prices, and failing to keep 











proper records. 


q Leon A. Bergeman, recently appointed 
Western representative of Weinreich Co., 
Itc., Philadelphia, creators of Winney 
costume jewelry, LaBoheme simulated 
pearls, friendship and birthstone rings, 
has established offices and show rooms 
in the Merchandise Mart. 


q A. Salam, manager of the Hill & 
Co., Western office in Los Angeles, spent 
August at the Chicago office and during 
the month accompanied S. S. Hill on a 
business trip to New York. 


¢ Murray H. Kordin, formerly of New 
York, and Goldie Fink, Pittsburgh, have 
recently established the business of 
Kordin Co., in a large suite on the 17th 
floor of 29 E. Madison St., and will 
specialize in the distribution of fine cos- 
tume jewelry. 


q There was considerable activity in in- 
creasing of space and enlarging quarters 
among jewelry concerns in the Heyworth 
Bldg., during August. The Clinton 
Watch Co., enlarged by adding room 
1111 to their space; Drach-Weinfeld Co., 
who occupied that space for .many years 
moved to larger quarters on the 10th 
floor; Hampden Watch Co., on the 18th 
floor added another unit to their already 
large space on the 18th floor and modern- 
ized the entire space; Ben Z. Ginsburg 
increased his space on the 16th floor by 
taking over space released by Atz Bros., 
who moved to larger quarters on the 
7th floor; E. S. (Steve) Heller, repre- 
senting Gemex, and one of the old 
settlers of the building, who spent the 
past 16 years on the 8th floor is now in 
attractive individual quarters on the 
16th floor. 


Marshall Fields Sells Merchandise 
Mart to Joseph P. Kennedy 


Hughston M. McBain, president of 
Marshall Field & Company has an- 
nounced the signing of a contract for, 
the sale of The Merchandise Mart, 
Chicago giftware center, to interests 
representing Joseph P. Kennedy, former 
ambassador to Great Britain. The new 
owners are expected to take title and be- 
gin operating the property about De- 
cember 1. 

The Merchandise Mart, completed in 
1930, was built to furnish new quarters 
for the Marshall Field & Company 
wholesale division, then located at 
Adams, Quincy and Wells Streets. Space 
was also provided to house other whole- 
salers and manufacturers with the idea 
of making the Mart a great Mid-West- 
ern marketing center. When completed 





‘seller or purchaser is a business concert 


the Mart became the lar 
cial building in the wore’ —< 

McBain explained that the 
of the Company’s wholesale buat 
tween 1935 and 1987 resulted in a bi 
crease of Marshall Field & Com an 
occupancy in the Mart from over 1p ; 
000 square feet to less than one-fifth 
that amount of space. This change, be 
pointed out put the company into , 
real estate operation to a degree never 
contemplated. McBain expressed the 
view, however, that “the. builders of The 
Merchandise Mart led the way to th 
development of an outstanding and gy. 
cessful Chicago institution. An impor 
tant consideration in the sale of the 
property was that the purchaser would 
continue to operate it in the same pat- 
tern that served to make it a marketing 
center for the nation.” 

Kennedy, who was in Chicago du 
the final stages of negotiations, said jp 
a statement that “My interest in Th 
Merchandise Mart stems from my faith 
in Chicago and the Middle West.” 

Marshall Field & Company will cop. 
tinue to lease space in the Mart for its 
corporate offices and for Chicago sales 
offices of its manufacturing division. The 
present staff of employes, headed by 
John C. Goodall, the General Manager, 
will continue with the building. 

The Kennedy interests were repr- 
sented in the negotiations by John J. 
Reynolds, a New York real estate 
broker. Legal counsel for Marshall 
Field & Company was Wilson & McIlvaine, 
general counsel for the Company. 





Wisconsin Outlaws Ads Implying 
Advertiser Is a Private Person 
When He Is a Commercial Firm 


A long-standing advertising abuse 
on its way out in Wisconsin where th 
state legislature has passed a law te 
vising the existing statute on fraudulent 
advertising. 

The new law states that, in advertly 
ing for the purchase or sale of jewelry 
and other goods it is unlawful fors 
business concern to represent itself a 
an individual. Such cleverly worded at 
vertisements as, “Leaving town, mul 
sell,” implying that the seller is an i> 
dividual not engaged in the busines 


















concerned, are now illegal. 

Says the new law: “It shall be deemel 
deceptive advertising, within the mear 
ing of this section for any person, fim 
or corporation, engaged in the busines 
of buying or selling new or secondhani 
furs, wearing apparel, jewelry, musicl 
instruments . . . or generally any font 
of property, real, personal or mixed, # 
in the business of furnishing any kind 
service or investment, to advertise 
articles, property, or service for 
or purchase, in any manner indicating 
that the sale or purchase is vo made 
by a private party or householder nd 
engaged in such business. And 
such firm, corporation or association, 
gaged in any such business, in ado 
goods, property or service for sais 
purchase, shall affirmatively and 
mistakably indicate and state that th 


and not a private party.” 
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Der Reichsmarshal’s Silver Finds’ 
Its Way To The Paceifie N orthwest 


After World War I “What Happened 
to the Czar and Czarina’s Jewels—The 
Crown Jewels of Russia?” was a hue 
and cry everywhere. But in this War, 
silverware of the Big Shots of Nazi-land 
is somewhat easier to place one’s hands 
upon, as it is part of the swag exhibited 
in Portland, Ore., and Seattle, Wash... . 

Quite recently, silverware of Der Reichs- 
marshal Goering, a large and luxurious 
set of many pieces, furnished a thrilling 
insight into how this Nazi bigwig lived 
_for it was sent to Seattle after the 
GI got his hands on it. 

A complete set of the personal Sterling 
silverware of the Hermann Wilhelm 
Goering family, which was found py 
Sergeant George Bruce Long of the 10th 
U. S. Field Artillery, of Seattle, Wash., 
has finished its long journey following 
its flight from Germany into the Puget 
Sound country—landing, of all places, at 
the Boeing Aircraft Co.’s plant 2, where 
the sister of Sergeant Long, to whom 
it was sent, is one of the. builders of 
B-29’s, the Superfortresses that helped 
Sgt. Long get more safely into Ger- 
many. 

For good measure of souvenirs, Sgt. 
Long also sent along a couple of stop- 
watches, immaculate linen napery and 
other trinkets of the big war criminal 








now sickening from, it all in the Duchy 
of Luxemburg, where he still has hopes 
of escaping trial @n aecount of his 
“heart condition.” 

As to the sterling silver of the Big 
Air Marshal who d in style it is 
not dissimilar to th® patterns of the 
well known Towle Craftsmen if it can 
be compared to the latter’s more deli- 
cate workmanship and artistic style at 
all. Moreover, it shows signs of con- 
siderable usage, this 12-person set—since 
it is well worn, and probably has served 
its purpose at many e dinners and 
functions. 

The “D R” on the pattern is believed 
to be for Der Reichsmarshal, official 
title of the fat Nazi lad, and it is 
crowned as well with the German eagle 
and Nazi swastika . : , there can be 
no mistake as to its identity. 

When the field artillery sergeant of 
the Yank forces moved into the tun- 
neled home near Berchtesgaden he was 
simply dazzled by all the splendor and 
lavishness of the living quarters. There 
too, to satisfy the military requirements 
of the German Air Marshal who fol- 
lowed the progress of defeat an enormous 
map of the entire Western Front was 
found. 


Press Assoc. 


This large collection of hollow ware came into the possession of Herr Goering by less than 

legal means. This silver was part of the art loot he had “confiscated” throughout Europe. 

Largely valuable antiques, the silver adorned Goering's home in Berlin and was found by 
American troops at Konigsee, Germany. 





Head of Big South African Jewelry 
Firm Now in New York Seeking 
New Lines of U. S. Goods 


Manufacturers of jewelry and allied 
lines who are interested in developing 
post-war export business will be inter- 
ested to know that Lawrence Katz, direc- 
tor of Katz & Lourie, Ltd., one of the 
largest if not the largest jewelry firm 
in the Union of South Africa, is now 
visiting the United States for the pur- 
pose of arranging connections with U.S. 
manufacturers of jewelry and allied 
lines for export to South Africa. 

Katz & Lourie, Ltd., have a large re- 
tail store in Johannesburg and also do 
a large business as wholesalers and dis- 
of jewelry items in South 
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Africa, southwest Africa, Belgium Con- 
go, Rhodesia and Portuguese East 
Africa. Mr. Katz may be contacted in 
care of Anglo-African Shipping Co. of 
New York at 245 Fifth Ave., in that 
city. 


NEW ENTRY 


The Sparkes Manufacturing Company 
of Newark have become engaged in the 
manufacture of jewelry, according to 
an announcement by M. B. Dorsno, 
president. The firm has taken over the 
business of M. Alexander, 50 Columbia 
Street, Newark, manufacturers of 14 K 
Gold rings, bracelets and other gold 
jewelry. All sales will be through 
wholesalers. 














% 1TO BOOST YouR 
% —OXMAS BUSINESS 


Write today for free sample of 
dramatic, two-color Xmas circulars, 
now ready. Mail early—mail often 
and you'll do a bigger and better 
Christmas business. 





ee eee - 











S. J. SURNAMER CO.—370-7th Ave., N.Y. 











To Jewelers exclusively 
REMEMBER THIS NAME!! 


~ Sticnbiaialiaat Original: ; 
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10K Solid Gold Charms in an assortment of 
12 best selling patterns 


$12.00 per dozen 
(no jobbers, please) 


Morrey H. a |) ae 


55 E. Washington a Chicago 2 











ATTRACTIVE 
JOB ; 


ENVELOPES 


IN COLORS. 
SPACE FOR 
YOUR NAME 

















WATCH DIALS 


REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 














fcme WATCH CO. 





5S S.WABASH AVE. CHICAGOILL. 


USED WATCH . 





mi 

MATERIALS 2z 
oS 

Th 

MOVEMENTS 1| 2 3 
Good Condition 35 

Geed Dials 
eee | oo 
$3.50} THE 

"ie sie Hunting. | WHEW. MATERIALS > 
75 Ghab ied. 81.78 Wheels, pinion, © 
"18 Size OF. pallet forks, etc. @ 


Elgin, Waltham 

bg in, War Send sample of 
tham, 

74, $1,50-—184, $2.00 

63.$2.00—15J, $2.50 
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PROMPT SERVICE ALWAYS 


Wholesale Jewelers 


CINCINNATI 


GERWE-BROWN CO. 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 





THE SCHUMER BROTHERS CO. 








DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 








KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold bo. 


Oi 
INCIN 


VIRGIN Diamonds 


VS ATI, CHTO 


CELLINICRAFT — 


e@ HAMILTOS Jones 7, 8) 


quality and style that give you pro- 
tected profit. You can recommend these lines 
fo your customers with confidence 


Lines of 
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UN THE VAST JPMOR6AN JEWEL 


CQVSUMPTION OF TA 


Mou seit BIGMONOS 
$,0 300,000 CARATS 
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“COLLECTION AT THE METROPOLITAV MUSEUM, THERE ISA 
WATCH WHICH WAS GIVEN BY NAPOLEON GOWAPARTE TO MURAT, OWE OF HIS FAVORITE 
GENERALS-THE OCCASION WAS THE FETE-DAY AFTER THE BATTLE S MARENVG 
QW THE GCACK COVER OF THIS WATCH IS A MMNIATURE PORT? 
HIMSELF... AVO UNDOUBTEDLY IEPRESENTS THE GREAT EMPERORS 
OWN CONCEPTION OF HIMSELF Va A 
an) 


LP) COLUMN 


OF POLSON 
ft WTO A GLASS WITH A’SPIDER 





by Walter Goi 


——__} 
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HESE ARE A FEW OF THE 
"i tees Ks fee 
1 Lecuewieh Past 
AND WAS SUCH / AN y ENEMY 
THAT /F PUT 


OR VEVOMOUS REPTILE, 
THE CREATURE WOULD bie 
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FTC On Gold 
(From page 318) 


National Wholesale Jewelers’ Associa- 
tion, Educational Jewelry Manufactur- 
ers, Jewelry Crafts Association, the 
Executive Board of the Metropolitan Re- 
tail Jewelers Association and the Asso- 
ciated Credit Jewelers of New York 
and New Jersey. 

The Hon. Robert E. Freer, member 
of the Federal Trade Commission, opened 
the conference with a short talk on the 
aims and methods of FTC hearings. 
“Your industry is to be congratulated,” 
he added, “in pausing for a moment from 
its splendid war and home front activi- 
ties so that proceedings may be under- 
taken to establish fair trade practice 
rules.” 


_ FORCE OF LAW 


After the FTC deliberates on the sug- 
gestions of the trade representatives, the 
revised rules will be printed and dis- 
tributed to interested parties for further 
suggestions and objections. These may 
be made during the following 15-day 
period after which a hearing for the 
voicing of these matters will be held. 
Finally, the Commission will draw up 


the corrected rules and send them to 
members of the industry with the te 
quest that they sign a statement declar 
ing that they will abide by them. Th 
rules will have the force of law. 





Sydney D. Rosen, formely of Block 
Bros., Akron, Ohio, has opened his om 
jewelry store at 607 Prospect Aventt, 
Cleveland and is operating under th 
name of Roy’s Jewelers. 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Swindler “Buys” Ring, 
Watch Band with Phony 
Check from N. J. Jeweler 


The latest victim of John Moses, a 
check swindler who up until recently 
specialized only in fraudulent checks of 
less than $100, was jeweler Harry Hy- 
man, 708 Cookman Avenue, Asbury 
Park, N. J., who, early in August was 
defrauded to the extent of $1,575. The 
swindler “purchased” a $1500 diamond 
ring and an $85 gold expansion watch 
band from Mr. Hyman, paying with a 
check for $1,575 after being granted a 
$10 discount. 


FRAUD 





This is John Moses, alias Morton, alias Jor- 
ton, wanted by Asbury Park, N. J. police 
for passing a bad check. He is a short, 
stout man, 5 feet 3 inches, weighing 217 
pounds. He is 56 years old and gray-haired. 


The check was signed “John Moses,” 
a notorious fraud whose record is well 
known by police of New York, Atlantic 
City, Philadelphia and the Burns Detec- 
tive Agency. Moses went into the Hy- 
man shop ostensibly to purchase the 
watch band. After selecting a bracelet 
he looked at rings and picked out one 
of 14 karat gold with a two and a half 
carat diamond. Asserting that he was 
living at a nearby hotel and making 
other impressive claims, Moses paid for 
the purchases with a check drawn on 
the Philadelphia National Bank. 

Mr. Hyman quickly learned that the 
check was bad and called the police. 
Moses’ past record indicated that he 
usually passed checks for less than $100. 
An 8-state alarm describing the jewelry 
and Moses was broadcast after a war- 
tant for his arrest had been issued. 


lowa Board of Examiners in Watch- 
Making Hold Organization Meeting 
EL. Berner Elected Chairman 


With the passage of the Iowa Watch- 
makers’ Licensing Bill, officials lost no 
time in setting up the Board of Ex- 
aminers in Watchmaking. Called into 
session in the Iowa State House, Des 

oines, on July 11, the Board first 
heard a speech by Governor Robert D. 
Blue and then elected officers. 

E. L. Berner, Fort Dodge, was elected 
Chairman and Paul Price, Storm Lake, 
was elected Secretary for the current 
year. Other members of the board are 
E. M. Miller of Charles City, Ben Gris- 
more of Corydon and P. Berglund of 
Sioux City. . 

Ray Wiley of Des Moines, was ap- 
Pointed Assistant Secretary, and will 
maintain the office of the Board in Des 
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To The Editor ... 








Watchmaker Schools 
Editor, Jewerers’ Crrcutar-KeysTone: 


The creation of higher technical and 


| 


theoretical horological colleges capable | 
of forming horologist technicians is sore- | 


ly needed to give the impulse the Amer- 
ican Watch Manufacturing Industry ap- 
parently lacks at present. 

Horology today is not just a manual 
craft. Its mysteries and intricacies can- 
not be taught to apprentices solely by 
words of mouth from old watchmakers. 
Mathematical knowledge is necessary 


for proper and intelligent preparedness | 


of horological students. Therefore, spe- 
cialized teachers 


ground in mathematics and 


of University back- | 
technics | 


should supplement the teachers prac- | 


ticians. 

Too large a majority of persons think 
thgt thorough apprenticeship in the art 
andl science of horology is superfluous. 

A new era of prosperity and achieve- 
ment will begin again for the Ameri- 
can Watch Manufacturing Industry 
when well advised and responsible men 
cease to ignore or perhaps even condone 
the practice of some of those alleged 
watchmaking schools. It is quite evident 
that the evolution of horology in our 
United States will not be accelerated 
by that type of watchmakers. 

Another factor contributing to the 
predicament confronting our watch in- 
dustry is the apparent absence of orig- 
inality in movement construction and 
in case of designing. Just being good 
copyist will not safeguard our watch- 
making industry any more than would 
the building of a high tariff wall. 


The history of watchmaking shows that | 


for centuries the most important ad- 


vancements in horology were realized by | 


the practicians. Today conditions have 
changed. The  practician depends in- 
creasingly on the physicist for the solu- 
tions of his problems and the develop- 
ment of his ideas. The nature of today’s 
horological problems can only be solved 
through physics most modern resources. 
In an effort to bring about much 
needed improvements, the task of setting 
up and sponsoring a better educational 
program should be undertaken. A 
definite plan to accomplish that pur- 
pose ought to be put into effect at once. 
GASTON POST 
Newark, N. J. 


All inquiries should be ad- 


Moines. 


dressed to the Board, P. O. Box No. 775, | 


Des Moines 3, Iowa. 

Acting immediately upon its appoint- 
ment, the Board has ordered the print- 
ing of all necessary forms. Application 
blanks will be distributed to all watch- 
makers in Iowa, whose names and ad- 
dresses are known. Iowa Watchmakers 
should notify the Board of their names 
and addresses, so that they may receive 
an application for registration. 





The Samuel Gompers Trade School is 
planning to start a class in watchmaking 
to begin in the September term of this 
well known San Francisco trade school. 
Tuition will be free and will take high 
school students from 14 years and give 
a thorough three year course in watch- 
making. A competent instructor is 
needed. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


0 


818 LIBERTY AVE. PITTSBURGH 











BUZZ-Z-Z-Z-Z—Retail $35 





IT’S-A-HONEY...!!! 
Sterling Gold-Finished 
Rhinestones—Simulated Pearls 


Urie F. Mandle Co. ,,,.,411 Fitth Ave. 








CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 


503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 

















LIGHTERS 
Mexican Sterling Silver 


$7.95 each MEN'S SIZE 


WORLD MERCHANDISE CORP. 
9 West 20 Str New York 11, N. ¥. 
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Where to Buy 
AMERICAN 
China and Glass 
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HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 


_ 





OLD WA! 





MARY RYAN «055 


F RNITURE 


xIFT AND ART 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. S. CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 
for the 


‘or 
FINE CHINA TRADE 
MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive _ 
THEODORE HAVILAND CO., INC. 


28 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 
NOVELTIES 
Made in Americs 


LENOX 
LENOX,INC. Trenton, N. J. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Iustrated Catalog 
a 
ENRIGHT-LE CARBOULEC, INC. 
ae Ave. New York City 
, CHelsea 2-5558 


Keistatton © 


suave CRYSTAL awo BENT GLASS 


Giftware of Distinction + > 














RENSINGTON, INC. 


GIFTS fox MEN 


A comprehensive selection of 
Accessories with Sporting Motifs 


—also distinguished creations 
in gold plated fashion Jewelry. 


SUN GLO STUDIOS 73,,"/O0) AYR 
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NEW KENSINGTON, PA. 














OBITUARY 
GIA 


Navy Lieut. (j.g.) Evoene V. 
Erskine, 24, former National Silver 
Company employee, was reported killed 
in action May 19, in the Pacific theatre. 


LT. (J.G.) 
EUGENE V. ERSKINE 





He is survived by his parents, Mr. and 
Mrs. Max Erskine, 2173 East 28rd 
Street, Brooklyn, N. Y., and a brothtr, 
Sgt. Robert Erskine, now in Germany 
with the Ninth Army. Lieut. Erskine 
was a pilot attached to Bombing Squad- 
ron 104. 

WruuumMm Atuxison, 70, who had been 
in the wholesale jewelry business in New 
York City for fifty-six years, died July 
29 at his home in South Orange, N. J. 
He entered business with Hayden W. 
Wheeler & Co. in 1889 and was vice 
president and treasurer when the com- 
pany disbanded in 1938. The next year 
he opened offices in his own name at 551 
Fifth Avenue. He was a member of 
the 24 Karat Club of New York and 
the Maiden Lane Historical Society. 

Leon Brozen, a co-partner of the 
B. B. Crystal Co., New York, for 28 

ears, died at the age of 60 on June 9. 

aving been ill for the last two years, 
Mr. Brozen was not active in the con- 
duct of the business. Besides his widow, 
he is survived by his brother, Prosper 
Brozen, who continues as head of the 
B. B. Crystal Co., and another brother 
and sister. 

Epwarp H. Bucuman, 68, a member 
of the Bippert-Bennett Company, manu- 
facturing jewelers in Newark, N. J., for 
more than 40 years, died July 28 after 
a long illness. 

Grorce W. Crouse, 68, president of the 
Benedict Manufacturing Co., East Syra- 
cuse, N. Y., died at his home on July 
7. Mr. Crouse’s connection with the 
silverware industry began in 1905 when 
he bought the controlling interest in the 
old M. S. Benedict Manufacturing Co., 
and under his direction the company 
was reorganized as the T. N. Benedict 
Mfg. Co. Following the death of Harry 
L. Benedict in 1931, Mr. Crouse took 
over the active management of the firm. 

Emi Frever, 68, president and trea- 
surer of the Samuel Weinhaus Company, 
Pittsburgh, Pa., wholesale jewelers, died 
July 14. Mr. Freyer entered the jewelry 
field shortly after graduating from the 
University of Pittsburgh in 1901. He 
joined the Samuel Wienhaus Company 
and served as vice-president until 1922 
when he became president. He is sur- 
vived by a daughter, a son and four 
grandchildren. 

Freo W. Pucuer, Mexico, ‘Missouri, 
jeweler, died recently in Saint Louis, Mr. 
Pilcher, who was born in 1878, was a 
second-generation jewelry retailer, his 
— having established the business in 
1868, 





Where to Buy 
IMPORTED 


China and Glass 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, individ. 
ual Breakfast Sety 


TEDMAN IMPORTING Co, 
225 Fifth Ave. Room 829 New York, WN, y, 






























ROYAL DOULTON 


English Bone China and Earthen a " 


The original production 





WM. 8. PITCAIRN CORPORATION — 
212 Fifth Ave. 








, 





JUSTIN THARAUD, Ine 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramerey 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 








MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 
MASON’S Iranstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and 
. WELLINGTON Bone China Teaware 











129 Fifth Avenue, New York 3, N. Y. 
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GIVE YOUR NEW STORE the 
double appeal that gets the busi- 
Toby ness. Inside as well as outside, 
ain plan to modernize with Pitts- 
burgh Glass and Pittco Store 
) Front Metal. This attractive 
jewelry store in Fort Worth, 
N.Y, Tex., shows howyour store’s sales- 
pull can be increased with Pitts- 
burgh Glass and Metal Products. 
Architect: Robert P. Woltz, Jr. 
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$ UCCESSFUL jewelers have 

S found a sure way to increase busi- 
ness—and profits. They draw more 
i" customers into the store by mod- 
ernizing the store front with Pitts- 
burgh Glass and Pittco Store Front 
Metal. They sell more goods by dis- 
playing them more smartly and 
effectively, by the generous use— 
| inside the shop—of Pittsburgh Glass. 
You—and a lot of other retailers 
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_| PLAN NOW a new store front and 


store interior that will sell more goods. 


—will want new store fronts and in- 
teriors. So you should start now—to 
avoid delays caused by the last min- 
ute rush—if you are to have altera- 
tions made promptly. 

See your architect to assure a well- 
planned, economical design. Our 
experts will be glad to consult with 
him and with you on glazing prob- 
lems. If desired, convenient terms 
can readily be arranged on the 


"PITTSBURGH stench for Duality Glass and (aint 


ok 
. {: Pittsburgh Plate Glass Company 
, 












“Pittsburgh ‘Time Payment Plan.” 

For your guidance we have pub- 
lished free booklets, illustrated by 
photographs of actual store front 
and store interior installations 
throughout the country, which will 
give you many interesting facts 
about the experiences of others. 
Send the convenient coupon today 
for information on Pittsburgh Glass 
and Pittco Store Front Metal. 






2347-5 Grant Building, Pittsburgh 19, Pa. 


Please send me, without obligation, 
your illustrated booklets on store mod- 
ernization. 


eae 


Address--.--- 





















by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


NEW guard finger is made from very small brass or 


nickel alloy taper pins. These may be purchased 
from your material jobber and are also used as replace- 
ment regulator pins, stud pins and for numerous other 
purposes. 

The tapered pin is pushed through the hole in the 
fork boss from the pallet arbor side out towards the fork 
slot (Fig. 12). This should be pushed in as far as it will 
go with pressure from the tweezers. A little nick is cut 
near the fork boss with a screwhead file so that it may 


Steps in making new guard finger and illustration of proper length of finger in its action, 


Replacing a Pallet-Guard Finger i 


Second part of an article on the adjustment and repair of pallet 
guard fingers by Henry B. Fried, instructor at Brooklyn High School 
for Specialty Trades and Executive Seeretary of the H.S.N. Y. 





iT 
\ 


be broken off ‘conveniently as in Fig. 13. It is made se 
cure by bracing the strong point tweezers as in Fig. 14 
and squeezing it in further. It is always best after jam 
ming the pin tight to leave some of the pin sticking out 
of the fork box (just a little less than is shown in 
Fig. 14). 

When filing the guard pin shorter to size, a square 
needle file with a safe edge is used. This file is placed 
flat on the fork horns so that the safe edge touches the 
fork horns. In this way the filing operation will not 
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Lok Again / 


HE’S GETTING long, appreciative looks 


from ‘millions of your customers. She 
appears in one of the advertisements in the 
big U. S. Time campaign running this fall 
in the great list of magazines you see here. 
Look again: at that list! It reaches all 
kinds of people in every walk of life 
because everybody is a prospective 
buyer of our watches and clocks. 


All the advertisements will reflect 


World’s Largest Makers of Watches and Clocks 


the beauty and distinction ofnew U. S. Time 

products that will soon be available. And 

they'll be only a ‘foretaste of the consis- 

tently big advertising to be done from now 

on by The World’s Largest Makers of 
Watches and Clocks. 

Rei Mice 
Count on U. S. Time products 
... but BIC. 


merchandising plans! 


. . in your postwar 


TIME 


Ingersoll « Kelton * Waterbury * Saga 


The United States Time Corporation, Sales Headquarters, International Building, Rockefeller Center, New York 20, N. Y. 


, 


54060304 
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harm the fork. The proper angle to file the guard finger 
is shown in Fig. 15 with the filing edge against the 
guard finger and the safe edge of the square needle file 
resting on the pallet fork horns. When the file is applied 
to the other side of the guard finger the resultant angle 
will be close to 90 deg. or one corner of the guard finger 
will be at right angles to the other. 


PROPER LENGTH OF GUARD FINGER 


By studying illustrations from 1 to 6 shown last 
month and 16, 17, 18 here, an idea of the proper length 
of a guard finger may be had. Fig. 16 shows the guard 
finger has been left too long and is rubbing against the 
safety roller. This will not permit the balance to rotate 
freely. The banking pin (A) should never be tampered 
with except by watchmakers experienced in escapement 
adjusting. Should the banking pin be farther to the left, 
the guard finger may move away from the edge of the 
safety roller but when the fork and guard finger are en- 
tering the passing hollow B or safety roller crescent, the 
tip of the guard finger may butt against the innermost 
corner of the crescent C as shown in the phantom views 
of the dotted lines. Fig. 17 shows the guard finger with 
an effective length. The lever is resting against the 
banking pin and the guard finger has sufficient clearance 
(B) from the safety roller (see Figs. 2 and 4). The 
guard pin enters the crescent A and the path of 
the guard finger C intersects the edge of the safety roller. 
Fig. 18 shows the guard finger filed again too short. The 
guard finger is too far away from the edge of the safety 
roller leaving the pallets and escape wheel no margin of 
lock safety. Also the path of the guard finger shown in 
the dotted line barely intersects the edge of the safety 
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Replacing a new guard finger in the single roller escapem 


i 
BN 


roller leaving no bar to the unorderly procession of the) 
guard finger from one banking pin to the other without: 
benefit of action with the balance roller jewel. 1 


SINGLE ROLLERS 


Single rollers are fast disappearing from the market, 7 
as today the double roller escapement prevails. How- 
ever, there is still a considerable number of these” 
watches yet around to merit some mention. The safety | 
action of this roller is in an upright pin projecting at 
right angles from the pallet fork. This acts against the 7 
edge of the roller which in this case serves both as a body © 
for the jewel pin and the safety roller. Fig. 19 explains 5 
the action. Fig. 20 shows how the roller moves across the © 
path of the fork. The guard pin enters the crescent and — 
the roller jewel receives an impulse from the pallet. Fig. 9 
21 shows the top view of this same action. Fig. 22 shows 7 
how the new taper pin is inserted. The pin is inserted 7 
and broken off near the edge of the underside of the © 
pallet fork. It is then driven further in and tightened by 7 
placing the fork into the staking set with the thin part 7 
of the tapered pin in a hole of the staking die and driv- 7} 
ing the pin down farther with a small flat-faced punch. © 
The pin is then shortened to size. These pins should be ~ 
long enough to engage the roller edge and yet not too — 
long that it catches the balances arms (C, Fig. 24). 

Bending the guard finger simply forward to overcome 
overbanking will not do the job since the distance be- 
tween the edge of the upright guard finger and the edge 
of the roller varies when the endshake increases. Fig. 
23 shows this. The space (A) is the distance between 
the guard finger when the watch is in the dial up posi- 

(Please turn to page 348) 
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ow the sales begin : 


war ecsdascsae \chashales easing, there are a few 

chron electric clocks coming off our production lines | 

7ow. We’re telling your customers that you will have | 
m soon through 40, 000, 000 advertising messages in. 


SATURDAY EVENING post oe COLLIER’S ce LIFE 
IN MAGAZINE LADIES’ HOME JOURNAL AMERICAN WEEKLY 


F He Bohs ey re fie r i Fi 


“TELALARM”“ 


Smart, dependable alarm, but at 
home in any room in the house. 
Handsome plastic case in ivory 
color. Luminous hands and dial. 


Telechuon ELECTRIC CLOCKS 


REG. U. S. PAT. OFF 


WARREN TELECHRON COMPANY ASHLAND; MASSACHUSETTS 
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ASTING—wWhat method is best for doing an oc- 

casional job of casting like to reproduce a carved- 
front cuff-link for replacing a lost one of a pair? (Ques- 
tion No. 5759) M. R. T. 

Answer—The quickest way is to make a mould of 
cuttlefish bone, which may be bought from any jewelers’ 
supply dealer. Flatten two pieces of this on their 
“porous” sides and lay the pattern—the thing to be re- 
produced—on one piece of the bone. Press the other one 
down on the pattern until the flat sides meet fully and 
file the edges of bone together until flush with each other. 
Saw across the edges several notches and then separate 
the two halves of the mold so made and remove the pat- 
tern. Blacken each side of mould with candle-smoke. 
File a “gate” to lead from a side of the pair into the 
depression made by the pattern and scratch a few lines 
across the flats, to the depression, to provide air-vents. 


Bind the halves together with iron binding-wire passed. 


through the saw-slots in the edges. Cut a piece of char- 
coal funnel-like and wire it to connect with the gate in 
the mould. Into this, pour the melted metal, to make 
the casting. 


JENICE TURPENTINE—Venice turpentine was 
recommended for soft-soldering emblems on jewelry ; 
what is it, and how used? (Question No. 5760) E. J. R. 
Answer—Venice turpentine is rosin dissolved in 
spirits of turpentine, enough rosin to make a thick syrupy 
solution. Apply enough of this to the work so that none 
of it is visible beyond the edges of the emblem. The 
solder will flow exactly where the flux is, and nowhere 
else, if amount of solder is carefully regulated, with no 
excess, 


OLISHING PIVOTS—Been trying pegwood with 
diamantine for polishing pivots and it seems to work 
quicker than my bell-metal lap did. Is there any ob- 
jection to this? (Question No. 5761) M. L. D. 
Answer—We believe that if you could magnify suf- 
ficiently the pivots you polish with pegwood, compared 
with those polished with bell-metal—that is, ‘magnify 
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them larger than a double loupe does—you would see 
that the bell-metal lap makes your pivots straighter and 
more true in form than the pegwood polisher could make 
them. The wood is soft and cannot “dominate.” It is 
deformed by the pivot it is working on but the hard 
metal cannot be deformed, hence gives its form to the 
work, 


ATHE SPEED—When turning blue-hard steel, in 
making staffs, etc., how fast should lathe be run? 
(Question No. 5762) S. T. F. 

Answer—Rather slowly than too fast. High speed 
in turning tempered steel increases the tendency of the 
steel to “burnish”—that is to compress the steel on its 
surface, so that it becomes harder and more difficult 
to cut. 


IL QUENCHING—What does oil do to red-hot 
steel in hardening it, different from water? I have 
been told to use oil instead of water for hardening drills 
and gravers. (Question No. 5763) H. A. N. 
Answer—wWhatever you use for quenching red-hot 
steel to harden it, whether water, brine, oil, etc., any 
difference in results is made by the rate at which these 
liquids cool the hot steel. The slower the cooling, the 
less hard will the steel be made. Oil carries off the heat 
more slowly than water; so oil-quenching will not make 
the steel as hard as water-quenching would. Adding salt 
to water (brine) will cool steel more rapidly than pure 
water will, and this will produce harder steel. The be- 
lief that something from oil, brine, etc., penetrates the 
steel and makes a different result in that way, is an 
error; the rate of cooling is what makes a difference. 
What we recommend is that plain water be used for 
quenching in the watchmaker’s work, and then use the 
color-tempering method for getting the exact degree of 
hardness best for each purpose. 


Bek WASHERS—How many seconds per day 
slower will a watch run for each balance washer 
added? (Question No: 5764) R. M. 

Answer—The answer to your question’ would vary, 
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4 ou way these clocks have performed, day in 
and day out, through the long years of clock 
“famine”, who could blame an owner for being 


so proud of her Sessions! 


AND WHEN the time rolls ’round again to turn 
them out in quantity, Sessions Self-starting Elec- 
tric Clocks will have all the fine former features 


“She won’t have her picture taken without her SESSIONS Clock!” 


plus several exciting new ones to rave about! 


THE New SezssIONs line, from self-starting elec- 
tric alarm clocks to the traditionally delightful 
Westminster Chime models, will be strongly 
backed by advertising and merchandising cam- 
paigns. The Sessions Clock Company, Forestville, 


Connecticut. 


essions (locks 


“The House of Westminster Chimes” 


oe las 
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depending upon the size of the watch (i.e., the weight of 
the balance) diameter of balance, and weight of the 
washer. The latter varies in different “makes” of wash- 


‘ers. Usually, the box furnished with sets of washers has 


on it a table stating the effect of those particular wash- 
ers on rates of various sizes of watches, that is approxi- 
mately dependable. If your washers are not in such a 
box, you will have to guess-and-test to determine wash- 
ers’ effects. 


UBY-PIN—What is a ruby-pin in a watch? (Ques- 
tion No. 5765) F. B. 


Answer—The roller-jewel, for conveying the force 
of “impulse” from the escapement -to the balance, 
through the fork-slot. 


YLINDER SIZE—We have a stock of assorted un- 
finished Swiss cylinders, and a job turned up to 
put in a new cylinder. How can we make sure of the 
correct diameter? (Question No. 5766) C.S.N. 
Answer—Assuming that the escape-wheel is the cor- 
rect one for the original design of the watch, the way to 
select a cylinder of the right diameter is to try cylinders 
between the toe and heel of adjacent escape-wheel teeth 
until one is found whose full outside diameter will go 
into the teeth space with just noticeable freedom, and 
this play or “shake” is what will be outside-drop in the 
action of the escapement. Then try several of the teeth 
inside the cylinder; a little play there is what will be 
inside-drop. In trying cylinders this way, you must hold 
them in the position in relation to the wheel that the 
parts occupy when in action. 


| Loe MEASUREMENT—wWhat is the length of 


one ligne of Swiss watch diameter measurement, 
expressed in millimeters? (Question No. 5767) N. A. M. 


Answer—One ligne is equal to 2.256 millimeters. 


UMBER OF JEWELS—Do any watches have 
more than 23 jewels? (Question No. 5768) 

J. LK. 
Answer—A timepiece watch (without complicated 
features like chronograph, repeater, etc.) with 23 


- jewels, is as fully jeweled as it can be made with techni- 


cal advantage. This would have to be a watch with 
motor-barrel, where the barrel arbor runs all the time 
the watch runs, so that the arbor pivots may legitimately 
be jeweled. The other 21 jewels would be: hole jewels 
throughout the train, escapement and balance, and cap- 
jewels at the upper and lower balance, pallet arbor and 
escape-wheel pivot bearings, as well as the pallet stones 
and roller jewel. Watches jeweled legitimately with 
more than 23 jewels would have to be complicated 
watches like repeaters, split-seconds, chronographs, etc. 


OLDERING RING—What safety measures can be 

taken in soldering shank of a ring without removing 

a stone, to prevent damaging stone by heat? (Question 
No. 5769) C. H. A. 


Answer—Wrap the ring, including the stone, with 
wet tissue paper, strips of which should be wound around 
and through the ring, built up until a thick layer of the 
wet paper covers all but the part to be soldered, Under 
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that part, thrust a sliver or cut piece of charcoal, that 
will be between the stone and the point where heat is 
applied. The charcoal will keep heat where it is needed, 
and quicken the work; which can be safely done pre- 
pared as directed. 


IAMONTINE—What is diamontiue? Sapphiring? 
Are these powders actually crushed diamonds ang 
sapphires? (Question No. 5770) C. D. 


Answer—We believe that the abrasives you name are 
chemically formed crystals of the element boron, made 
in Switzerland. As far as we know, details of the proe- 
ess are commercial secrets. We believe that the powders 
tinted blue or pink, called trade-names : suggesting gem- 
stones of those colors, are diamantine that has been 
colored accordingly. 


ARREL DIFFERENCE—TI understand all about 

the construction of motor barrels and going barrels 
in watches. But I'd like to know what advantage, if 
any, the motor barrel has oven the old going barrel? 
(Question No. 5771) W. B. 

Answer—lIn the motor barrel, the pivots on which 
the main-wheel (the toothed disc) turns, are of smaller 
diameter than the shoulders’ on the barrel arbor in the 
-going-barrel, on which the barrel turns as the watch 
runs. The pressure and friction on either of the above 
is severe. In the motor barrel, this friction acts at a 
smaller radius (distance from axis) than it does on the 
large-diameter arbor shoulders in the going» barrel. 
Hence there is less effective friction to retard motion. 
Besides this, in the motor barrel the depthing (engage- 
ment of main-wheel teeth with center-pinion leaves) is 
affected by the side-shake of only the main-wheel pivots, 
one pair, whereas in the going-barrel there is sideshake 
of two pairs—the barrel arbor pivots and the arbor 
shoulders—and the total of these shakes may amount to 
more uncertainty of action in the depthing. 


LD WATCH—TI have had for repairs, an old verge 

watch with name on plate: ‘Wallerius-Norrkop- 
ing.” Can you say how old this watch is? (Question No. 
5772) I. N. G. . 


Answer—The watch referred to was made by E. 
Wallerius, who was in business in Norrkoping, Sweden, 
a town about 75 miles southwest of Stockholm, between 
1785 and 1800, according to data we have in our collec- 
tion. This does not say how long before 1785 nor after 
1800 this maker may have been working, but it is clear 
that the watch is approximately a century and a half old. 





REPLACING A PALLET-GUARD FINGER 
(From page 344) 

tion. When the watch is upside down the endshake 
brings the roller table lower and the distance then be- 
comes as great as shown in space B. The proper bending 
practice is shown in Fig. 24. 
Reference and further study: Escapement and Train 
of American Watches, Wilkinson. Watch Repairing and 
Adjusting, Borer. Helpful Hints to Watchmakers, Wal- 
tham Watch Company, Horologists’ Loupe, June, 1944, 
Horological Soc. of N. Y. 
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Manufacturers’ News 


“War Bond Exhibition Ship 


Has Hamilton Chronometer 





Miss June Rice of the Hamilton Watch 
Company, who helped make thousands of 
Hamilton Marine Chronometers, shows one 
of them to Lieutenant E. R. Wassman, 
navigation officer of the battlescarred air- 
craft carrier U.S.S. Franklin, which recently 
returned from the Pacific Area under her 
own power. The Franklin had three Hamil- 
ton Chronometers aboard—one of which 
was destroyed during the battle sixty miles 
off the Japanese coast. 

Miss Rice placed the chronometer shown 
on board the U.S.S. Fighting Lady—a 100- 
foot scale model of an aircraft carrier made 
by the Navy to help the sale of War Bonds. 
The Fighting Lady was exhibited at Rocke- 
feller Center in New York, and is expected 
to be shown in other large cities. 





Ronson's Canadian Subsidiary 
Becomes Ronson in Name 


The Dominion Art Metal Works, Ltd., 
of Toronto, Canada, wholly owned sub- 
sidiary of Ronson Art Metal Works, 
Inc. of Newark, New Jersey, has fol- 
lowed the lead of the parent organiza- 
tion which recently added the word 
“Ronson” to its corporate name, by 
changing its designation to Ronson Art 
Metal Works (Canada), Ltd. 

Chartered in 1928 to manufacture and 
distribute Ronson lighter products and 
accessories for the Canadian market, the 
company outgrew its original plant at 
64 Princess Street, Toronto, a subsequent 
one at 3819 Adelaide Street West, 
Toronto, and now makes its home :n 
the Ronson Building, its own spacious 
structure at 290 Weston Road, in the 
same city. 

Since 1939, most of its facilities have 
been utilized for the production of war 
materiel. Ronson lighters made during 
the war years have been distributed 
among the Dominion armed forces, while 
Ronson fuel, flint and wick have been 
available for general consumption. 
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"Keepsake" Advertising Campaign 


Again Greatly Expanded 


A series of large advertisements in 
the rotogravure and society sections of 
leading newspapers in 50 of the nation’s 
largest cities, adds to the power of a 
greatly expanded national magazine 
campaign in the Fall 1945 advertising 
program of “Keepsake” diamond rings. 
Newspapers to be used have a combined 
total circulation of 18,188,752. 

In the national magazine campaign, 
Keepsake lias contracted for 98 inser- 
tions—several of them full pages in full 
color—in 24 of the leading periodicals 
with a total combined circulation of 90,- 
455,450. . 

These announcements highlighted the 
presentation of Keepsake’s advertising 
and merchandising plan for Fall 1945 
at the semi-annual Keepsake sales meet- 
ings held from Aug. 27 through Sept. 1 
in Syracuse, N. Y.; Chicago and Denver. 
Robert A. Pond, president of A. H. 
Pond Co., Inc, makers of Keepsake dia- 
mond rings, and John B Flack, Keep- 
sake’s advertising specialist, announced 
the program to sales representatives. 

New advertising aids for dealer use 
include a 24-sheet outdoor poster, fea- 
turing a romantic painting by Arthur 
Sarnoff, a series of radio transcriptions 
for five-minute musical programs, and a 
new series of one-minute dramatized 
spot announcements. Also available are 
an attractive window sales presentation, 
a new series of 13 movie trailers, and 
a group of newspaper mats for jewelers’ 
local advertising. 

A new consumer folder, counter and 
window plaques, and a series of bus 
cards, round out the program. 

“In Syracuse, Mr. Pond and Mr. 
Flack met with Keepsake representatives 
of the Eastern states, including George 
E. Dunn, Norman O. Cushing, J. E. 
Fitzpatrick, R. D Gould, R F. Jenks, 
H. P. Warner, and George E. Fahys. 
Roland B. Pond, secretary of the A. H. 
Pond Co., Inc., and Henry C. Beadel, 
vice-president and treasurer, participated 
in the Syracuse meetings. 

Meeting in two-days session at Chi- 
cago with Mr. Pond and Mr. Flack were 
V. O. Bente, Don Chaddick, J. E. 
Donohue, Mr Fahys, A. R. Greene, Ar- 
den A. Longcroft, W. F. McCulloh, C. 
L. Petty, and Sid Phillips. 

Keepsake sales representatives from 
the Western states opened their meeting 
August 31 in Denver. Those attending 
were Harry Braunsdorf, W. L. Cal- 
kins, W. E. Carter, J. F. Douglass, C. 
E Gill, Burr Williams and Ray Wil- 
liams. . 





Friedemann to Philadelphia 
For Providence Jewelers, Inc. 


Providence Jewelers, Inc., of Provi- 
dence, announce the transfer of Edward 
F. Friedemann from the New England 
territory to the Philadelphia, Baltimore 
and Washington territory where he will 
handle, exclusively, their line of costume 
jewelry. Mr. Friedemann’s transfer is 
effective at once. 





Nephew of Reed & Barton Founder 
Honored on 90th Birthday 


Sixty-eight years ago this Fall, in 1877, 
Nathaniel A. Cushman as a young man 
went to work for his uncle, Henry C- 
Reed, one of the founders of Reed & 
Barton, the world-famed 121-year-old 
firm of Taunton, Mass., silversmiths. In 
1932, after 55 years of continuous ser- 
vice, he retired, at the age of 77, but 
last month he returned for a day to 
celebrate his 90th birthday. 

Surrounded by a group of friends, 
both old and new in the Reed & Bar- 





Nathaniel A. Cushman, left, is presented 

with gifts by Colonel Arthur Ashworth, Pres- 

ident of Reed & Barton, at his 90th birthday 

party, held in the 1!2Zi-year-old Taunton, 
Mass., silverware plont. 


ton executive dining room on Friday, 
August 8, Mr. Cushman cut a huge cake 
bearing the legend “Happy 90th Birth- 
day, Nat”, and was presented with a 
handsome barometer by Colonel Arthur 
Ashworth, President of Reed & Barton, 
and a hand-lettered plaque composed 
by Vice-Pres. Joseph H. Martin. 

Exemplifying the fact that when a 
man has friends about him he never 
need feel old, Mr. Cushman regaled his 
fellow-diners with many extemporaneous 
quotations expressing the philosophy of 
one who is “ninety years young”—all? 
delivered with an aplomb and vigor 
worthy of a man half his age. 

He expressed keen pride that during 
the present war his old firm has been 
honored with four Army-Navy “E” 
citations for having turned out huge 
quantities of equipment, and supplies 
for the armed forces. 





Doxa Watches Here to Stay 


Doxa watches will be no “peace-time” 
casualty, it is emphasized by Adolf 
Schwartz & Son, American importers of 
the line. 

Undoubtedly some of the many makes 
of Swiss watches that have appeared 
in the American market will disappear 
from the scene again with the return 
of a more normal situation. 

Doxa, however, is not in that group. 
On the contrary, the company plans not 
merely to hold but to increase its Ameri- 
can distribution in the post-war period, 
adding more jewelers to its present list 
of dealers, and supplying larger quan- 
tities of watches to those who need them. 
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"Koroseal'’ Watch Straps 
Again Available 








“Singapore” watch straps molded of 
Koroseal, the much publicized B. F. 
Goodrich Co. plastic, are now available 
for civilian use, announces H. J. Searer, 
President of Akron Linen Products Co., 
Akron, O. 

The Akron company is the exclysive 
’ manufacturer of watch straps made of 
Koroseal, which is claimed to resist sun- 
light, acids, corrosives, water, oxidation, 
perspiration, and _ prolonged flexing. 
They can be cleaned with a damp cloth 
and are said to be stronger than leather 
and as comfortable as linen. Singapore 
Koroseal watch straps are furnished in 
crystal, navy blue and brown—plain or 
perforated design—but at present only 
in’ the popular %” width. Additional 
colors and sizes will be added to the 
line as soon as possible. 

The straps are furnished on an easel 
counter card displaying six units. 





H. T. Schubert Becomes Head 


Of Oneida's Hollowware Division 


H. T. SCHUBERT 





H. T. Schubert has been appointed 
manager of Oneida, Ltd’s. Hollowware 
Division. Mr. Schubert has been a repre- 
sentative of the Community Sales Divi- 
sion of the company, working out of the 
New York Office, where he has been 
located since 1921. For the past three 
years he has been the Oneida represen- 
tative at Wright Field, Dayton, O. 

Mr. Schubert will also act as Sales 
Manager of the Oneida Community 
Hollowware Division covering the Com- 
munity, Tudor Plate and Oneida, Ltd. 
hollowware lines. 
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Pierce Watch Co. Announces 
Intensified Advertising Campaign; 
Names J. M. Mathes Adv. Agft. 


Lawrence L. Preiss, president of the 
Pierce Watch Company, announces the 
appointment of J. M. Mathes, Inc., to 
place its advertising. Plans are being 
completed for an intensified campaign 
utilizing magazines, newspapers and 
radio. In addition, several unique pub- 
licity tie-ups featuring famous _per- 
sonalities are scheduled to break soon. 

Theme of the campaign has been 

drawn from Pierce’s wartime sales ex- 
perience in -providing medium-priced 
watches to appeal to civilians as well 
as servicemen and women. 
- “Performance and design standards 
which have become popular with mili- 
tary personnel have greatl¥ influenced 
the civilian market,” says Edward I. 
Fessler, advertising manager for Pierce. 
“Dependability and smartness of design 
have always been a part of, the basic 
vocabulary of watch buyers and, for 
this reason, necessarily of watch manu- 
facturers. 

“The meaning of dependability covers 
a lot more today than it did a few 
years ago when a watch was considered 
dependable if it kept correct time pro- 
vided it was carefully handled. With 
new methods and as a result of the great 
success scored during the war by the 
Pierce Parashock, dependability will be 
assured even by watches subjected to 
unusual stresses. 

“Out of Pierce’s research experiences, 
has evolved a watch that completely re- 
sists knocks, air pressure, water and 
magnetic force, yet it is smartly cased 
and exquisitely designed. 

“The rigid limitations upon changes 
in size or fundamental alterations in de- 
sign have placed the entire burden of 
fulfilling the new public concept of de- 
pendability upon better engineering, to 
achieve greater efficiency through use of 
superior and scientifically conditioned 
materials.” 





Perry Associates Add Stylist 


A. S. Perry & Associates, Merchan- 
dising Counsellors of New York and 
Atlanta, announce that they have re- 
tained Betty Groff, noted Fifth Avenue, 
New York, fashion authority, to act as 
consultant in styling jewelry made or 
designed exclusively for them. 

Miss Groff has been fashion editor of 
two-well-known style magazines and will 
assist the Perry organization in co- 
ordinating jewelry fashions with hair 
and clothes styles. 

According to A. S. Perry, of the firm, 
this is one of the few concerns in the 
jewelry industry that retains a stylist 
for such purposes. 


Weinrich Appoints Bergsman 
As Chicago Representative 


H. Weinreich & Co. announces the 
appointment of Leon A. Bergsman as 
their Chicago representative. 

Mr. Bergsman, a native of the Middle 
West, who has covered this territory 
since 1926, has a long experience in the 
jewelry field and is regarded as an ex- 
pert on jewelry merchandising. 

Mr. Bergsman will maintain . offices 
and showrooms, with an extensive line 
of Winey Creations, in the Merchandise 
Mart in Chicago. 





Swank Announces New Line 
In Karat Gold Quality 


Swank, Inc., leading manufacturers of 
men’s jewelry, announce that a com. 
prehensive collection of karat gold jew- 
elry for men will be presented the firs 
part of September, and will be in re. 
tailers’ stocks before November 15, jp 
time for holiday merchandising, 

The Swank karat gold line includes , 
full range of men’s jewelry for every 
need, designed with functionalism, style 
correctness and masculine touch, 

“The manufacture of Swank kara 
gold jewelry has been contemplated fo; 
s&me time and is, in reality, a part yf 
our post-war planning to round out oy 
position in the field,” announces J, Cay). 
ton Bagnall, Executive Vice-President 
and General Manager of the firm. “This 
line has deliberately been prepared with 
an eye to completeness and no effort has 
been spared to make it outstanding.” 

The new line will be supported by a 
large-scale national magazine advertis. 
ing program, to blanket both the clas 
and the mass markets, and has beep 
geared to appeal to women, the pre. 
dominant gift buyers of masculine jew. 
elry, as well as to men. Advertisements 
in color will appear in eleven of the 
country’s most important magazines, 





Bulova Wins Safety Award 





For the third consecutive year, th 
Bulova Watch Company plant at Wood- 
side, Long Island has won the New 
York State Safety Award for the out 
standing safety record in the state. 

In the photograph above, Edward J. 
Powers, Executive Director of the New 
York State Insurance Fund is present 
ing the award to Otto Brullhard, Vice 
President and General Manager of the 
Bulova Plant at Woodside. Looking m 
is Frank Leckler, Maintenance and 
Safety Engineer at the plant. 





Prizes for Naming Famous Hills 


A $5.00 cash prize is being offered by 
Hill & Co., of Chicago to any JCK 
reader who first submits the name of 4 
famous hill which can be used in cor 
nection with the company’s current 
vertising series on “Famous Hills in 
History.” 

The original artwork, signed by the 
artist and suitable for framing, 
also be sent to each winner in addition 
to the cash prize. 

A consolation prize in the form of # 
$2.00 merchandise certificate will be seat 
to every jeweler submitting a sugg® 
tion, even though the idea is not used. 

Suggestions should be sent to Hill 
‘& Company, 5 N. Wabash Ave., Chi- 
cago 2, Ill., mentioning this news item. 
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Peyrot Named Superintendent 
pa Bros. Factory 


fy 


GEORGE PEYROT 


George Peyrot of New York has been 

appointed factory superintendent of 
Granat Bros., announces Joseph Granat, 
president of the San Francisco firm. 
A native of France, Mr. Peyrot re- 
ceived his early training and experience 
in Paris, with some of the finest jewelry 
concerns on the continent. He came to 
New York in 1926, where he was asso- 
ciated with Harry Winston, Inc., later 
assuming charge of factory operations 
for the Rubel Jewelry Manufacturing 
Company. 


In announcing Mr. Peyrot’s appoint- 


ment, Mr. Joseph Granat said, “We are - 


pleased and proud to attract to the 
Granat institution, a man of Mr. Pey- 
rot’s reputation and experience. His 
affiliation with us is a preliminary step 
toward greatly enlarged and expanded 
national’ marketing plans for Granat 
products.” 


Two New Sales Representatives 
For Longines-Wittnauer 





STANLEY KIRK 


HOWARD ENGELMAN 


The Longines-Wittnauer Watch Co. 
announces the addition of two new rep- 
resentatives to the sales staff. Stanley 
Kirk, who is well known to the jewelry 
trade and has had many years of ex- 
perience with the problems of the retail 
Jeweler, has been appointed sales repre- 
sentative in the Southwest. 

Howard Engelman, who recently re- 
tired as Captain from the U. S. Army 
will represent the company in California, 
under the direction of Art Towoim,. who 
18 Manager of the Pacific Coast district. 


Blumstein Opens West Coast Office 


A. Blumstein, 37 West 47th St., New 
York, importer. of. Paul Ditisheim 
watches, will open an office in Los An- 
geles shortly and will have his repre- 
Sentative call on Pacific Coast custom- 
ers. Harry Shapiro of A. Shapiro & 
Son, who formerly carried this line of 
watches, has now retired. 
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International Silver's Factory E 
Wins Insurance Safety Award 


For an enviable record for accident 
prevention and safety, in which during 
six months more than a million man 
hours were worked without a lost time 
accident, employees of International 
Silver Company Factory E were honored 
with the presentation of the Liberty 
Mutual Accident Prevention flag on 
July 9th. The award was made at In- 
silco Hall at a special award dinner at- 
tended by over 100 employees represent- 
ing various departments of the company. 

The safety award to Factory E was 
made on the basis of 1,374,016 man hours 
without a lost time accident from No- 
vember 9, 1944 to May 21, 1945. This 
awared is presented only to companies 
whose accident prevention records are 
outstanding, and this is the first time 
that it has been presented in the state 
of Connecticut. 

Factory E is the largest of the In- 





Factory E group receives Safety Award 
Flag. Left to right: Clarence Garner, J. W. 
Hosdowich, Salvatore Angelette, Ellis Knapp, 
Janet Nothnagle, Raoul Bunnell, James 
Clayton, Fred M. Stevens, Anthony Siino, 
H. H. Mudgett, Edward Zaichuk, Liberty 
Mutual Engineer, A. J. Kowalski. 


ternational] plants, and in peacetime is 


known throughout the nation for its : 


famous 1847 Rogers Bros. Silverplate 
and Holmes & Edwards Silverplate, as 
well as fine silverplated hollowware and 
church goods. Since the beginning of 
the war the factory has been engaged 
in war work, making such things as 
incendiary bombs, 50 caliber links, parts 
for Browning rifles, magnesium incen- 
diary bombs, oil bombs, 40 mm shell 
clips, radar parts, and many other itéms 
for the various branches of the armed 
services. It was awarded the Army- 
Navy “E” on January 4, 1944. 

The safety award is particularly sig- 
nificant at this time since it bears 
tribute to the fine work and cooperation 
of the men and women there in pre- 
venting accidents at a time when the 
nation needs people uninjured and on 
the job. 


Sceptron Jewelry Creations 
To New, Larger Quarters 


To accommodate more comfortably and 
in a more convenient location, the jewel- 
ers and wholesalers who visit New York, 
Sceptron Jewelry Creations have taken 
space for modern showrooms and offices 
at 7 East 42nd St., New York, just off 
Fifth Ave. 

Executives of the firm will be glad 
to welcome all those in the trade who 
visit the new quarters. 


| Jewelry Mfr. Back from the Army 


LEO I. SAGAL 





Leo I. Sagal, President of Edmond 
Genét, Inc., (formerly Vim Jly. Co.), 
has received his discharge from U. S. 
Army Ordnance, and is again personally 
directing the company’s activities. The 
firm is manufacturing men’s watch at- 
tachments, in karat gold, and elaborate 
karat gold coaktail cases of original de- 


sign. 


Unusual Art Treatment 
Features Vulcain Advertising 


Stroboscopic photographs of the type 
recently featured in Life magazine are 
used to illustrate the current advertis- 
ing campaign of Vulcain Grand Prix 
watches. 

These remarkable pictures are made 
by multiple exposure on a suitable plate 
with rapidly oscillating lights. Moving 
objects thus photographed appear upon 
the plate in a series of sharp stills. The 
value of such photography is that it 
enables rapid and complicated motion 
to be studied at various points of prog- 
ress. 

The use of stroboscopic photos ties in 
neatly with an important feature of 
Vulcain production: all Vulcain watches 
are stroboscopic tested in motion. As 
the copy puts it: “Time broken into pin- 
point fragments.” 

The pictures for this unique campaign 
were taken by Ralph Bartholomew, Jr. 
The copy, too, is unusual for watch ad- 
vertising. It is treated in semi-verse 
form without captions. 

Vuleain advertising is handled by Ben 
Sackheim, Inc., and appears in a list 
of eight, consumer magazines of the 
“quality” type. 


Sees Good Future for Swiss Watches 


Swiss watch factories are working at 
top speed to fill orders from American 
importers for the Christmas trade, ac- 
cording to Max Epstein, executive officer 
of the Monarch Watch Co.—580 Fifth 
Ave., who has just returned from a trip 
to Switzerland. 

Mr. Epstein arrived in Bienne, Switz- 
erland, July 6, and spent 15 days there 
interviewing leading watch producers. 
He found them very eager, he says, to 
cooperate in every way possible to main- 
tain a continuous flow of watches and 
watch movements to the United States. 

Mr. Epstein is optimistic about the 
future of Swiss watches in America, 
even after the American factories be- 
gin producing again for the civilian 
market. There is, he believes, and will 
continue to be for a long time after 
the war in the Pacific ends, a sufti- 
ciently large demand for watches of all- 
types to absorb all that are likely to 
be available. 
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---.- and G-E Lamps lead the way! 
See how G-E | b di k 
(oYeYeYe) thet ail-etpoctent “boper’s ingle.” 


Overhead Lights | Overhead, the G-E fluorescent lamps create a mod- 
ern, harmonizing effect to enhance your store’s dis- 


i. tinctive appearance. G-E adjustable projector lamps 


provide an easy way to feature special displays. 





Cove Light In Coves, the new slender G-E slimline goes into 


small space to add tone to the walls. 





Behind and beneath shelves and in show cases, G-E 
Slimline lamps are easy to conceal—take up minimum 
space, yet supply plenty of light to help your patrons 
see and buy! Find out how G-E lamps can help your 

Shelf and 4 ‘ ° ae hae . 

Show Case Lights Wall Light Store with seeing, the biggest thing in selling. 





Hear the G-E radio programs: “The G-E All-Girl Orchestra,”’ Sunday 10:00 p.m. EWT, NBC; “The World Today” news, Monday through Friday 6:45 p.m. EWT, CBS; 
“The G-E Houseparty,”” Monday through Friday 4:00 ov m. EWT, CBS. 
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BUY MORE 
WAR BONDS 


GE LAMPS 


GENERAL @ ELECTRIC 
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G-E Appliances Available Soon 


With five exceptions, all models of the 
electrical appliances which The General 
Electric Co. will offer the public in 
the months immediately ahead are basi- 
cally the same as those it sold just be- 
fore the war. 

“We have had to hew pretty closely 
to our old lines,” C. R. Pritchard, Gen- 
eral Sales Manager of the company’s 
Appliance and Merchandise Depart- 
ment, explained, “because General Elec- 
tric’s principal job has been to build 
equipment for the armed forces. 

“However, the government has given 
permission to resume the manufacture 
of certain civilian goods for which there 
is a real need. So as war production 
cutbacks have. occurred, we have swung 
back into civilian production not only 
to meet this consumer need, but more 
importantly, to maintain employment. 

“To speed our output of electrical 
appliances, therefore, we have gone back 
to slightly modified 1942 models which 
do not require new machine tools, fix- 
tures and facilities — which, in other 
words, can be most quickly placed in 
production alongside our war produc- 
tion lines that are still operating at 
high speed. 

As announced today, General Elec- 
tric’s household electrical appliance line 
is complete except for sunlamps. The 
number of models available in each 
line, however, is generally limited. 

For instance, until further notice, 
G. E. will produce only three models of 
electric clocks, two styles of toasters, 
one mixer, four coffee makers, and so on. 

Production of four types of appliances 
—electric clocks, irons, portable heaters 
and refrigerators—is already underway, 
and manufacture of a number of other 
appliances is expected to start within 
the next few weeks. 





New Double Eye-Piece Loupe 





A new plastic Berger loupe, excep- 
tionally useful in occupations involving 
close work, is announced by the Ameri- 
can Optical Co., Southbridge, Mass. 

Since. the frame is made of light- 
weight plastic instead of metal, the new 
loupe is light and comfortable. It is also 
adjustable for different facial contours 
and widths between eyes, is well-ven- 
tilated and can be worn comfortably 
over glasses, thus providing for both 
magnification and eye correction. Pre- 
cision-ground glass lenses give a mag- 
nification of two and one half diameters. 
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Gruen To Share Retailer's Ad Cost 
Under New Co-operative Plan 


A cooperative advertising plan under 
which the Gruen Watch Co. will pay 
up to 50 per cent ‘of the cost of news- 
paper space used by retailers in advertis- 
ing Gruen watches, has just been an- 
nounced by Gruen’s president, Benjamin 
S. Katz. 


| 
| 


Agreements by which the manufac- — 


turer pays a part of the cost of the 
retailer’s advertisement have been in 
effect for many years in some non- 
jewelry lines, such as clothing, shoes, 
cosmetics, etc., but it is believed that 
this is the first instance of such a plan 
in the jewelry field. 

. The Gruen program provides for a 
sliding scale of advertising expenditures 
based upon the two factors of the retail- 
er’s total annual purchase of Gruen 
watches and the proportion of his adver- 
tising expense to the quantity of Gruens 
that he buys. 

For example, if his annual purchases 
of Gruen watches are between $1,000 
and $14,999, then on whatever he spends 
in advertising Gruen watches up to four 
per cent of the amount of his total an- 
nual purchases, Gruen will pay half the 
cost of the newspaper space. 

If his purchases are between $15,000 
and $29,999, Gruen will allow him half 
of whatever he spends for space up to 
six per cent. On annual purchases of 
$30,000 to $49,999, Gruen pays half of 
any amount up to eight per cent. If the 
annual total is from $50,000 to $99,999, 
half of up to 10 per cent; and $100,000 
to $249,999, half of up to 12 per cent. 

If the jeweler spends less than the 
amounts shown in the above table, Gruen 
divides the expense on a fifty-fifty basis. 
If, however, the retailer spends more, 
the retailer pays the excess. 

To qualify for this arrangement, the 
advertisement must be devoted exclu- 
sively to Gruen watches, except that 25 
per cent or less of the space may be 
used for advertising other items than 
watches, provided no manufacturers’ 
names or trademarks are used. If Gruen 
advertising mats are not used, the name 
“Gruen” must be displayed in the head- 
ing of the ad. Proofs of all advertising 
on which the allowance is claimed, to- 
gether with a memorandum of the date 
of insertion, cost of space, etc., must be 
submitted on a form provided by Gruen. 

The arrangement is made retroactive 
to January 1, 1945, so that jewelers will 
get the benefit of it on any advertising 
of Gruen watches which they have done 
so far this year. 

Settlement will be made at the end 
uf the year since, of course, it is impos- 
sible to determine the total amount of 
purchases and the percentage of adver- 
tising space until after the year is closed. 

Says Mr. Katz, in commenting on the 
plan, “In the past .ten years during 
which I have been associated with Gruen, 
it has been my privilege to offer to 
the jewelry trade a number of inno- 
vations that have been welcomed by 
jewelers but never in all those years 
have I seen any plans so _enthusias- 
tically accepted by the trade as the 
Gruen 50-50 cooperative newspaper ad- 
vertising campaign. Each day since the 
plan was announced, my desk has been 
deluged with laudatory telegrams and 
letters congratulating Gruen on its sin- 
cere desire to help jewelers meet post- 
war competition. 








Dealer Help for 


Palladium Jewelry 





This is International Nickel’s mot 
recent counter display sign on palladium 
jewelry which is currently being mailed 
to all retail jewelers: This display js 
part of International Nickel’s promo 
tional program to cooperate with retail. 
ers in merchandising their palladium 
items. The sign is imprinted with thej 
most recent fashion publication adver. 
tisement. The jewelry shown is all 
palladium and of particular interest js 
the uniquely designed lace bracelet. ‘The 
central panels of rubies are detachable 
and may be replaced by sapphires or 
emeralds to match the costume. 

The signs are available to the trade 
upon request as long as the supply 
lasts. 





Robinson Mailing Pieces 
Bring Consumer to Store 


Dealers may not wish to take the 
time to look at manufacturers’ sales 
portfolios these days, but the forward 
looking manufacturer still continues to 
sell the consumer behind the sales scene, 

Such a manufacturer is Robinson 
Reminders, makers of unique memo 
books, billfolds, ete., who are carrying 
on a plan which is producing results 
effectively for their dealers. Here is 
how it works: ; 

Inquiries are received from national 
magazine advertising and packaging i 
serts for the free booklet “How to Re 
member by Forgetting,” an_ interesting 
booklet that does a real selling job by 
humanizing the ideas of practical eff- 
ciency that are the basis of the design 
in every Robinson product. Each it 
quirer receives immediately a copy of 
the booklet, whose human _ interest, 
laugh provoking cartoons illustrate 4 
human interest story about Robinson 
Reminders. 

On the back cover are printed 22 
simple questions which the consumer is 
requested to fill-in and mail to the mant- 


facturer. The consumer then receives, 
free-of-charge, a Robinson Reminder 
filler . . . which is inserted in a folder 


that has a selling story on how to use 
it effectively in his every day life. 

In each mailing, both‘ of the booklet 
and the sample Reminder, the consumer 
receives a list of the names and ad 
dresses of the dealers who sell the 
Robinson Reminder line in his or her 
territory. 
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RE-CONVERSION 


THE WorD reconversion is apt to summon up a mental 
picture of a factory changing its machinery and tools to 
produce watches, or silverware, or automobiles instead 
of shells, guns or tanks. 

But retailers as well as manufacturers have a job of 
reconversion to do. The retail store must reconvert its 
thinking, its policies; its personnel, to peace-time con- 
ditions. Re-conversion means thinking in terms of sell- 
ing instead of buying—it means a new emphasis on the 
courtesy and service which all too often have been in- 
conspicuous by their absence during the past two or three 
years. The consumer—not the supplier—is again in the 
driver’s seat, and we'd better re-adjust ourselves quickly 
to that fact. 

Jewelers as a whole have probably been much less 
afflicted than most stores with the war-time disease of a 
high and mighty attitude that was so prevalent among 
cigarette vendors and butchers and restaurants where the 
public was forced to swallow insults and wait patiently, 
hat in hand, to be allowed to spend its money. 

But the disease was an insidious one and may have 
affected some of. us more than we realize. Some of our 
salespeople—perhaps some of ourselves—may have 
gradually become brusque or indifferent through the 
realization that we could sell all we could get anyway. 

It would be a good idea for every retailer—yes, and 
every wholesaler and manufacturer, too, for that matter 
—to stand off right now and take an honest unprej- 
udiced objective look at ourselves and see if there isn’t 
some room for improvement. You might be surprised. 

All of us are going to need all the good-will we can 
get in the days ahead; let’s make sure that we are build- 
ing it and not destroying it. 


PRICE CEILINGS 


At Lone Last, and after much preliminary backing and 
filling, the price ceiling regulation has definitely been 
‘removed from jewelry, which certainly should cause 
jewelers everywhere to heave a sigh of heartfelt relief. 

Not that it’s going to mean the beginning of a free- 
for-all scramble to see who can raise prices highest and 
fastest—competition will take care of holding them down, 
especially now that more ample supplies of goods are 
becoming available. 

But it does mean that except for watches, clocks, sil- 
verware and a few minor items, it’s the end of the bur- 
densome red tape and record keeping and reporting that 
have been such a headache in so many jewelry stores 
during the past three years. 

It also means that from now on the retailer is no 
longer required to state the amount or percentage of the 
tax in quoting prices, since that requirement was purely 
an OPA regulation. The Treasury Department. whose 
rules are the only ones that must now be followed, per- 
mits the tax to be included in an over-all lump sum price 
without disclosing its amount or percentage, so long as 
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there is no representation to the customer that he is not _ 
being charged a tax. 

This has been a sore spot with many jewelers, hes 
cause they felt that showing the tax separately was q 
sales deterrent. They are now relieved of whatever | 
handicap that may have been imposed upon them, 


WATCH YOUR ADs _ 


THE ATTENTION that the Federal Trade Commission © 
has been giving lately to the terms used by the jewelry © 
trade to describe its merchandise—especially karat gold 4 
goods and watches—is a warning signal that jewelers _ 
cannot afford to ignore in the handling of their adver- ~ 
tising. q 

The Commission is making a determined effort to see_ 
to it that careless or over-enthusiastic phrases to de- 
scribe properties or qualities of the goods being offered © 
are eliminated, and there’s trouble ahead for the store 
that isn’t careful to see that the statements ir its ad- 
vertising cannot be misinterpreted. 

It would be wise to watch your advertising pretty 
closely, especially if you’ve been in the habit of using, 7 
even with no wrong intent, such phrases as “solid gold” ~ 
to mean that an article is made entirely of a karat gold” 
alloy. Call it a 14-karat gold bracelet—or whatever the 7 
quality is—not “solid gold.” 


KEEP IT THAT WAY 


Our coop Frrienp, Howard Carpenter, of the whole 
sale firm of the Albert Walker Co., in the latest issue of 
his house organ says some things on the subject of jewel 
ers’ credit that we believe to be good sound commol 
sensé, 

Pointing out that jewelers in the past two or thre 
years have at last been able to rid themselves of the lo 1 
of commercial indebtedness that has burdened the trad 
for so many years, Mr. Carpenter urges that we keep it 
that way. 

“Having been pulled out of the quicksands by circum? 
stances beyond our control, why should we flounder back 
in again?” he asks. 

He urges that retailers use reasonable restraint i 
their purchasing, that they avoid tying up their assets i 
excessive inventory, and that manufacturers and whole 
salers co-operate by refraining from overloading thei 
retailers with more goods than they can sell in a reason 
able length of time. j 

The Jewevers’ Circutar-Keystone heartily second# 
the motion and hopes that its readers will make it um 


animous. 


Editor 
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THE SKY TRAIN is some- 
thing of the immediate future. 
Aerial “locomotives” will haul 
groups of gliders across the na- 
tion to be dropped at specific 
points. Above, one of the glid- 
ers leaves the train fora landing. 





As the world speeds forward to new 
modes and unprecedented methods, 
it is inevitable that Jewelry fashions 
will be subjected to startling trans- 
formation . . . In. consonance with 
these postwar changes, Marcé has 
designed a host of new Jewelry crea- 
tions, to be skillfully executed by 
talented WBO artisans. 


FOR SECURITY TOMORROW 
Buy the Best Security Today—l Lo. War Bonds 





WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCHES e ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60TH STREET W NEW YORK. 23, NF 
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Although we’re still busy with war work, we were fortunate 


enough to find time to make a few waldemars and some of the 


other good old favorite items as well. After all, we would indeed 


regret it if we had to break a chain of seventy-two years of 


styling and making Simmons Quality Gold-Filled Chains. 
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THE LEADING RING FINDING MANUFACTURERS © WORKERS IN GOLD AND PALLADIUE 





and WEDDING RINGS 
Fashionable women know the radiant mirror-like beauty of a “Customized” diamond ring flatters 
feminine fingers. These style conscious women, as well as prominent wholesale and retail jewelers, 
appreciate the fine craftsmanship and beautiful design of “Customized” rings. Made in perfectly 


matched engagement and wedding ring sets, each ring is“Customized” stamped and tagged. 
“CUSTOMIZED” RINGS DISTRIBUTORS 


1, Alberts Sons, Ine -+-Boston, Mass. Gerwe-Brown Co........+.++++-Cineinnatl, Ohie 


Norling & Bloom Co., Inc Boston, Mass. 
Benj. Allen & Co., Inc.. Chicago, Il. , Simon Golub Seattle, Wash. M. S. Page Co., Boston, Mass. 
Ammex Novelty Co -E1 Paso, Tex. Also Spokane D. C. Percival & Co., Ine... Boston, Mass. 
Amsterdam Dia. Cutters & Imp..Minneapolis, Minn. Harry Greenwold Co. ....,......Cineinnati, Ohio E. H. Pudrith & Co., Inc.......Detroit, Mich. 
Bauman-Massa Jewelry Co., Ine. St. Louls, Mo. A, 1. Hall & Son Ine.. ¥ = a Cal. E. W. Reynolds Co., Inc. ...... Los Angeles, Cal. 
A, C. Beeken Co., Inc Chicago, 111. watt Grea: & Co -.Pittsbergh, Pa. Also San Franeiseo 
1. Behrstock Ce. Los Angeles, Cal. 6: M. Hammond Co . San Antonio, Tex. E. H. Saxton Co., Inc. ........ Boston, Mass. 
A. C. Possin Co., Ine. +» Milwaukee, Wise. Heyne & Groves, Inc M. Schussier & Co., Inc........San Francisco, Cal. 
James J. Burke Co., Inc W. J. Johnston Co., Ine Pittsburgh, Pa. Morris J. Sehuster.... + New York City 
S. H. Clausin & Co., Ine. ..,...Minnéapolis, Minn., also 4 eres «+ eeeLos Angeles, Cal. M. Sickles & Sons, Inc -- Philadelphia, Pa. 
Spokane, Wash. New York City Samuel Sitzman, Ine - New York City 
A. Cohen & Sons Corp.....: +... New York City Morris Malawista, Son & Bro., N. Solomon & Co ++. Mew York City 
Sigtried Crohn....... Seseccsce Portland, Ore. OOD Gis. i Mice <a bes oes New York City Standard Jewelry Co Birmingham, Ala. 
Barnett Davis ............. «+. Pittsburgh, Pa. Leo A. Mars......... sad oe Feus Pittsburgh, Pa. Stein & Ellbogen Co., Ine Chicago, 111. 
Decker Jewelry Co Salt Lake City, Utah Mayer Bros., Inc...... ihe thes Seattle, Wash. Swirsky Bros., Ine Cleveland, Ohio 
Edwards & Co., Kansas City, Mo. M. A. Mead & Co., Inc. .......Chieago, I11., also Los Angeles, Tal. 
J. Engel & Co., Ine. Baltimore, Md. Pittsburgh, Detroit The Tynes Co., Inc 
Ewing Bros .--Atlanta, Ga. Milwaukee, New York L. Udko & Son Los Angeles, Cal. 
A. Fastlich, Ine... «»+Panama, R de P S. M. Mickelson Co. San Francisco, Cal. Samuel Weinhaus Co., Inc Pittsburgh, Pa. 
Fostaine Watch Co., Toronto, Canada Morrison- Ensminger Los Angeles, Cal. David Weis & Co Pittsburgh, Pa. 


COLONIAL MFG. CO.. INC.. NEW YORK 19, N.Y 
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that all men might live together as neighbors! 


He may be asleep on a tiny Island where palms 
are stirred by the warm breath of the South 
Pacific! ... Or in Italy! . . . Or North Africa! 
Wherever he sleeps, it’s near by . . . for this is a 
little world now . . . made so by the fiery fury 
of war. 

He died that all men might live together as 
neighbors. Yet he is far more than an honored 
name on a casualty list. He is a living American 
ideal! 


Let us pause, in this, our greatest hour, to offer 
a prayer for those who gave their lives so that 
we might live in peace. 
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Wedding and Engagement Ring Manufacturers 7] Nassau St 
: NEW YORK 7, N. Y. 


CHICAGO 
LOS ANGELES 


SOLD THROUGH WHOLESALERS 





-GEMEX compan 


1200 COMMERCE AVENUE, 
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WATCH BRACELET FOR MEN 


No. 73. 10 KT. YELLOW GOLD ONLY 

No, 30. 14 KT. YELLOW & PINK GOLD 
For ¥e” Watch Lugs Only... 

_ SHORT LENGTH, Adjustable 5” to: 5a" 


y _ MEDIUM LENGTH, Adjustable 51/2” to. OO ae 


_ LONG LENGTH, er oi a 6%" 
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Why have you had so few ELGIN watches? 








Mechanical time fuzes for ack-ack shells are a 
major Elgin Watch Company contribution to Amer- 
ica’s war effort. Their new high in accuracy is 
largely due to three Elgin scientists who, for this 
development, have received the government’s high- 
est citation for individual war production merit. 

A delicate mechanism containing 108 parts, the 
Elgin-made fuze times the burst of anti-aircraft 
shells to within mere hundredths of a second. Such 
timing is vital in anti-aircraft gunnery. 

To make fuzes, the Elgin Watch Company had 
to start from scratch. It was necessary to buy a 
separate plant... tool it... staff it with skilled 
management and personnel. Elgin has produced 
millions of time fuzes for the Army and Navy! 

In this publication next month we will tell you 
of another special war task that has called for the 
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science and skill—and genuine American enthusiasm 
—of the Elgin Watch Company. 
There are few Elgin Watches for civilians because 


Elgin Time is a munition of war. 


ELGIN NATIONAL WATCH COMPANY 


“ELGIN? 


THIS IS ELGIN’S 80TH ANNIVERSARY 





Out of making the most intricate timing devices for | 
war comes experience for the making of even finer | 


* Elgin Watches in peacetime. 
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14 KT. GOLD TOP 
STAINLESS STEEL BACK 


This outstanding new Kreisler men’s ex- 
pansion band is now in production. Or- 
ders received in September will be deliv- 


























sm . * . . 
ered in October. Available in yellow, pink 
or white—to match all gold watches. 
Use Retailing at $32.50, incl. 20% Fed. tax, 
this new band offers a promotional oppor- | 
tunity to increase your unit sale this fall iW 
VY and for the holiday season. May we sug- | 
gest that you place your order promptly. 1 
e Ke a y 
RY | 
a ) i 
Jacques KReIsLeER MANUFACTURING CORPORATION q 
: No. Bergen, N. J. i 
Gentlemen: Please send me the following Kreisler men’s expansion watch bands, with 
14-K GOLD TOP and STAINLESS STEEL BACK. i 
if STYLE No. | YELLOw PINK WHITE | KEYSTONE | RETAIL COMPANY 
! 4267 $26.00 | $32.50 STREET 
20% Fed. 
; j Tax Inc. q) 
“i oe cITy STATE. ai 
‘ONE 
FOR SEPTEMBER, 1945 15. 
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hed by the crea- 
@ master stylist, 

ags win acclaim 
wherever they are shown. 
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Yes, we suppose we could turn out more watch-bands but honestly 


--this little jigger just won't let us.” 








"Don't pay any attention to him. There's plenty of silver 
and gold around today!" 


a "Truth is, sir, most all of it is out giving the Nip the 
a of his life." 








“Where's all the manpower?"' 


"Still fighting and up to their eye-teeth in 
armament work." 





"There must be some alternative!" 





"We hate to say it, sir, but there is: turning out 
inferior merchandise — the kind that sparkles and fools 
your customers alright — till they wear it and find out. 


"So you see, the answer to the $64 question is that you 
won't find us jeopardizing your good name with shoddy 
materials and sub-standard workmanship. Confidentially: 
if the J-B trademark weren't around we might be tempted 
to — but as things stand he's a mighty t-o-u-g-h 
customer to please when it comes to quality. He just 
won't be denied.” 


JACOBY-BENDER, INC. 
161 Sixth Avenue, New York 13, N. Y. 
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An unexeelled selection of dia-* 
mond-adorned jewelry of high 
AT YOUR COMMAND... one of America’s style and exquisite craftsman- emerald-cut diamonds 
ship is always available for 
great collections of round, square and your Stten ad cover watches and diamond 
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FABRIKANT BROS. wo 


DIAMONDS and DIAMOND ADORNED JEWELRY 


aramountl J ‘laeiond ( enter 


66 BOWERY 


* NEW YORK 13, N. Y 


CAna 6 





THE JEWELERS’ CIRCULAR-KEYS 


bra 








L veRECHDENINES development in the 
fundamentals of modern timepiece 
design . . Every men’s Defender Watch 
(whether water-repellent or regular) 
will be equipped with a SWEEP-SECOND 
HAND (totally eliminating small second 


hand) and a SHOCK-RESIST MOVEMENT. 





DEFENDER —_4 


Sf 


_ FOR MEN . FOR WOMEN 7% Vz lc tc J 


B® DEFENDERS OF TIME— 
\W AND IN THE FUTURE « EDWARD L. STERN & COMPANY + 610 FIFTH AVENUE, NEW YORK. N. Y. 



































NO OTHER FIRM IN THE COUNTRY 
CONSISTENTLY OFFERS SUCH 
UNSURPASSED VALUES q 


STONE offers a diversified line of diamond set rings of every description 


in 14K and |8K gold in a complete price range. Whatever your customers’ ; 
desires may be, write us. 


FAST TURNOVER GUARANTEED 











EXAMPLES OF STONE VALUES = 


GOOD QUALITY WHITE 1/4 CARAT (.25 point) DIAMONDS SET IN EXQUI- J 
SITELY STYLED 14 Kt. YELLOW GOLD MOUNTINGS, FROM $75.00 Keystone. ; 


DIAMOND SET 14 Kt. YELLOW GOLD WEDDING RINGS TO MATCH, FROM 
$20.50 Keystone. 











Samples on request to established jewelers. State styles and price range. 








t)} WEST 42° STREET, N.Y.C.18, N.Y. 





BUY MORE WAR BONDS 
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SNAKE CHAIN 


IDENTIFICATION 
BRACELETS 


Torvelok, 


tela Bracelet Style h 


ohh) 


10 Karat Gold $66.00 Sterling Silver $7.5 


tsi, 


cli ssy 


Lady's Bracelet Styl: 


$i} 
i yi 


ALLLEE 


AS edaae 


13}, 
eo, Me 


OM Colcol ml @ro)(o mn Wa A010 


otyle 


aaade 


Lady's Bracelet 


i os 


aaar* 


10 Karat Gold $27.00 


SNA 


NON 


PS) 


alee Tala lerens 20% Fe der ] 


sae 


anast® 


Ask your wholesaler. If he canno! supply you, write for information 


wnt, 


FORSTNER CHAIN CORPORATION— IRVINGTON 11, NEW JERSEY, U. S. A. 


Prices are as advertised fo the consumer 


“This advertisement appears in leading national magazines and newspapers throughout the country” 
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AMICO 
INSIGNIA 


AMERICAN INSIGNIA CO., INC. ¢ 160 VARICK STREET, NEW YORK 13, N. !: 
MANUFACTURERS OF MILITARY INSIGNIA AND INSIGNIA JEWELRY FOR THE SERVICES 
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THE FORTY-NINER 4 Gpeidel 


the expansion watch bracelet 
that is teaching America to 


“GIVE SPEIDEL...I1F YOUR HEART IS IN YOUR GIFT” 


10k gold and stainless steel—with 32 links for luxurious expansion 
—nationally advertised in color in Good Housekeeping, Red Book, 
Cosmopolitan, True, Esquire, True Story, Liberty, Glamour, Charm, 
Mademoiselle, and Vogue. 


SPEIDEL CORP., 70 SHIP STREET, PROVIDENCE, R. I. 














ARE YOU GIVING 
MANUFACTURERS 





OF SILVERWARE AND 
JEWELRY THE CREDIT THEY DESERVE? 


If you can’t get as much quality silverw are and jewelry as you want, it is not 
due to any lack of desire or effort on the part of the manufacturers. They are 
just as anxious to supply all the merch andise you want as you are to get it— 
that’s their bread-and-butter business. B ut that is not yet possible, even though 
V-J day has come and gone and restrictions on silver have been largely 
removed. 

Remember that many manufacturers were converted practically 100% te pro- 
ducing things far removed from the Arts. And you can’t reconvert equipment 
and personnel back to making Arts merchandise over night. 

One thing you can be sure of—manu ‘ ‘acturets are not wasting any time in 
getting back to full scale production o‘ quality merchandise just as we are 
exerting every effort to resume full an 1 prompt deliveries of all the silver and 
gold they need. 

So, be fair. Bear with your silverware and jewelry manufacturers and give 
them the credit they deserve for the really fine job they have done for the 
Nation and for the Industry. 


AN DY & HARMAN 


82 FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn. * Chicago, Ill. * Los Angeles, Col. » Providence, R. I. » Toronto, Conade 
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Our civilion production 
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ALL OUR 
GOLD-FILLED WATCH BRACELETS 


for the rest of 1945 
will. be made on a SILVER BASE only 





It is a matter of common knowledge that the most satisfactory 
base metal for gold-filled watch bracelets is pure nickel — and 
its best substitute is sterling silver. Both are non-corrosive. In the 
past, other metals have been used for this purpose, but we 
feel that their use is against the best interests of our customers 
and their customers. 


A watch bracelet is subjected to greater wear and more hazards’ 
than any other piece of jewelry. It is in constant contact with 
the skin. Consequently, even though these other metals may 
shortly become available, we five manufacturers listed below 
shall continue to use only silver as a base until pure nickel 
is released. 


We feel that by adhering to silver, the industry will be able to 
produce those gold-filled watch bracelets which will most 
satisfactorily serve the public. 


GEMEX 

HADLEY 
JACOBY-BENDER 
KESTENMAN 
SPEIDEL 
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Agg*¥; z™\) ROYAL ORDER OF DANEBROG 


WINNER OF 32. DISTIN Ae Ri phbded 
waren We \\ OF THE “LEGION D’HONNEUP 


COPENHAGEN 


NATIONAL AWARDS 


)’ is west £.( 
ROCKEFELLER CENTER = “tx a7” sy) 630 FIFTH AVE., N.Y.C. 20 
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JEWELRY by 


New ideas are constantly coming from the studios of our designers. 


New items are continually being added to the line. That is why 





Jewelry by Dorsons is always high-styled, up-to-the-minute. 


’ 


Leading wholesalers throughout the country offer the small but dis- 


tinguished line of Jewelry by Dorsons. 


ow \ the 
“- aRyet nee 8 Fin me 


D. ORNSTEIN & SONS 


119 West 24th St., New York 


a 
. 


Filth of a series. William Lester, 29 E. Madison St., Chicago 
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Star (ag MANUFACTURING CO. 
aan 08 ladies and Men's 1OK and 14K Quality Rings 
Style Originality 


With o Purpose 887-889 MAIN ST. Est 1979 BUFFALO 3, N.Y 
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of the Army 


"to the General a 
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SHIMAN MANUFACTURING CoO. INC. 





113 MONROE STREET: NEWARK 5,N. J. 








New York Sale: Office: 15 Maiden Lane, 7 
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NOW ON OUR SEVENTH MILLION INSIGNIA FOR QUARTERMASTER CORPS — 
| al 
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R ICHARD POLUMBAUM COMPANY 
630 Fifth Avenue, Rockefeller Center, New York 20, N. Y. 








e don’t have to tell you ! 


You know, perhaps, even better than we do that many of the watches | 
you have “taken on” during the merchandise-short war period have been, 


are being and ‘will be sold wherever and however they can be sold. 


We point this out merely to remind you that Hamilton believes only jewelers 
know watches, their care and repair. Hamilton is the jeweler’s watch. 


Keep that in mind when you select merchandise — especially from now on. 


When civilian production gets back into full swing, competition between 
jewelers will be even keener than it was before the war. Don’t also take on all the 


other retail merchants in town, too—by selling the same merchandise they sé 


Hamiltons are on the way back and when they arrive, they will be found 
where fine jewelry has always been found—in America’s fine 


jewelry stores. Hamilton Watch Company, Lancaster, Pa. 


Hamilton 


WELL WORTH WAITING FOR 


5 time winner of the Army-Navy ‘‘E’’ for Wartime production of the Marine Chronometer 
and other extremely accurate timekeeping instruments 
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FOR A STAR... 

| _ AND POSSESSING 

IT... A Lady Crosby 

Diamond Ring Set 

presents Elegance 

without Extravagance ... 

Nationally Advertised 

throughout the year in | | 
Leading Class and a j 


Mass Publications. 
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m COHEN & SONS: CORP. f 
27 West 23rd Street, New York 10 is 
































> 
were ‘high style when Gremny 
went riding up in Central Park 


«Aw 9° 
Smart” women today, too, choose modern 


GLAMOUR expansion bracelets for style 


In the post-war period, the demand for expansion bracelets will 
continue to be large. And when there are sufficient quantities 
again manufactured to meet the 
demand, GLAMOUR will con- 
tinue to be foremost... in style, 


- design, and quality. 
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METRO JEWELRY CORP 
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Miracle 


a , diamonds look larger... giving 
€ name ‘Miracle’ is regis- Miracle Rings greater eye-appe 


d. Miracle Settings are t : ; age 
ented. Both are the ex- Miracle Diamond Rings are avail- © 


eee? Opp arty: at. Shines able mounted or unmounted in a 
‘Bros. & Co., Inc. and their og ‘ th: d diy 
- use on jewelry by any other : wide price range. wi : we : 
€oncerns is ‘unauthorized and | rings to match. Order a selection and 
pee rics} ph . .. cash-in on their salability. | 
Our wor efforts may cause... .. 
occasional delivery delays. 


lege Rae 
ta OEE 


a c , ; « C2 ff) rw. 

DIMM IVDUNON6 & CC Oc, FNC 
MANUFACTURERS FOR OVER 50 YEARS 
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234 WEST 39TH STREET - NEW YORK.-/8, N. Y. 
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OVER 20,000,000 PEARL- 
CONSCIOUS WOMEN SEE 
DELTAH MAGAZINE 
ADVERTISING REGULARLY 





Wioswonrn PROCESSES MAKE FINE WATCH CASES 











l, DESIGN AND MODEL DEPARTMENT 


Here are born the basic ideas of styling and construction from which 
Wadsworth Watch Cases are created. From the drawing boards of our De- 
signers, whose work has had a pronounced effect upon the Watch Industry, 
new Wadsworth designs pass to expert Model Makers who fashion minutely 
accurate Case models... previews of the watches of tomorrow. 

The Designer’s influence carries through all production processes until the 


final execution of his design... the completed Wadsworth Case. 


adsworth WATCH CASE COMPANY, INC., DAYTON, KENTUCKY 
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* Sorry . . . merchandise 
illustrated is not available 
at this time. 


baat 
Hato 
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The day when we can make and you can sell lovely and distinctive 


Cigarette Cases by Evans is drawing closer. Our original “quilt” 


pattern, so popular in cigarette cases and companion compacts, will 


head a sparkling new line of cigarette cases that will include hand- 


some designs for both men and women. 


EVANS CASE COMPANY 


North Attleboro, Mass. 
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BIRT 48 West 48th Street » New York 19, N. Y 
: * OVER AQUARTER-CENTURY makers of Gold Goweby for the evel 
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i he A generation of Leadership in Charms 
ne ‘ills Gua | My pea 


include 
* CHURCH CHARM 
* SPINNING TOP 
* THE CAPITOL 
* MOVIE CAMERA 
* KEY TO THE -CITY 
and others. 


300 Charms in 10 Kt. Gold 
200 Charms in 14 Kt. Gold STERLING SILVER .. . YOUR COST $12 PER DOZEN 
° Also Available in 14 Karat Gold ... . Nationally Advertised 


ji Individually Carded with Verse » Attractive Display ‘ No Charge 
Also Wide Assortment 
10 Kt. Gold Charms ee * Entire Contents Copyrighted W. t. N.Y. 1945 


STATIC GREMLIN 
DANGER GREMLIN 
GRANDDADDY GREMLIN 


DRILLER GREMLIN TICKLER GREMLIN 


For Special Promotion 
TO RETAIL 


$1.00 
$1.95 
$2.98 
$3.98 


All Charms and Bracelets 
Shown Actual Size 





Sterling Silver Charms 


Available at $6.00 o Doz. and $7.20 a Dozen 
(Not illustrated) 


* Reg. No. 13280 


OVER A QUARTER-CENTURY aches Gold. Gouelry for the jewel 
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New leadership tor advanced ideas. 
Top-flight engineers to insure quality and accuracy. 


Foremost stylists for the last word in beauty. 





A streamlined organization for efficient operation. 
New precision machinery and equipment for ideal production. 


A modernized plant for modern methods of production. 


A quality product ... offering utmost value. 





A new Waltham is on its toes, poised and set 
to make history with a line of post-war 
watches that will command respect and 
set the pace for the entire watchmaking 
world. The new Waltham is 
one of the good by-products of war. 


More than 500,000 square feet of modernized Long years of 100% war production of vital 
factory space devoted to the production of 


the new and finer Waltham. precision instruments gave us ample time to 
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Waltham presentation 
refinements to be 
































SS consistent with the 

» highest standards of 
. ‘ e/ 
Y, _—z 


V 34, 
big, 





review our position—opportunity 
to consider product and 
policies in the light of post-war conditions. 
Nite insrahinadiising wind styling As a result, some significant changes 


will merit the enthusiastic interest of 
heading retailers everywhere. have already heen mnadeseties 





in the making. Waltham is launched on a new 
course of making and marketing watches in 
the highest American tradition—unrivaled by 


even the brightest pages in the 





century-old Waltham heritage. ; 


Climaxing production efforts, 





broad campaigns of convincing and 





consistent advertising will tell prospective 
r 


consumers the advantages of 





this leading popular-priced American watch. 
Watch for this new Waltham—it 


heralds a new era in fine watchmaking. 





Backgrounds befitting their quality will be a display 
WALTHAM Feature of post-war Waltham watches . . . while 
a substantial mark-up will justify the featuring of 


WATCH Waltham aggressively by the modern merchant. 
COMPANY | 


‘ Waltham, Mass. Established 1850 
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WILCO QUALITY, PRODUCTS 
for the JEWELRY TRADE 


GOLD FILLED and 
ROLLED GOLD PLATE 





GOLD FILLED and 
ROLLED GOLD WIRE 





SILVER WIRE and STRIP 


er RE a TE EOE TH 





SON COMPANY 


105 Chestnut Street, Newark 5, N. J. 
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PERFECTION 
$3 ES statteaciinn a Durability 


“SAFRAN EXPANSION BAND” 


THIN MODEL 





$10.00 KEYSTONE 


1/20-K. GOLD FILLED WITH STAINLESS 
STEEL SPRINGS AND STAINLESS STEEL 
BACK. IN WHITE, YELLOW OR ROSE 
GOLD. 


Quality and and ib go hand in oe 
, asters your facture with Safran ‘Bands 


Our only regret is that we cannot meet demands in full at present 
time. In order that all may share we are limiting quantities to each 


customer and suggest that you place your sample order now. 
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M.A. SAFRAN COMPANY 


HYolesale kewelry and Novelties 


IO? SOUTH EIGHTH STREE] PHILADELPHIA-6, PA 
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Noles on 
HEMETINE’ 
WS 


The Gabriel Williams Co. 
guarantees the quality of 
Hemetine. Test reports prove 
the superiority of Hemetine 
in compression, friability, and 
abrasion resistance and show 
that Hemetine has over 40% 
better toughness qualities than 
Hematite. WRITE FOR A 
COPY OF THIS REPORT. 





Only HEMETINE Has These Features: 
J 
1. Beautiful silvery- 


| black lustre, the result 
of hand polishing by 
Skilled lapidaries. | ; 
2. A distinctive, attrac- 
tive design, registered in 
U. S. Patent Office. 
3. An exclusive, regis- 
tered name, backed by 

f national advertising and 

) publicity. 
4. Limited distribution 
through a select group 
of America’s leading 
ring manufacturers. 


fin eM ga 


= fice 
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. The GEMOLOGICAL INSTITUTE OF AMERICA, in its official 
organ, GEMS AND GEMOLOGY, has published a statement 
indicating the superior toughness of Hemetine over 
Hematite. We quote from this report: 





: ahs in 
ee li wearing qualities; reports fro 
. “45 to the durability and g = on three specimens 


; tests ma 
users of hemetine and from indicate that the tough- 


I.A. 
by a laboratory affiliated with G. it 
Sis of east: hemline stones may be — Ki aan 
than hematite. Tests on these specimens mm icate a gr 


hardness.” 
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MOSSALONE'S Scintillating Barrels* of Gold 





Dramatic "JEWELRY NECKLINE” CHOKERS — most glamorous 


accessories of the year! Jn rich sparkling yellow and two-toned 


14 kt. gold... A FASHION FIRST. 


Maximum in style and value. 


Chokers and choker pendants on snake chains. 
Also bracelets, brooches, earrmgs, and rings. 


Sold at better stores. . . Order now for early delivery. Deliveries on confirmed orders only. 


F 
Yd ‘f Sa by MOSSALONE Manufacturing Jewelers 
| 48 WES1 T, 


48 STREE NEW YORK 
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by 30,000,000 


advertised more importantly... 


advertised more consistently... 


in more leading magazines... 
4% 
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* * * * * 


) HE EXPERIENCE and skill 


developed in the fabrication 








of metal wares during the past 78 
years are now devoted exclusively to 


production for victory. We eagerly 


more serve the trade with smart 


merchandise of the highest quality. 





* * * * *K 





BERNARD RICE’S SONS. INC. 
APOLLO STUDIOS 


MANUFACTURERS SINCE 1867 . 





325 FIFTH AVENUE - NEW YORK 16, N. Y. 
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BEST 
SELLER! 


NEET 


"SNAP-ON" 


The Pliable Watch Strap 


, new refinements have 
gone into the manufacture of the NEET 
“SNAP-ON”, establishing it as our best- 
selling watch strap today. Made of genuine leather, it is 
completely flexible and slips on and‘off in a jiffy, no metal 
f ia touching the wrist. Available in light and dark tan, gray 


ARUESTOCRAT Ot 
WATCH STRAP 5 | liokd Melslo Melis! Takao) lh ME lola 41° MA lol clalleliigelail ae olor 





CONSULT YOUR WHOLESALER ee ae S77 8A ?P On O lp) Ge a0. me 


200 HUDSON STREET NEW YORK 13 N 
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PRESENTING... 


THE 


MAJESTIC 
a 
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Made of 3 


BLOCK ALUMINUM — PRECISIONED 
— STREAMLINED — COMPACT — 


ROUNDED EDGES — ONE HAND 


feature lighters for the ctvtl- — OPERATION—TRULY DEPENDABLE— 
ian trade... and take par- *''RACTIVELY BOXED. 


ticular pride in offering an AIKPORTANT FEATURE a: 
outstanding product resgn truly For flint adjustments, the inside of 


: ° . ‘| the bottom set screw has a screw 
the finest of its kind. een aaa 

















Retail Price ...... BA5O orn 
Your Cost .. 2... $2.70 opie 





BROWN, GOLD COMPANY 


110 South 8th Street Philadelphia 7, Pa. 
; BUY MORE WAR BONDS 
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* New York Showrooms: 33 West 34th Street, 
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“SUVENILE JEWELRY’ 


REE a n. 






The Fhouast member 


:AMILY— 


oS a GLORY is being added to S. Korff & 
SYola Mmalehilolalel hamna-t) ol-1ai-to Malls lemme lolita. 








standards. The “ESKAY' line of juvenile jewelry 
will win its way into the hearts of your custom- 
ers — and become as welcome a member of 


your ‘family’ as it is of ours. 


KORTE & SO 


Manufacturing Jewelers 


914 WALNUT STREET 


PHILADELPHIA 7, PA. 
x 


nici ae dele an @liila: 
9 MAIDEN LANE 
MEL BRUDER, Representative 
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SWANK, INC., ATTLEBORO, MASS. + NEW YORK - CHICAGO - 
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ally ‘known for their fine quality, * 


high style and moderate prices. 
Featured by jobbers from coast 
to coast. Order from your jobber 
now for your holiday needs. 


SOLD THROUGH 
WHOLESALERS ONLY 


neem! 


Chicago Office: Harold Charmack 
3% So. State St. 


*Simuloted 





L. COHEN 


19 EAST 30TH STREET 
NEW YORK 16, N.Y. 
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the |.D. trade mark is the 
sure sign of a quality watch case 
oy ... exemplifying the finest 
ideals of styling and the highest 


idards of precision craftsmanship. 


sails hen 


I. D. WATCH CASE COMPANY® >" 
137-11 90th Avenue, Jan i hp aon 





CREATORS OF WATCH CASES OF SUPERLATIVE STYLE, BEAUTY AND 
Still 90% on. War Work 
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J. J. SCHMUKLER & SON 







present 


‘ALMOST CURTAIN TIMB” 


Civilian Production by , ’ 


America’s Foremost Manufacturers: 


% ELGIN * WALTHAM * COMMUNITY AND TUDOR PLATE 
*% 1847 ROGERS BROS. & WM. ROGERS & SON * RONSON 
* GENERAL ELECTRIC CLOCKS AND APPLIANCES 
% WESTCLOX * SETH THOMAS * INGERSOLL * NEW HAVEN 
*% SIMMONS * SPEIDEL * J/B * FORSTNER * CARL-ART 
* B/R * MARVELLA PEARLS * LAGUNA PEARLS 
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@ With Flex-Lets your customers get max- 
imum expansion-band value for their 
money—and you get bands which almost 
never need repairs. 


Tru-Rivet Construction* makes these bands 
sturdier, longer-lasting and almost com- 
pletely trouble-free. Documents from lead- 
‘ing jewelers prove that less than 25 out of 
every 1000 Flex-Lets sold have ever re- 
quired repair—and that figure includes 
length adjustments and refinish jobs as 
well as mechanical corrections! 


Remember Flex-Lets for better service, 
greater profits and less repair headaches 
for you. 


About Sept. Ist Flex-Let will offer a 
band with 10 Kt. Gold top and ends 
and non-corrosive stainless steel back. 





Center rivets 
not drawn from 
links, but are 
separate units 
designed to 
stand extreme 
torque an 
tension. 


Exclusive Sales Distributors of FLEX-LET Expansion Products 


20 WEST 47th STREET 


& 





INSIDE STORY 
OF TRU-RIVET CONSTRUCTIO 


End rivets not 
drawn trom 
links, but sep- 
arate units 
designed to 
withstand ex- 
treme torque 
and tension. 


JACK R. STORTI ASSOCIATES 


NEW YORK 19, N. Y. 


¥ 


Links specially 
shaped to a5- 
sure maximum 
protection to 
working mech- 
anism and ex- 
treme lin k- 
flexibility. 


N* 


Stainless steel, 
high - pressure 
springs, firmly 
anchored. Im- 
pervious to 
moisture an 
perspiration 
acids. 
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| nationally advertised 








AVAILABLE THROUGH WHOLESALERS EXCLUSIVELY 


ROYAL CRAFTSMEN 


36 WEST 32nd STREET, NEW YORK 1, N.Y 
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NO WATCH CASE 
CAN GIVE YOU GREATER PROTECTION 
“Geet WATER 


cs Eure Warerseatp: 
NEEDS Ne KEY TO OPEN . 


THINNEST WATER RESISTANT WATCH CASE MADE IN U.S.A. 


ELITE WATCH CASE CO. - 150 VARICK ST.. N.Y. 


Reg. U.S. Pat. Off. 
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Just what you want in a watch line, Depend ole: ti e ‘iu beal water-_ : 
resistant, shock-resistant models can be opened with just your ten fingers... yols 
don't need a key. Easy to read disk: Habdsamely styled cases. Every part 

made under one roof by the largest makers of popular priced watches in the world. 


‘ Tid rg sa 3, me > 
LOUIS AISENSTEIN & BROS. « EXCLUSIVE DISTRIBUTOR IN U.S. AND POSSESSIONS + 630 FIFTH AVENUE, N 
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URVEYS show a postwar demand in view for over ten 
and one-half million electric irons alone. 


For a while, you'll have customers for any kind of ap- 
pliance. But when the “gold rush” is over, when women 
demand quality at a price—what will happen then? 


Will the appliance line on your shelves have accom- 
‘plished its missionary work—while the demand was so 
‘great—by converting prospects into lifetime customers? 
_ Will it continue to sell people on your store? To bring 
* customers back for other good items in the line? 


You do this when you sell Manning-Bowman’s “Qual- 














ity Quins”—like the distinctive [ron-that-wags-its- 1 
shown above—just one of a large family of famous MB 
appliances. For to thousands of housewives, Manning 

Bowman means best. 


pals 


This established line has been a household name since) 
1857. Before the war, it was a hot line for dealers every” 
where. After the war, it’s going to keep winning ne 
friends—friends who’ve been expecting for a long tim 
now to buy the best. 


H 
4 
Will you be meeting their expectations—and winnit | 
new customers? It’s for you to decide. i 


' 


i 


Manning- Bowman Means Best 


MERIDEN, CONNECTICUT 


Smokeless Long-Last 
Table Broiler Percolator 


Twin-O-Matic Toaster-with- 
Waffle Baker the-Tester 


THE LINE.THAT'S ALWAYS (N;DEMAND — 
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ACME 











THE WATERMROOF WATCH CASE 


Constructed as well as the best 
Swiss waterproof cases. Painstak- 
ingly tested according to Swiss 
i ielslelolgeke 
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WATCH. CASE COMPANY 
270 LAFAYETTE STREET 
NEW YORK 12. NEW YORK 


“TRADE MARK 








Each case must pass this water-vacuum 


test before if leaves the factory 


FOR SEPTEMBER, 1945 




























WE KNOW 
HOW YOU FEEL::::: 


_An Editorial by Harvel Watch Company 








It's hard to sit by... watch the jeweler subjected to a squeeze-play by 
certain unscrupulous elements in the industry ... and say nothing! We 
know how you feel—and we don't like the situation any more than you do, 
We're sure that none of the established, square-dealing firms in the watch 


industry do. 





UNPROVEN SOURCES HAVE HAD THEIR DAY! 





There’s no denying that your back has been against the wall. Demand for 
watches has reached an all-time high—while the well-known pre-war 
watches have all but disappeared from the civilian market. To fill your 
requirements, you have had to go to unproven sources and pay “homage” 
in order to obtain whatever was offered for sale. 


Some—not all, but too many—of these “war babies” have taken advantage 
of the situation to put the jeweler on the spot. There are firms which have 
forced the jeweler to accept ordinary watch movements in expensive cases 
—forcing you, in turn, to raise your prices out of line with the normal 
watch market. Others have refused to sell the jeweler watches within the 
popular price range, unless he accepted tie-in sales of high-priced lines for 
which he may have little or no demand. Certain suppliers concerned over 
their post-war situation have attempted to thrust on jewelers agreements 
that worked to the sole advantage of the seller. 














PRE-WAR FIRMS HAVE MAINTAINED FAIR POLICIES 


Like all reputable watch firms, we of Harvel deplore these sledge-hammer 
tactics. There’s no need to tell you that firms which had won consumer 
and dealer confidence before the war have engaged in none of these prac- 
tices, preferring to maintain the same cordial and fair relationships which 
existed when stocks were plentiful. 








In terms of Harvel’s own policy, this has meant that Harvel movements 
are still being enclosed in cases of pre-war quality—to be sold within the 
normal price range. Diamond watches have been sent to jewelers only 
when specifically ordered. Available watches have been distributed equi- 
tably among established Harvel jewelers, and no post-war commitments or 
signed agreements have been required in order to get these watches. Nor 
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has Harvel made any attempt to attract new dealers at the expense of old 
friends. Harvel watches are sold only through jewelers—a policy endorsed 
by most quality jewelry firms—a policy which protects your market. And, 
because we have always catered to the better jeweler, there’s never been 
any question of favoring one dealer over another, in order to jockey 
around the character of our distribution. Rather, we have concentrated 
our efforts upon giving present Harvel jewelers the same service and sup- 
port they received in normal times (within the limitations of wartime con- 
ditions, of course). The continuance and logical growth of Harvel’s 
advertising program—to assure jewelers of a healthy sales volume in the 
post-war market—is just one evidence of this cooperative policy. This is 
the type of support which you expect and get from any good watch com- 
pany—and you can depend on the Harvel Watch Company to continue this 
promotional activity in the future. 


THE FUTURE WILL BE BRIGHTER 





The watches you and your customers know and accept will be made avail- 
able to civilians as soon as war conditions permit. In that not-too-distant 
future, the brands that you and your customers know will again assume 
their merited positions of leadership. 


As conditions improve, the natural laws of competition, upon which our 
American economy is founded, will operate freely once more, and the re- 
tailer will have the opportunity to select or reject merchandise at will. 
With the return to normal competition, there will be a place in the scheme 
of things for any manufacturer or importer who is ready and willing to 
offer to the trade and the public a sound product, soundly merchandised. 


In‘contrast, however, those war-born concerns of the watch industry (or 
any other industry ) who have consistently refused to play the game fairly 
—who have pounced like vultures upon the retailers’ helpless position in 
a sellers’ market—will be relegated to the archives of history. 


Yes, the jeweler can look forward to better days before too long a time 
has passed. Like any good firm in any industry, we of Harvel will applaud 
the day when you again become “top man” in the selling picture. 


HARVEL 


HARVEL WATCH COMPANY + 630 FIFTH AVENUE + NEW YORK 20, N.Y. 
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The Bigpit- Name 


in Mesh Bags* 











* Our war work has taken us 
out of the bag business for the 
duration. ... But after Victory 
new, smart, nationally advertised 
Whiting & Davis mesh bags will 
again “go hand in hand with 
fashion” stylishly for your cus- 
tomers and profitably for you. 


Whiting & Davis Co., Plainville, Mass. 
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MULTIFORT WATCHES 
From the largest collection of 
100% WATERPROOF WATCHES 

in the world ' 


There’s a two-fold reason for Mido’s leader- 
ship in the waterproof watch field. Besides 
being a Pioneer in Originating and perfectin 

Ss, Mido by specializing for 


years in this field has today 
the largest collection of self. j 
hand-windin 


world. A 


Louis Aisenstein & Bros. 
Rockefeller Center 
630 Fifth Avenue e New York 20, N. Y. 


* 
Sole Distributors for Un 
Territories for All Mido Watches 


tted States and 































will bring back the normal conditions we all 
want to see in the Jewelry field. Already ther 
has been some relaxation of formal restrictions 
and regulations, but zatural handicaps still 
exist. Though some materials and manpower 
are legally available, they are im fact still vir- 
tually impossible to get. 


But, in spite of these obstacles, LeStage QUALITY and 
EQUALITY of distribution will be maintained. 


LeSTAGE Mfg. G. 


NORTH ATTLEBORO « MASS. 


New York—9 Maiden Lane, A. H. Betz 
Chicago—29 E. Madison St#., A. B. Pinero 
Seattle—4014 Brooklyn Ave., J. F. Loveridge 





CHAINS © BRACELETS * LOCKETS + KNIVES » BABY JEWELRY © IDENTIFICATION BRACELETS 
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Hands Cround the World 


Switzerland’s messengers of 
goodwill ‘greet the folks of 
the world with the universal 
language of time. They 
serve faithfully and 


economically. 
SEELAND Watches serve 
civilians, as they do 


the men and women 





of our armed forces 
the world over. 


From your wholesaler. 


Se 
") Way AND 
CHES are SOLd 





Reva rritiae onvaainas 


MANUFACTURED IN SWITZERLAND SINCE 1837 
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The SILVER SI 


A Medal for “G 
small token of the 


IRONS cad RUSSELL COMPANY 


Emblems since 1861 : ; Thru the Wholesaler 


NEW YORK PROVIDENCE CHICAGO 
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NO PEACE-TIME “CASUALTY” 


Watch National Class Publications 
Listen Across Your Counters 



















's Famous 
on NARDIN 
| Helm of DOXA 


DOXA has always been = WIL Vip 
good frame and never pe , 
Sted is @ prized PAHs Wr fe a0 ms 
se jealously p j SESS ae et be 
warded by precise work- 4 . 
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ted rges Ducom- B: ar Reeves | @reera | erent - 
‘a XA continues ; bed | Fe i | jah el he 

to enjoy universal repu- PW Wa hero PG — 

stion with the Watch 
orld's famous Jacques 
Nardin at the helm. 
Thus today's DOXA is 
worthy of its fine tradi- 
tion and the responsi- 
“ Thility reposed in it. 
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F hile we have been unable to supply the demand for DOXA 
Watches coming from coast to coast, we have nevertheless supplied 
hundreds of America's leading jewelers with limited quantities. Now, with 
thousands of proud owners of DOXA enthusiastically proclaiming their 
appreciation, — anxious dealers are already making post-war plans with us. 
This is only half the story! Thousands upon thousands of Servicemen too, 
how own DOXA Watches which were issued to them by our War De- 
partment. And, with DOXA serving as a worthy companion in war time, 
returning veterans will make DOXA their first call across the jewelers 
counters of America. Add to this tremendous demand, the results from 
our extensive advertising in national class publications and you will know 
that DOXA can be no peace-time ‘casualty’. As War Department re- 
quirements for DOXA decrease and our shipments increase, we will be 
happy to welcome more leading jewelers into the fold of DOXA. 


Preferred by Wilbons iia 1889 
ADOLF SCHWARCZ & SON) 


UNITED STATES AGENTS 
§80 FIFTH AVENUE “NEW YORK 19, N. Y 


Standard Materials 












In 1918 — 


and Reconversion 









Peace = 


The changeover from a wartime economy wit- 
“nessed also a renewed demand for improved fine 
_ jewelry. The tie chain, for instance had just begun 
to gain favor over the clamp and slide-on. B. A. Ballo 3 
& Co., Inc., characteristically, met that demand. | 


At present devoted largely to war producti 


Direct to Retailers 


RHODE \SLAND 


B. A. BLL g C0., Ne. 


. 1868 e 2, 
Est ablished PROV \DENC _— Francisco 


Chicage 
kk 
New Yor 
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A PERIODIC DIGEST OF CROTON ADVERTISING AND MERCHANDISING NEWS 














How We Expect to Reach Your Customers 
with the First Campaign to Tell the True 
Advantages of our Self-Winding Watch 


You may see a lot of national watch advertising this Fall. But 
there’s one campaign you should look for especially, and read 
top to bottom. It’s the new Croton campaign on the 
tic Self- Winding Waterproof. Speaking conservatively, 
ye think it’s the first “hot” watch campaign of the last decade, 
Hand a lot of oldtimers agree with us. 










Self-winding is a technical term to retail jewelers. But to your 
customers, it’s a wonderful and,exciting mystery! It has all the 
allure of perpetual motion. Our pre-Christmas campaign cap- 
Tres that excitement in print, with the provoking “Inside 
| ” of what makes the self-winding watch work. Then it 

backs up this appeal with the almost incredible facts revealed 
by the United States Testing Co., Inc. as described in detail 
in our recent trade ads. Take a moment to read one of the 
typical consumer ads reproduced on this page. 


CROTON ADS POP UP EVERYWHERE 


It’s going to be a tough job for any magazine reader to miss seeing 
Croton ads this year. All ads measure full columns and half columns. 
Here’s our basic list of magazines: 








Name Families Covered 
Saturday Evening Post............... 3,366,161 
aii whee eenhene sane aeeneas 3,914,853 
I diss tabs tatpicdtass' 0 nial enact mes 1,161,575 
EL A OO ee 594,502 
ES diac Ken wen a re~ oo Rae canned 1,181,252 
ert... 3. otha Gi an ali te 692,349 
DM. ..cccoudensbednaeehens 2,024,579 
OS ee ee 660,972 
I COMME Svccce tks eee caceweeés 663,153 
Our Army..... RE er Mee 500,000 
PM cccenceccevaebeces coccoa’ 14; £95200 
By S. Coastguard... ..cecscsceces entewe 25,321 
EE. sev ccccsdbehesccecccese 158,487 
SER. «bpliin’s <5 60 0 Obes s>ededs eye e« 211,569 
OIE << oditing 6 denceeke Gree sae 425,487 


15,715,510 total 


Take another squint at the total families covered by this list. Nearly 
16 million families! That’s almost Aalf of all the families in the country, 
$0 we've got a good chance of reaching your customers with every shot. 
And all ated. the present season—month after month—this intensive 
effort continues. More people will know. about the self-winding feature; 
more people will be waiting in line to buy the unique Aquamatic. 
We'd appreciate your comments on this campaign. 


DID YOU RECEIVE THE CROTON “MAT SERVICE”? 


AllCroton dealers are entitled toa | 
copy of our Mat Service, just off 
in and crammed with good- 
se. newspaper ads. All sizes — 
“| Many styles—dozens of watch illus- 
ms. If yours didn’t arrive yet, 

write our Mat’Service Dept. icone 

FOR ALL TIME SINCE 1878 


NE | CROTON WATCH COMPANY, 48 West 48th Street, New York 19, N. Y. 


5¢ VOLUME 13 ¢ PUBLISHED REGULARLY BY CROTON WATCH CO. INC. 48 W. 48th ST. NEW YORK «+ SEPTEMBER 194 


~ The Inside Story of an “Inside Sto 
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of the Waterproof 
watch you never 
ave to wind! 
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KESTENMAN BROS. MFG. CO. 


[ae eS wee er NUT $T. PROVIDENCE & R.t. 
KESTENMADE . PEERLESS e SENTINEL 
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lo Wyler 


It is with justifiable pride 
that Wyler accepts the gracious 
tribute of the distinguished 


Albert Einstein. 


For prestige in waterproof 
and shockproof watches, 
present the Wyler 


proudly to your trade. 


A TRIBUTE... 


One of a series of advertisements appearing in Fortune ® Esquire ® Liberty 


incaflex 


WYLER WATCH AGENCY 
ROCKEFELLER CENTER* NEW YORK 20, N. Y. * CHICAGO OFFICE: 29 E. MADISON ST. CHICAGO 2, II. 
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WITH -EXQUISITE 
BRACELET BEAUTY! 


There's ioriathing about Nancy Lee brac ts —— 

that has universal appeal, particularly with the “young 
set!" So charmingly right for a family remembrance as 

well as a girl's first gift from her beau . . . it's been 

difficult to fulfill your demands for them! But soon, 4 
we shall . . . and right in step there'll be Nancy Lee Ads | 
in. the better fashion magazines . . . so you can a 
expect more calls for Nancy Lee than ever before! : 


Your wholesaler will supply you! 


PROVIDENCE STOCK COMPANY - PROVIDENCE, B 
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WATCHES 
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penuty. Oraw ord Accuracy 
WATCH COMPANY 
| 170 BROADWAY NEW YORK /7, N, ¥: 
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NORTH ATTLEBORO, MASSACHUSETTS 
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CHEEVER, TWEEDY & CO 


ESTABLISHED 1880 
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The future holds bright promise for the new 
day that will dawn tomorrow...when the joy 
of meeting demand rather than worrying about 


-supply will return. But, there’s a challenge in 


this future and it will not be met by merely 


returning to the old order of business. 


The merchandise you will depend upon 
to attract profitable attention in the future 
must offer new day precision and modern 
styling...attuned to the swift tempo of change 
and improvement. We are well along on this 
exacting job of putting into your hands a 
Line of Olympic Watches that will cateh 
the spirit of the times and invite sales. That's 
why we say—“Look to OLYMPIC tomorrow!” 


R. GSELL & CO., INC 


Ib WEST 37th STREET, NEW YORK 
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Boming at Tarasp-Schuls-Vulpera, Switzerland. Photo by Feuerstein. 


The practical beauty of Swiss watches 


e 
ia 
' 
Th 


scenery is breathtakingly beautiful. Perhaps, from constant 
ssociation with the scenes around them, Swiss watchmakers have 
rpreted beauty in terms of precision, accuracy—the functional 
a of supreme workmanship. 
/ Unfortunately, commercialism has produced Swiss watches that 
are assembled from parts made in many factories. Not Lonville 


f 
watches | Through Your Wholesaler 


: The mechanisms and parts for Lonville watches are made under Lonville watches are noted for 


: , ink G P an scihili reliability and consistency. You 
one roof with a single authority and undivided responsibility for may sell Lonville watches Wilh 


smallest part—and the whole. All parts are a joy for repair men assurance that at the prices 
When they install a genuine Lonville part and it fits perfectly! werdpedy — wa 
and no finer serviceatany price. 


' In normal times, parts are available in every civilized country. 


fh America, we endeavor to maintain complete stocks at all times. 


a 
ms LARRY RODMAN = : 
90. FIRTH AVE. Sole U. §. Agent) 4. >. INEW sYORK 19% N, y. 
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Gold Filled 


















and Rolled Plain and fancy tubing, seamless or open-seamed, in 
Gold Plate gold, gold-filled, rolled gold and silver has always been 
M one of the mainstays of the jewelry industry. To satisfy 

and Silver » > ¢,\y this demand before the war we created a substantial capac- , 
° ity for the production of tubing in an enormous variety of 

Gold and shapes and patterns. 
Silver Solders Wartime requirements further increased our productive 
° capacity, and while we are still actively filling government 
‘ays orders, the dies,’ rolls and hubs are available for limited 
Fancy Wires use now and for full capacity production when wartime 
3 ae | requirements ease. These are at your disposal for present 
Pattern Wire day use as conditions permit, or for the planning of postwar 
leg lines. 
Fancy Tubing Further, to help meet your. needs, we maintain a staff 
4 of thoroughly experienced metallurgists, chemists, design- 
, ers and consultants, as well as a fully equipped research 
Bracelet Wire and testing laboratory. These are at your service, ready to 
and Tubing assist your own designers to the full extent of their facilities. 
In addition, we have a splendidly equipped tool room and 
an entirely new department for the fabrication of parts. 
Your Inquiries Are Cordially Invited 
) 1 ge) | 
¢ L L 
DP GDIVZI , PRODUCTS 
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Main Office and Plant, ATTLEBORO, MASS. New York Office, 30 Church St. 
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Sterling HANDCLASP friendship bracelet 


TO MATCH OUR POPULAR FRIENDSHIP RING 


@ Made to retail for approximately $2.50 each, tax included. 


@ Place your order with 
your wholesaler NOW for 


early delivery. 


@ Bracelet illustration 
actual size. 


Made under U. S. patent 2220408 
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PARKER WATCHES - 580 FIFTH AVENUE+> NEW YORK 19, N.Y. 
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TONMAnother in a series of dramatic national advertisements which is gradually SUPERB CASE MFG. CO. 
bringing the name Superb to the attention of millions of fashion-wise women. PROVIDENCE, R. I. 
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R. PEARLMAN, INC. 


Creators of Fine Jewelry and Watch Cases 


83 CANAL STREET « W Alker 5-0627-0628 * NEW YORK 2, N. Y. 
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Inspired from the pages of Arabian Nights 

all women will treasure these exquisite 
“collector's pieces”... sparkling with simu- 
lated turquoise, amethyst, rubies, seed pearls. 
Sterling, gold finish. 


Sabre $30.00 doz: Wishbone $42.00 doz. Key $18.00 doz. ™ 


CORO, INC... New York * Chicago * Los Angeles * Toronto 
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two distinguished watch lines: 1 
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HYDE PARK : 





now available through your wholesaler 


PackArRD and Hyper Park watches are now offered in a wide 
variety of men’s and women’s styles and case qualities, includ- 
ing 14 kt. gold, gold filled and rolled gold plate. Men’s and 
women’s service watches are also available. All have 17 jewel 


dependable movements. Consult your wholesaler —now. 


Emil Leichter Watch Company 


S53) FIFTH AVENUE ° Se ee Oe a A) 





























HAND WROUGHT 
STERLING SILVER 
PIN and EARRING 
SETS 


Exquisite examples of the 
finest jewelry craftsman- 
ship, these new WINEY 
creations will add prestige 
to any jewelry depart- 
ment. Can be sold individ- 


ually as well as in sets. 


Many additional styles 


available. Send fora 


sample order. 
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EARRING—Z 2924 
RETAIL — $8.00 


PIN— Z 2926 
_ RETAIL— $18.00 


H. WEINREICH CO., INC. 


1321 ARCH ST., PHILADELPHIA 7, PENNA. 
FIFTH AVENUE, 


MERCHANDISE MART, 


DALLAS, TEXAS 


Se ee Oa 


PITTSBURGH, 





In the Post-war period the wise jeweler will featun : 
nationally advertised merchandise. National advertiail : 
cuts sales resistance to a minimum. In his Clock Dep a 
ment he will plan to sell the finest named clocks P| 


America. He can buy them all from one wholesale jewe 


—JOS. B. BECHTEL & CO., INC. ¥ 








OUR CLOCK DEPARTMENT 
INGERSOLL-WATERBURY INGRAHAM 


tae at t 2B watel d clock The complete new Ingraham Sentinel line. Chi 
The complete line of Ingersoll watches and clocks Clocks, Eight Day Strike Clocks, Eight Day 


—with the new Ingersoll Timex Heart. Clocks. Nationally advertised and price contro 


REVERE SETH THOMAS a; 

Revere, Telechron Motored Chime Clocks and Hall ‘Seth Thomas “the finest ener in clocks.” The Seth 

Thomas line includes electric and spring wound 

Clocks. ° . Westminster chimes and striking models, as well 
as smart alarm and occasional clocks. 


TELECHRON 


Telechron—the leader in Electric Clocks. The complete Telechron line offers 
a wide range of smart designs. There is a Telechron clock for every room in 
the home—and commercial clocks. 


WESTCLOX 


The world’s most popular alarm clocks. Big Ben, Baby Ben, Pocket Ben, Wrist 
Bén and the complete Westclox family. 


All Distributed by 


Jos. B. BECHTEL & Co.. INC. 


Established 1894 
729 SANSOM STREET PHILADELPHIA 6 





100 THE JEWELERS’ CIRCULAR-KEYSTONE 















| 








Say Hello” Te Your 
od) 


You'll be meeting her face to face in 



















your store soon! And she’ll be asking for a Homis. 
Yes...she'and many more like her — your customers who 
are right now being pre-sold on Homis world-wide rep- 
utation for exquisite craftsmanship. And on the dramatic 
Homis story of watchmaking skill and genius handed down 
from father to son — and sales-building story dramatically 
told them month-after-month through advertising in: 

¢ ESQUIRE « MADEMOISELLE ¢ CHARM 

¢ LIBERTY ¢ HARPER’S BAZAAR ¢ OUTDOOR LIFE 


e TRUE « VOGUE ¢ HOUSE AND GARDEN 
¢ SEVENTEEN ¢ AVIATION NEWS 


{Il over the world 


For your immediate post-war future — Homis promises 


you even more pre-sold customers through even greater H O M i Ny 


advertising, and even more dealer-helps to enable you to 








sell them once we bring them to your counter. 
Stores interested in Homis franchises 


Good reason for you to continue making Homis the = : 
are invited to write for full details 











big watch story in your store! 


HOMIS COMPANY « Manufacturers of fine timepieces since 1898 + 315 W. Fifth Street * Los Angeles 13, California 
Branch of Homis Watch Factory— Switzerland 
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Today, America's war needs come first with Arrow— It has long been an Arrow policy to avoid package- _ 
with all of us. But we are thinking ahead. We can platitudes and concentrate on package-pioneering. 
give you no priority on production, of course—but Provocative new designs—a wide range of materi- 
we can give you a priority on planning the boxes als*—arresting coverings! That's why Arrow boxes 
that will assure, for your products, a triumphant and displays take the lead in promoting sales. 
return to the civilian market. For your boxes of tomorrow—consult Arrow today. 


We're Not Through Yet—Buy Bonds! * metal, plastic, wood, or cardboard with coverings of leather, leatherette, fabric or paper. 


Arrow is now in its fourth year of service in the 
production of boxes which hold the Purple Heart 
and many other medals for the heroes in our Armed 
Forces. And Arrow is proud that through these 
years, it has maintained consistent leadership in 
serving this need of our Army and Navy. 


BOXES AND 
DISPLAYS 


ARROW MANUFACTURING COMPANY, inc. + FIFTEENTH AND HUDSON STREETS *° HOBOKEN, NEW JERSEY 
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Sparkling originality and perfect 
workmanship make these exquisite 
diamond duets a dramatic tribute of his 


sentiment, and a proud treasure to her. 


For easy sales and profit, feature 
these show window rings with the 


distinguishing “TCC” stamp of quality. 


Ilustrated Folder of Rings and 
Watches on request! 





16 EAST 52nd St., N.Y. 22 
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THOSE RINGS OF 


A FLASHING BEAUTY 


THAT NEVER DULLS 





RHODI-GEM R 


public for their superior design, fashion, and beauty. 


established recognition and acceptance that mean 


additional profit, and greater prestige. 


42 W. WASHINGTON ST., INDIANAPOLIS 


Accepted as rings of superior quality, RHODI-GEM Rings by 
Goodman & Co. are known to both the jewelers and the 


carvings in Rhodigold, that whiter-than-white precious metal 


that never dulls, give them a mark of distinction that is 
unparalleled. RHODI-GEM wedding rings, diamond engagement 


rings, mountings, birthstone and fraternal rings have 


GOODMAN & COMPANY 


MAKERS OF QUALITY JEWELRY SINCE 1903 





INGS 


Their exquisite 


more sales, 


, IND. 


THE JEWELERS’ CIRCULAR-KEYSTONS 








Jimepicces that Satisfy 


Louis Which (Z O. Ghe 


Importers of Fine Watches 


580 Fifth Ave., New York 19, N. Y. 
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ARTHUR BAUER CO. - U.S. Representative » 48 West 48th St., New York 19, N. Y. 


FOR SEPTEMBER, 1945 









A NEW Broslan Jewelry Item Sensation! 
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200,000 men a month are coming out of the armed forces 
And Every Single One is a NATURAL Prospect, Because... 





e It’s a lifelong memento of his To Help You Sell the “Dog Tag” Money Clip | 
wartime service ' 


ti i 
¢ It provides permanent identi- Complete promotion plans and material 


fication are ready for use NOW ...including... ‘ 
° it’ d luck pocket pi Newspaper mats for your own adver- 

» ¥9 —— ee “ P mee tising and attractive window and counter 
Sturdily made of sterling silver, display cards. 


BROSLAN’S ‘DOG TAG” Money Clip . ans 
has these important features . . . Here is a brand new promotion item 


oe Shape and design proved most practical with tremendous, immediate volume and 
by tesis...The “Dog Tag” fits perfectly into profit possibilities. Be first in your com- 
the groove...Snaps in easily and firmly... unity to promote it. Orders will be filled 
Retails profitably at $6.95 (including tax) in order of receipt. 


BROSLAN JEWELRY COMPANY °* 767 Lexington Avenue, New York 21, N. Y. 


OD GS ES ES ES ES ES Se Se es ee ee ee ee ee ee ee ee ee ee es es ee ee 

















| BROSLAN JEWELRY CO., INC. SORE MANE 7 

i 767 Lexington Avenue, New York 21, N. Y. ADDRESS l 

| Please SOM ME.......cccccsscseeseeseeee dozen "Dog Tag" money l 
clips at $70.80 per dozen, KEYSTONE, net. Please = city STATE 

j send me advertising mats [_] and counter display | 

| units. 0 SIGNED BY | 


NR Giisiiilingiindisinimatidiiinin neni uiiitinmpepnininmrenciengemnnwiil 
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Count every minute to Victory | 
on LATHIN WATCHES .. . 



















... Scientifically constructed 
... nationally accepted 











ee OF AS CURACY) 


LATHIN WATCH COMPANY 


Importers of Watches 
580 FIFTH AVENUE NEW YORK 19, N. Y¥. 











BUY MORE BONDS BEFORE YOU BUY ANYTHING ELS 
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Praiseworthy in more ways than one! 











As efficient timekeepers .. . as supreme 
examples of modern styling and 
design. ..as values second to none... 
BELMONT watches fully deserve the 
praise that is being accorded them 
everywhere. The current demand for 
them must be taken as a promise for 
the future—and the day will come— 


soon, we hope—when we will be able 





> # to supply that demand completely. 


BELMONT WATCH COMPANY 


551 Fifth Avenue, New Yor 17, N. Y. 
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We're Making Haste Slowly 


t wasn’t too long ago that our stock-in-trade was 
skilled hands and a reputation built upon 35 years 

of artistry in the fabrication of engraved metals. Item 
by item our line of ring mountings has grown— in 
beauty and quality. ¥¢ Jewelry folk tell us our prog. 
ress has been remarkable. Maybe so. But the best is 


is yet to come. We think you'll like the newest addition 





to our line —the beautifully crafted, classic-styled 
wedding bands shown here. And soon we'll be show- 
ing exquisitely-engraved bands. yy At present, your 
wholesaler can show you a representative line of 
Chandler Master Guild Ring Mountings. Tomor- 
row, you'll see a wider assortment whose beauty 


and quality will be second to none. 


MODERN CLASSIC SEAMLESS WEDDING BANDS — Each 


an example of tasteful designing — quality 
craftsmanship. 5 numbers from our group 
of matching sets. Available in palladium 


and 14 Kt. yellow gold. 





S. CHANDLER COMPANY Soe 
LJ 1 laniffae yg foes 





217 GRAND STREET, MEW YORK 13,:N. Y. - CAnal 6 
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What this 
@yeililecli: 
means 


TO THOSE WHO 
AND THOSE WHO 


FeeRnAke(o 


WATCHES 


Chaux-De-Fonds, Switzerland 


_ tor 15 consecutive days 
—in 5 different positions 


extremes of temperature respected suhorty 


Sold Exclusively by 


SEMCA COMPAN 


30 Irving Place, New Y k 
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TO STIMULATE JEWELRY SALES 


“’RAME your jewelry in elegant 

baroque — and note the attention it 
will attract! Ornamentally carved frames 
with a sweeping rose and leaf design — 
amply proportioned —each frame is hand- 
somely lacquered in lustrous gold-Choose 
the mirror to charm even your most hesi- 
tant customer. Grace your windows and 
walls with matching, black velvet-lined 
displays for pins, earrings, knickknacks, 
jewelry and eyeglasses. 


GOLD LACQUERED CARVED FRAMES 
All lined in Black Velvet (except mirror). 


Outside dimensions — 19%” x 2614" 
4508-M 


#4508-M — Mirror, presents a perfect picture 
to the customer who “tries” before she buys. 
$24.00 


$4508-O-—8 supporting tongues to provide at- 
tractive arrangement for eye-glasses or frames. 
$28.50 


$4508-P — Plain black velvet lining for dis- 
play of pins . 


ny i isemiiieinatie! 
Hs08-£-Sixvelet. CBS) | MS) Cer el 
covered racks make eee i! Co. ae / 4508-0 
this the ideal display AD 
for your loveliest ear- 
tings... . $28.50 
$4508-S —4 sturdy USE THIS COUPON TO ORDER — NOW! 
shelves, covered with é _— RR) ee ee ae ae eC 
Wolfsheim & Sachs, Inc. 


black velvet, for sil- 
verware, china, and 20 West 47th St., New York 19, N. Y. 


giftware . . . $30.00 


Kindly send me the following Modetn Baroque Frames: 


0) #4508-E @ 28.50 0) $4508-S @ 30.00 
1) #4508-M (Wall Mirror) @ $24.00 


Wolisheim « Sachs, Inc. 


SINCE 1888 
THE GREATEST NAME IN THE JEWELRY BOX & DISPLAY INDUSTRYLUU 


== =o G@ Ge &e Gm ap om ae oe oe ow os 


e 
! 
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I 
f | ©) 4508-0 @ $28.50 O #4508-P @ $22.50 
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CONSULT YOUR WHOLESA‘ER 
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listinguish SCEPTRON'S 


l } ogee } Ries a ae poate 
gale aderer= 20. pear!-centerea pin ana earring 


} l ) ] N ] iniinie ] re 
1s jewelry should be created, and as a jewels 


} 


with #mphasis on exemplary workmanshi{ 


by jewelers for jewelers only 


SCEPTRON JEWELRY CREATIONS . 366 Fifth Avenve, 


New York 








1 











SHE DRESSES PRAMATICALLY, ON THE SLIMMEST OF BUDGETS. 


HER JEWELS LOOK SO GENUINE THEY’D FOOL A SECOND-STORY MAN. 


WOULDN’T HE BE SURPRISED IF HE KNEW... 


WEARS :; 
ol Leclong JEWELRY 


DESIGNED 





BY 


See the complete collection at 
Leading Jewelry Manufacturing Ce. 
389 Fifth Avenue 

New York, N. Y. 
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WATCH CO., INC 


Wiclesale Jewelers 


AN ALWAYS-DEPENDABLE 
SOURCE OF SUPPLY 
FOR THE RETAIL JEWELER 


— 





WATCH CO., INC. New York 7, N.Y. 
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Tost of J wUusMics 


114 East 32nd Street New York 16,.N. Y 
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Aside from their time-honored - 
Z dependability and accuracy, what” 4 


distinguishes DOXA watches are their 


~ celebrated high styling and individuality; e. 


hat they are immediately available to American 
i ‘many important styles for men and 
- - 


luding thin pocket watches, is your 


sb tie ich tity your store with DOXA— 


orld’s really great ‘watches! 


il Leichter) 
POU THE Uc Be x. 


* New York 17,N. Y. 


a 
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@ Making wartime supplies for Uncle 
Sam taught us how to fashion peace- 
time supplies for his daughters. 


©The exacting craftsmanship required to 
perfect precision instruments expresses itself 

in every line of these superb jewel-like all 
metal Concord Compacts. 


@ Twenty-four handcrafted distinguished designs. 
Retailing from $5.00 to $7.50. 


®@ Sold exclusively to and by better jewelers. 
Supplied to you by your jobber... see him TODAY. 


CONCORD COMPACTS ~ A DIVISION OF AMERICAN AUTOMATIC MACHINE & TOOL CO. + 235 PEARL ST., BKLYN. 1, N. Y. 
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BERMAN WATCH CO. 


31 West 47th St., New York 19,N. Y. 


Arnold Blumenfeld — sales representative 
209 S. State St., Chicago, II. 
833 Market St., San Francisco, Calif. 


appy days to come whet 
make prompt deliveries ant 
new business. 


WE GUARANTEE to retailers that Milber Watches 
are free of factory defects; if in rare cases, they develop, 
we will repair them without charge. This guarantee 
can be made freely, because in my 24 years in the 
Watch industry, I consider MILBER is the finest, 
popular priced, imported watch I have ever sold. 


Come in to see us or write us, won’t you? Now is the 
time we should get to know each other and plan ahead 
for future business. 


Max Berman 
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Diamond 
Ring 
Mountings 
for Men 
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We are sincerely gratified with the fine reception 
our new line of Men’s Diamond Ring Mountings 
has received by leading jewelers everywhere. 
We have endeavored to make each mounting 
an individual, modern design and styled with 


the same custom character which distinguishes 


Marlin Cocktail Rings . . . Be among the first 
to feature these 14k yellow gold men’s rings. 


Memorandum selection to rated jewelers 


aR IMIARLIN couclersme 
; . ; 


Division of PERKEL & KNAPP, Inc. 
“10 West 47th Street * New York 19, N.Y. > 
CHICAGO: Lovis E. Sherman, 29:E. Madison St 


IDENTIFICATION BRACELETS 
with Double - Picture frame Locket 











DELUXE MODEL Bo 4 





CLOSED VIEW 





OPEN VIEW 


In Sterling Silver, for Men and Women! With Different Chains... 
Priced at $12.50 ... $9.00... $6.75... ea. Keystone 


Locketags sold extremely well last year and are selling in even 
bigger volume this year. Put in stock now for both your overseas 
holiday business and your regular Christmas needs. 


Locketag Bracelets are beautifully designed and sturdily made. 
May be engraved on both sides. Individually boxed. Immediate 
deliveries. Order from your jobber today. 


SOLD THROUGH WHOLESALERS ONLY 


LOCKETAG JEWELRY CO., Inc. 


19 EAST 30th STREET + NEW YORK CITY 
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wilh a 
BIG NAME 


A multi-million audience is reading the 





distinctive, attention-arresting JACK 'N JILL 
Jewels advertisements in top-flight mag- 
azines. The impact of this consumer interest 
will bring more customers to your counters, 


greater prestige to your store. 


rn) . ‘<3 oe eo <= 
d SS & 
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HARWOOD MANUFACTURING CO., PROVIDENCE, R. I. @ A Division Of © \ W. &H. Jewelry Co. 
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Jack, Murray and Sidney Brandt* 


ready to serve you with a complete stock of fme 


quality Diamond Jewelry for immediate delivery .. . 





(a considerable part of this stock is of pre-war manufacture. ) 


‘EVERY POPULAR STYLE IN: 


Wedding Rings ° Ring Mountings ° Fancy Rings 
Bracelets ° Brooches ° Earrings 
Birthstone Rings . Cluster Rings ° Cocktail Rings 
Masonic and Shrine Rings and Emblems 
Men's Onyx and Colored Stone Rings 
_ Men's and Youths" Signet Rings 
Men's Diamond Mountings ° Ruby & Sapphire Guard Rings 
Ladies' and Men's Gold Watch Bracelets 
Men's and Ladies’ Plain and Carved Gold Wedding Rings 


We invite your inspection *« Memo selections on request 


.L. BRANDT CO. 


makers of FINE DIAMOND JEWELRY - since 1928 
> EAST 47th STREET, NEW YORK 17 e PLaza 5-4294. 


*Jack L. Brandt with the U. S. Army Air Force for three ace 
Sidney Brandt with the U. S. Army for four years. 
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| pe JEWELERS are now featuring our unexcelled selection of exquisite 


costume jewelry. Every piece is made entirely by hand and designed by master 
jewelry artisans for style, quality and sales appeal. Made of sterling silver, 


24K gold plated. Now available for your fall sales. 


DISTRIBUTED 
THROUGH YOUR 
WHOLESALER 


86 PAGE STREE Ti pee VIDENCE, RHODE iStAq 
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Irving Sacks. Ine. 


264 Fifth Avenue Dept. J. C. 


New York 1, N. Y. 


No. 959 
ernistic P 
Earring 
Sterling 
relials qi 
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ored st 
$10.50 
Others 
$30.00 


No. 881 —§ 
Gold Earrin 
Variety of 
and styles. F 
$6.00 a | 
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Mita long exper- 


i Non 


: ‘fx religious: goods, plus a 


standards, packaged and priced for 
retail jewelers. We promise 
immediate delivery 


on all advertised items. 


Lustrous pearls* of fine quality, combined 
with 10K Gold or Sterling Silver, packaged 
in a Jewel-Case box of velvet-covered 


wood. 


No. 200 10K Gold ..... . $35.00 ea. 


No. 500 Sterling. ...... $11.00 ea. 
Keystone Prices 


Soldered-link chain used exclusively 


FINE ROSARIES amd RELIGIOUS SPECIALTIES 
MANUFACTURERS - IMPORTERS - EXPORTERS 


410 BROAD STREET - CENTRAL FALLS - RHODE ISLAND 





we BuY for YOU 


i business.--We are constantly 


with the most important 


merchandise of 


__.that's ov 


in close contact 


markets and sources for 


your Wholesaler and the service We 


ich you can expect. 


pledge and wh 
your Wholesaler tor 


Always rely upon 
nd advice: 


his judgement, selection 


Sincerely, 


WALTER E. HAYWARD CO. 


Established 1851 
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m Gold Earrs ¢ 

14 or" diamonds wy? 
from 1/4 anal 


1/3 Karat. 


sel 


Gold Earrings 
moonstone an 


14 Karat 
set w 
genum 

Earrings are sold in complete units only. 

Conditions do not permit the sale of 

mountings, alone. 


Manufacturing Jewelers 


2 GARDEN ST. NEWARK 5, N. J. 
Member of 
American Gem Society 

















with necklaces and earrings 
te mateh ... by Harper, 
makers of gold, gold filled 
and sterling jewelry 
sinee 1893 








PERRY NOVELTY COMPANY 


1700 STEWART STREET PROVIDENCE ’ . . 
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EMBLEM RINGS 


AND 


STONE RINGS 


I. B. GOODMAN 


OF CINCINNATI 


y 
GTTATLE Ibs, Manufactu 1e€%45 


YOUR WHOLESALER 1S THE MOST RELIABLE 
AUTHORITY IN JEWELRY MERCHANDISING 


His services are as indispensable to the jewelry manufacturer 
as. they are to the retail jeweler. Occupying a position of 
trust, his counsel is sought and respected by the entire industry. 
He is the supply center of ideas as well as of all worthwhile 
merchandise. He is the man who enables you to multiply turn- 
over with small inventory. He is, in our opinion, the actual key to 
progress in jewelry merchandising through controlled distribution. 


*MANUFACTURING ASSOCIATE MEMBER OF THE NATIONAL WHOLESALE JEWELERS ASSOCIATION 
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and what you can expect from GOLDEN WHEEL 


We like to think of our 50 years of business life in terms of our experience, rather than 

our age. For, one of the important things we’ve learned since 1895 is the necessity of 

keeping abrecst of the times, in our thinking, designing, and manufacturing. That's 
i 


why our new lines, now in preparation, will reflect the modern trend in smart design, 


and quality bred of 50 years of “learning how”. 


winey LEDERER sono. 


150 CHESTNUT STREET © PROVIDENCE © RHODE ISLAND 


186 THE JEWELERS’ CIRCULAR-KEYSTONB 














toe 


os 


SPITS Ls 
See = set z 


a. 


ee ee ee 
tate re ee 
beets, 2 54 
ary ue eae 


oh 
> As 









CERT GS Tae 


* Massive yet trim and 
- tailored, these superbly-styled 


Remembrance signet rings have that 


PRESS TE 
i Se 


Be individuality and distinction men prefer. 
© Created in 10 kt. and 14 kt. gold, some with 


fluted sides. All are top sellers in progressive 


—E a 
2 ~ 2 - 


jewelry stores from coast-to-coast. 


BEN FEIN & EDDIE DANZIGER 
NOW CONDUCTING THE BUSINESS OF 


Stemembrance Sting Comping 

















BADEN « FOSS 
i WEST 47TH (STREET © NEW. YORK) 39, N.Y. 
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945 Fall black dress fashion. High-polish 
finish in white, pink or yellow gold 
with high quality stone in six assorted 

' | attractive sales-closing box. 


ae 
‘ 


WHOLESALE 


otled Manufacturers 


Main Office — 87 Weybosset St., Providence 
9 Maiden Lane, N. Y. — 31 North State St., Chicago — 707 South Hill St., Los Angeles 
New York Retail Display Room — 303 Fifth Ave., Suite 1801 Corner of 31st St. 


Your 
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Personal salesmanship is vitally important 
to modern merchandising, yet the world’s 
best merchant is handicapped if the front 
of his store is an outmoded barrier to sales. 


: A brand new Kawneer Store-Front — e 
| scientifically planned as a part of your par- Kawne 
ticular store, rather than merely as part of STORE-FRONTS 
the building—becomes a potent “Machine 


' 

| ; For Selling”. It becomes, in reality, an ad- SMACHINES FOR SELLING! 
i. aac ee eR RRR URE 

j 















vertising medium—to pull people in, and 
help you cash in on all your other advertis- 
ing, on interior displays, and on personal 
salesmanship. 






















ream eNRRE? RATT 1 
Send coupon today for information on =| tHE KAWNEER COMPANY, 2009 Front St., Niles, Michigan. | 
the Kawneer plan to help you boost sales | Please rush a copy of your new vvoklet, illustrated with typical | 
post-war store-front designs. 
and profits in the years ahead! l | 
| Name | 
! 
Address ! 
. Pull Them In To Buy! 
oe __. State ] 
ol 
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Specialists have the 
of doing the outsta 


and the unusual eB viding 


WE'RE SPECIALISTS IN 
CHAIN JEWELRY 
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SPECIAL 
FOR THE 


MONTH 


Genuine 1 ct size 
WHITE ZIRCON 
10 K GOLD 


MAN’S RING 
$7500 Fact 



















An ENSEMBLE of twenty style-leading, matched wedding ring sets for the bride 
and groom. Brilliantly conceived in the latest mode and gracefully designed by Bliss fashion experts, 
these smart, new “‘Rings-O-Bliss” wedding rings have an appealing beauty that will delight the most 
dsctiminating jeweler and the most fastidious couple. Each ring set is a worthy symbol of lifelong devotion 
and happiness, and justifiably will be cherished throughout the years by the bride and groom. . . . Each set 
is skillfully wrought by jewelry craftsmen whose record of manufacturing technique and service extends 
over fifty years. 


The famous “Rings-O-Bliss” merchandising tray is given free with an initial order of samples. Shipments 
of SPECIAL SIZES are made to jewelers TWENTY-FOUR HOURS after order is received, thus 
eliminating the necessity of the jeweler stocking all sizes. Order today! Watch your sales volume increase 
with “Rings-O-Bliss’’. 





ye eae 


29 EAST MADISON STREET 
CHICAGO 2, ILLINOIS 
Phone STATE 3876 
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UNCOVERED SOME 
IMITATIONS J 


REGISTERED TRADE MARK 


con WOO 
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MARVEL JEWELRY MANUFACTURING CO., PROVIDENCE 
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A vote of thanks to our employees who have helped 
us maintain our high standards of quality despite 
wartime difficulties. 


a 
JOE) SCHNEIDER 
rw i 


Manufacturing Jewelers 


2 West 47th Street 
New York 19, N. Y. 


Sold thru 
wholesalers 
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JUST AS GREAT ARTISTS express their genius 
through the medium of canvas, so Anson 
craftsmen use precious metals as a medium 
of interpretation. 

Breathtaking style, fine, new, masculine 
design and utility — these will make Anson 
Jewelry favorites of men everywhere. 

Now in production, Anson Jewelry for 


Anson Collar Holder and Tie Slide 
in 1/20 12k Gold-Filled 





men will be introduced through national 
advertising. 

Leading wholesalers are invited to learn 
complete details by writing Anson Products, 
Anderson Tool & Die Works, 24 Baker 
Street, Providence 5, R. I. Retailers can locate 
their nearest Anson wholesaler by writing to 
the same address. 
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‘PURITY’ 


a revered name in quality diamonds 


Only one jeweler in a community ts 
reaping the better profits made tn 
selling these original "PURITY" 
DIAMOND RINGS shown here 


They retail from $50. to $5000 


If interested in the “PURITY Dia- 
mond Exclusive Franchise for vour 


community, write us today 


“Teecr PURITY 
( your Seearntty 


















Lie late 
af Sales to Comte 


With a little light on a subject a customer changes 
from negative to positive. She buys . . . and continues to buy. 

With Gold Filled jewelry, for example, once a customer comes out 
of the dark and into the know . . . once you convince a customer that 
Gold Filled jewelry is quality jewelry, popularly priced ... that 
customer is a friend of yours and of Gold Filled jewelry for life. 

The reason in back of this attraction is the proven method by which 
Gold Filled is made. Layers of Karat Gold are fused to a base metal, 
then rolled under tremendous pressure. That is why Gold Filled is 
harder, longer-wearing, and gives greater customer satisfaction. 

So if you’re building your saJes on the face of impressions . . . lasting 
impressions ... make sure you 

@ feature the quality jewelry that 
is readily identified...and “==” weve ux 


one comrac’ LATER 


promptly accepted ... Gold ~ uaat one 
Filled. 





Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE, RHODE ISLAND 
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BRAVE MEN 


by Ernie Pyle 


Jewelry by.... an Def 
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LB HANDSOME : 
MEN'S. STONE: RINGS 








- ladies’ 
vith genuine gor- 
and genuine opal 
center only 













Wa ladies’ No. $276—14K ladies’ 
pice of gen- cluster with choice of gen- 
and synthetic stones vine and synthetic stones 














No. 1434—10K man’s ring 





with choice of simulated with choice or simulated 
ruby, garnet or sapphire stones in complete variety 
center stones 


of all birthstones 





No. $2. TAI Madies’ 
cluster with choice of gen- 
vine and synthetic stones 





No. 1435— ‘s ring 
with choice of simulated with chole 
stones in complete variety _ stones in ¢ 

of all birthstones , 





Finest Quality, the Most Cre- 
ive Workmanship .. . These Are 
Unchanging Traits of Tradi- 
tion in Every LB Ring That Make 
Outstanding Value a Certainty. 





2 WEST 47 STREET * NEW YORK 19, N. Y. 
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Toilet (Meov.) 
$9.00 Doz. 


Ne. 103 Jack 
Knife (Mev.) 
$4.50 Doz. 





Ne. 212 Soldier 
Helmet (Mov.) 
$5.00 Doz. 





Ne. 131 Golden 
Gate Bridge 
$6.00 Doz. 

- 


—_ 


No. 210 Setting 
Hen and Chicks 


No. 118 
Grand Piano 
$6.00 Doz. 


Ne. 201 magic 
Book Locket 
(Mov.) 
$4.25 Doz. 





No. 206 Straight 
Rozor (Mov.) 
$5.00 Doz. 


Neo. 220 Pad and 
Pencil (Mov.) 
$5.00 Doz. 





No. 216 Ice 
Tongs (Mov.) 
$4.50 Doz. 


@ 


No. 223 
Rickshaw (Mov.) 
$5.00 Doz. 





AMERICA’S LARGEST CHARM MANUFACTURERS 
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FINE 





Ina 
Beautiful 
Gift Package 







O, or THose “hard to find’’ icems—a beautiful 
piece of silver plate in the medium price gift field! 

This replica of an old English joint fork (che 
original bears the hall-mark of J. Gilbert, close- 
plater of Birmingham, England) is already a 
proved seller. 

Faced with the problem of securing really fine 
Christmas gifts in today’s market, James Gerity 
decided to make replicas of this fork. A thousand 
were made for friends and business associates as 
Christmas gifts. 

The result was startling! Everyone who saw 
these Carving Aids asked: ‘“‘Where can we buy 
one?” And so, Carving Aid has become one of the 
most talked-about new items of giftware. 


GIFT FOR 





MEN 


In beauty of design and finjsh, Carving Aid 
takes its place proudly beside even the fimese of 
sterling silver flatware, sparkling crystal and price- 
less china. The grace of its well-proportioned 
handle, the sturdy guard, the exquisite taper of the 
tines and its inherent simplicity all speak of its 
heritage of master craftsmanship. 

But Carving Aid also has great utility. Ic 
makes the carving of fowl, roasts and ham a real 
pleasure—a gracious ceremony. The generous 
length and sturdiness of its tines enable the carver 
to hold the most elusive subject securely. 

Carving Aid is produced in the ultra-modern 
plant of specialists in the production of fine plated 
wares—gold, silver, chrome—by men who are 
acknowledged to be recognized leaders in the 
development of advanced plating methods. The 
quality of finish on Carving Aid is the result of 
years of experience in this highly specialized field. 

Orders are now being accepted and will be 
tilled in the order received. Place yours today so 
that you may receive the earliest delivery. 





2] for SEPTEMBDR, 1945 








|GERITY-ADRIAN MFG. CORP. - ADRIAN, MICHIGAN 
151 





Partners in Research... 
for Pro TESS... and Profits 


Shown here are the names of a few of the companies which help 
us make SAMSONITE LUGGAGE. They are leaders. They are 


not afraid to pioneer. 


In a very important sense they are our “partners.” Their re- 
search, and purs, have combined to make possible an advanced 
and superior line of luggage that has become America’s favorite. 


Even during wartime they are working and planning with us, 
developing improvements in materials and in manufacturing 
processes. Such progress is sure to mean profits for all wide- 
awake merchants who feature SAMSONITE. 


Denver e SHWAYDER BROS., INC, « Detroit 
Mokers of 
SAMSON CARD TABLES AND FOLDING CHAIRS © SAMSONITE LUGGAGE 


“Strong enough to stand on” 
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NEW 


THE SPEEDIEST 


/ 
®e So simple tha 


I] 


all metals and 





| I! sn 
: ; aticaliy cente 


ved 





¢ New Hermes, por 


a proved success in jewelry stores 


lepartment stores J 


. ‘ 
S.A 


NOTE... The engraving time marked 
ext to the samples includes com- 
osition of type, clamping and 


engraving ... the complete 


Write for catalog and 
new alphabet 


folder 


onistal me (eke 
2,199,261 © 2,156,269 
Other Patents Pending 
Made in U.S.A. 
For AC and DC 


FOR SEPTEMBER, 1945 


The New Model “G' Portable Engraving Machine 


‘ produces beautiful work aelssloleige! elim alssmelelale, engraving 


} A new Universal Work-Holder (Patent Applied For 





























HERMES PRESENTS 


ENGRAVING DEVICE EVER DEVELOPED 
t ANYONE can do perfect engraving 
plastics 


rs and clamps the item to be 


Jo loliomm dake aenalale Miilelaalialee: 


n every part of the 









. I ohilthiclai lacie Med 
NEW HERMES, Tater Portable Engrav- 


ing Machines 


13-19 UNIVERSITY PLACE + NEW YORK 3 ¢ N. Y. | 
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completely new, completely different REN HH 





It’s the -most sensational program on the air! Never been 
done before! And it has everything that makes for a great 
popular success! Listen to the laughs, surprises, excite- 
ment as the theatre audience and the nation bid for the 
amazing items that Master Showman auctions 
off every week! And to add even grea The 
Rensie Program will travel from town to town to broad- 
cast before specially invited local audi 

With this important announcement, 
takes the leadership in the watch industry. 
time radio program will confirm Rensie’s position as one 
of the best sellers in the business. _.coast to coast. 


Paul V. Eisner & Co., 580 Fifth Ave., New York 19, N. Y. 





RODDY McDOWAILL 
20th Century-Fox Stor 





Flectric Meters for the Army’s 
Life Saving Mine Detectors 





ANOTHER ‘McCLINTOCK WARTIMI 


seat 7, , bilit 4 


Vindictive death waiting in silence below the sur- 
psd is Of Clock face of the ground — Detected and defeated by a clever 
_ Chime Systems, electronic device. Thousands of delicate electric meters 
imers, & Burglar 

Alarm Systems (heart of the now famous Land Mine Detector) have been 


made by the O. B. McClintock Company. 

Watch for the post-war employment of these 
McClintock skills. 

Remember the Name .... 


O.B. McClintock Co. 


MINNEAPOLIS MINNESOTA 
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ESTABLISHED 1876 





QUALIFY im the Past, 
QUALITY Today for our Armed Forces, 








QUALITY Jewelry Finduade soon again fo 


for the Jeweler. 
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“adaiglic a. | " anal Mr, i. 3 
~ —, H. NOBLE & COMPANY ~~ 
559 West 59th Street Chicago 21, Illinois 











THE MEN AND WOMEN OF 
J.R. WOOD 
PRODUCTS CORPORATION 


) 
COVE honored lo OMMCHUN CE 


the frcsentation of 


THE ARMY-NAVY 
“E” AWARD 


ft CACE tlen cé 


CH Uae frroduction 
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J). RK. WOOD PROBA CTS CORPORATLIO™’N 


AX. 


7OW ashington Street. Brooklyn. New York 


1. R. W Ome & SONS. INC. 


16 bast 5th Street New York 17 N \ Mianufaect rrers and Diamond In porters 


FoR SEPTEMBER, 1945 











160 





PALLADIUM > IP 


—a precious metal for fine jewelry 
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More and more manufacturers are turning to palladium 
. . to satisfy the increasing demand for all types of 


fine jewelry in this strong, white, all-precious metal. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, ING. 


67 Wall Street, New York 5, N. DY. 
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HE—" Have a light?” 
SHE—"Yes, thank you--my, what a handsome lighter.” 
HE—"\'s the new Langley Lighter, works like a charm.” 


SHE—"Thanks again, I'm going to buy one tomorrow.” 


LANGLEY LIGHTER 


Aluminum . . . four length 
edges are rounded. Clever, 
streamlined construction 
. . . consistant, instant 
lighting. 


$ 9 7 Dozen 





@ IMPORTERS 


. = ; © JOBBERS ond 
WO L F ai fi Ak t - © DISTRIBUTORS o 


DIAMONDS 


If a Susp e ae ‘a : : and 


JEWELRY 
1308-10 MAIN ST FORT WORTH, TEXAS LONDON 


"SERVICE THAT ERGetes 























RELEASED OCT.1 


The New Gruen Pan American! 


World famous aviation watch now available to civilians from *39.75 to #119.50 


‘This is the new watch chosen official timepiece of Pan American World Airways... the } 
Gruen Pan American. Treasured by airmen for precision and beauty. it is one of the enost talked 
about warches 10 come out of the war. It has # specis! 24-hour dial, for AM and PM 

hours It tells the new att-world ume with uncanny precision accuracy. So grest bas been the 
demand by tha armed forces for this magnificent temeprece that our eatine production 

Of Gruen Pen American watches bas been vestricied 10 military eoeds. Bat wow as last 0 

Lenised sop ply will bo etennad ia 2 





. Reproduction of Pan American announcement 
appearing in Fortune and Saturday Evening Post. 


No watch was ever Pre-sold 


like the GRUEN PAN AMERICAN 


Gruen Pan American with 24-hour 
dial, launched as a pilot’s watch in 
1943 .. . Immediately chosen official 
watch of Pan American World Airways 
... Then sold only on military priority 
... Beginning 1943 dramatized by 
ad after ad of powerful Gruen adver- 
tising in Life, National Geographic, 
Esquire, Time ...... Became known, 


Orher Grorn worches ac Groce Sewvten 
only inchading the parerwed Carver snd 
10 $230, 


wanted by millions of readers! Be- 
ginning this October 1 its release to 
civilians will be told through dra- 
matic announcements in The Sat- 
urday Evening Post and Fortune... 
Assured profits: and prestige are 
yours by tying in your store adver- 
tising with the “pre-sold” Gruen 
Pan American. 


Sell Gruen Watches ... But Sell War Bonds First 


THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI, OHIO, U.S.A. INCANADA: TORONTO, ONTARIO 


Copyright 1945, The Gruen Watch Company 


2. Free Pan American display cards... 
radio transcriptions and newspaper mats, 
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Fare and Emerald Cut Cf cw ee ffewelry 


a 


Svery diamond set in our jewelry is cut'in our 


modern Cutting Siatlinns 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


Te 


Diamond Cutters 
64 WESI 48th STREET NEW YORK 19, N.Y. 
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MAGAZINES 
98 INSERTIONS 
IN 24 MAGAZINES 


LIFE 
ESQUIRE 

GOOD HOUSEKEEPING 
MADEMOISELLE 
LIBERTY 

MODERN SCREEN 
SCREEN ROMANCES 
MODERN ROMANCE 
TRUE CONFESSIONS 
MOVIE STORY 
rele) Maal: 
SCREEN GUIDE 
SEVENTEEN 
SCREENLAND 

SILVER SCREEN 

MOVIE SHOW 
CHARM 

GLAMOUR 

TUN te): V.V 4.0: 
TRUE ROMANCES 
TRUE EXPERIENCES 
TRUE LOVE & ROMANCE 
PHOTOPLAY 

RADIO ROMANCES 











DI 





GENUINE REGISTERED 





eepsake| 


AMOND RINGS 





Trade Mark Registered 








NEWSPAPERS 
250 INSERTIONS 
IN 50 NEWSPAPERS 


’ 
in Rotogravure or Society Sections in these larger elti: 


Akron 
Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas 
Dayton 
Denver 

Des Moines 
Detroit 

Fort Worth 


Houston Portland, Ore. 
Indianapolis Providence 
Jacksonville Richmond 
Los Angeles Rochester 
Louisville St. Louis 
Memphis St. Paul 
iami Salt Lake City 
Milwaukee San Antonio 
Minneapolis San Diego 
Nashville San Francisco 
New Orleans Seattle 
New York Springfield, Mass. 
_ Oakland, Calif. Syracuse 
Oklahoma City Toledo 
Omaha Washington 
Philadelphia Worcester 
Pittsburgh Youngstown 








oe 3 
aN 


‘ 3 i * 
¥ 


\ODERN | 


“DESIGN 
6.4: 5 ee. 


PENDANTS 
BROOCHES 
BRACELETS 
EARRINGS 
LOCKETS 


‘ ’ _ ° RINGS Styled by 
\. LINK BUTTONS Soul” 
\) an Gold 


# 





Somers -Eonst Co., Fne. 


MANUFACTURERS 


ome =i“ se i ee ee 


DIAMOND IMPORTERS 
42 WEST 48th STREET NEW YORK 19, N. Y. 


FOUNDED 1902 
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Maki Facets UOQ00 


New Trade Seasation! 


Top Insurance Company Underwrites 
First Policy of Kind in Diamond History 




















Issued by St. Paul Fire 
& Marine Insurance Co. 
(Capitalization $10,000,000) 
This individual policy- 
gvarantee covers full 
value of each purchase! 





7 = : 
New Patented Feature 
Pe end all 4 Multi-Facet Brings You 


| ature in Diamond Selling! 


A New Insurance Fe 
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“it’s a pleasure 
fo handle?.. 


HEIRLGOM 
_ Pale 


AsTatled dealers throughout 


the country find HEIRLOOM 
PEARLS* a profitable answer 
to the ever=present demand for popular= 
priced, quality pearls, The traditional name “HEIRLOOM 
PEARLS”, lends a distinctive tone of aristocracy to their recognized 
loveliness and makes them easy to sell. The Morton B. Farrell Company, 








can also serve your general needs in other fine jewelry lines. 


Inquiries receive immediate attention. 
* Simulated 


HEIRLOOM Pearls 


"to be treasured down thru time” 


SOLE SELLING AGENTS 


MORTON B. FARRELL COMPANY 


Michigan Building, Detroit 521 Fifth Avenue, New York 
Wm. Fox Bldg.—Los Angeles, Cal. 
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Each of the jewelry pieces pictured on these pages is an original design, created to individual order 
by Mr. Otto Grun. They are not offered for sale. They are reproduced with Mr. Grun’s permission as 


examples of an artist who, carries on the fine traditions of the old jewelry craftsman. 


5% 





Millions of American families, who appreciate and can afford the finer things, 
look to The Saturday Evening POST as their authoritative buying guide. 


rat 
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MURDOCK’S 


ESTABLISHED—1885. 


Wholesale Distributors Present 


—CLOCKS— 


SETH THOMAS - GENERAL ELECTRIC - WESTCLOX 


—JEWELRY— 


A few of the leading lines are: 





R. F. Simmons Co. _ Ostby & Barton Co. 
| Wm. C. Greene, rings General Chain Co. 
| Williams & Anderson, rosaries Carl Art 
Cheever-Tweedy __ J. F. Sturdy’s Sons Co. 
J. J. White Co. White Mfg. Co. 
Jacoby-Bender Ripley & Gowan 
| Plainville Stock Co. ~ Marvella Pearls 
Kestenman Bros. Dolan & Bullock 
Speidel Corporation Heller & Co. 
Harvey & Otis Forstner Chain Co. 
Providence Stock Co. LeStage Mfg. Co. 





BROADWAY WATCHES 


MURDOCK JEWELRY CO. _ jj 


Wholesale only _ | | 


100 North Seventh Street . Minneapolis, Minn. 
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Here’s a great new advance in modern 
diamond merchandising! Loupe-testing is a 
selling story that inevitably overcomes 

consumer resistance by a visible warranty 


of true diamond value! 


The attested fact that each Love Bird Diamond 
Ring is carefully loupe-tested before leaving our 
workrooms . . . over and above regular inspections 

. . constitutes an incontestable sales-clincher! 
It is a forthright indication of our undeviating desire to 
give you completely honest value . . . so you in turn can 


enhance the confidence and good-will of your customers! 


Furthermore, dramatically beautiful Loupe-tested, Love 
Bird Diamond Rings are endowed with the distinction of design \ 
and the flawless craftsmanship which instantly mark the \ 


destined volume leader! 


v & @, 
° . 
° TESTED, 
L 
5 OF 
yorK 20, . a So “Oupe reste? 6? 
Monp Ri® 


*Pat. app. for 








Robinson Reminders and 
Billfolds for Men 


DON'T FORGET . . . Quality-minded folks are "ROBINSON 
minded"... 


REMEMBER . . . now is the time to bring your ROBINSG 
stock of Reminders and Billfolds up to date... 


All ROBINSON Items are Quality constructed from g 
Quality leathers . . . and each is individually Quality bored 
for giving. 


REMEMBER, early shopping will be the rule and deliveries anf 
production are still far from normall 


* 
+ 


4 





Robinvon Reminders d 
Billfolds for Leder” 





ROBINSON SALESMAKER — 3-sided maximum display 
floor-case. Soft natural wood finish. Adjustable glass shelf. Ye 
want one as a booster for the Holiday Trade. 


200 FIFTH AVENUE — re} 
TEL. GR. 5-4262 


Canadian Office 0 
Robinson Reminders 
(Canada) Limited 


— WESTFIELD, MASSACHUSETTS | 
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a beautiful new line 


by a fine old’ jeweler 


Old Cust 


EMBER, 1945 








Sitst Showing ietiniatinkeiiibiibiaiiin pieces. 


Faithful copies of gold originals. Beautifully cut Aqua, Ruby, Topaz, 
Amethyst and Emerald combined with rhinestone. Sterling silver, 
heavy quality plating. Write for prices today. 


WILLIAM SCHLESINGER COMPANY 


580 FIFTH AVENUE NEW YORK 19, N. Y. 








~ YOULL 
THEIR PRAISES 


Attractive additions to the charming collection of Merrie 
Miniatures. Like OUR KIDDIES, the CHOIR BOYS are 
a masterpiece of fine sculpturing. Hand decorated and 
appealing in every colorful detail, these Merrie Miniatures 
will sing out with more sales. 


Choir Boys, $3.75 per set of 3. 
Standard packing, 6 sets, $22.50. 


Introductory assortment of twelve includes 
6 OUR KIDDIES, 4 FUNTASTIC ANIMALS and 
2 PICKANINNIES. Priced at $13.20 the dozen. 


Our complete line includes: 


FIGURINES MIRRORS 

BOOK ENDS WALL BRACKETS 
CIGARETTE BOXES TABLE ORNAMENTS 
PLAQUES GARDEN ORNAMENTS 


Every item beautifully made and finished 
Designed for instant appeal 
Made of Durable Amercite 


GIFTWARES DIVISION 


THE AMERICAN ART WORKS, ine. 


COSHOCTON, OHIO 


NB} 
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SOLD EXCLUSIVELY 
THROUGH YOUR 


MANY MORE MOVABLES— 
50 DIFFERENT CAST NUMBERS 
SAMPLES WILL BE SENT ON REQUEST 


1— Ox-Cart 7—Concertina 14—Baby Scale 
2—Horseshoe (I Love You) 8—Rickshaw 15—Faith, Hope & Charity 
3—Swivel Chair 9—Dust Pan 16—Trailer 

4—Indian Headdress 10—Ilroning Board 17—Sled 

5—Mail Box 11—Rocking Chair 18—Grinder 

6—Scissors 12—Locket—Marriage License 19—Baby Buggy 
13—Wishing Well 


Silgo Jewelry Manufacturing Company 
209 Post Street, San Francisco, California ° 
From Out of the West A New Leader 


Pent Pel Fel Fl Fl Pll Fel Felt Feat Fal Fel Fell Fal Fal Pet Feat FS Peal Rel Rat Pl 
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HAVE YOU BEEN 9 
THINKING OF RETIRING! 


WE WILL BUY 


All your assets and 
continue operating your 


JEWELRY STORES 


We are interested in a few stores in cities of 35,000 to 

500,000. Send all information regarding ACCOUNTS 

— INVENTORY— FIXTURES —LEASE—RENTAL and 
VOLUME. We will answer you promptly. 


WE ARE NOT STOCK BROKERS 
OR AUCTIONEERS 


YOU ARE DEALING DIRECT 
WITH THE BUYER 


ALL INFORMATION STRICTLY CONFIDENTIAL 


Write to Box No. "D., 1892,"" AT ONCE 


Care The Jewelers’ Circular-Keystone 
6 100 E. 42nd St., New York 17, N. Y. 
Seeoeoseeeeeeeoeeeeeeee 
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FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 


METALS 


OFFICE: 
FACTORY: 26 JOHN STREET, 
BROOKLYN, N. Y. NEW YORK CITY 
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Heart Lockets 
Make Perfect 
GIFTS | 


“Beau Fobette”’ 
$30.00 Dozen 





+S3T-—Beautiful gold-filled on 
sterling heart locket hand en- 
graved in three colors: Pink, 
gold and green. Attractively 
boxed on rich blue velvet. 
Available with 18” 1/20 12K 
Gold filled chain or Sterling 
Silver Gold Plated Bow Pin 
with safety catch #S3TB. 


T mT 
il it 
| 








available with 
Mother, Sweet- 
heart, Sister or 
Wife fob top 


at no extra f 
charge. | fteart Earrings” 


$30.00 Dozen 


#324 — Heavy cast sterling ear- 
rings, pink and gold plated with | 
sparkling cut glass heart in center. 
A lovely and most unusual pair of 
earrings — suitable for all occasion 
gift giving. Each pair in white | | 
Satin Box. 














“Chatelaine 
Du Coeur” 


$30.00 Dozen 


Promoted with great success by leading New York depart- 
ment stores. A beautiful replica of the type grandmother 
used to wear. Three strand, heavy English chain, bow knot 
or fleur de lis pin catch, heart engraved round locket — opens 
to hold two photos. Gold plated throughout. Boxed on 
gleaming white satin. 














“Sweethart Locket” 
$20.00 .Dozen / 


P812 — Finest irridescent 
Mother of Pearl heart affixed 
to a gold filled on sterling heart 
locket—also available with 18” 
gold filled chain or bow, P81. 
Beautifully boxed on rich blue 
velvet. 











“Sterling Silver 
Anklets” 
$6.00 Dozen 


six units on | 
a display card. | 


GOLD ARROW PRODUCTS 


| 
112 SO, LA BREA LOS ANGELES, CAL. | 
| 





New York Showrooms at 33 EAST 17th STREET 


















SPOT CASH vt, 
STORE INTACT 


SELL us your business . . . realize 
every cent it is worth. We are ex- 
panding and will pay a fair and just 
price for additional outlets. 65 years 
of reliability backs this firmly estab- 
lished Jewelry organization, oper- 
ating stores in various states. Firms 
purchased (names on request) will 
attest to our satisfactory dealings. 
Ask your bank for reference. 

















WRITE, WIRE OR PHONE MA 33-2987 
Ask for Mr. Busch or Mr. Sargent 







MISch 


ESONC 
CH&S 
cE BUSS EN $33 








fi 







eae} 
Ost 1880 


MAIN OFFICE 


875 Broad St., Newark, N. J. 



















* Introducing the * 
JACKSON LIGHTER . 


4 L ightweight 
aluminum 


body 





Tnstant flame 


ee ee 
a Sa 














Qsuarded 


asbestos wick 


High polish 


streamlined case 


Tight fluid compart 
3G-00 ye : ment 


Easy adjustable flint 


A precision built lighter for proper contact 


that’s a sure-fire seller! 
Approved retail price 
7-00 BRust and tarnish proof 


| 





. 


ra 377 FIFTH AVE. 
42,¢ EE cor. “mu saeco 
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Vector’ 


for good service everywhere 


LAND — SEA — AIR 
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Watch for notice of the return of the 


world famous Victor & Victapen 
convertible sets. (U. S. and foreign 
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THE U. S. Uictor 
FOUNTAIN PEN CO., INC. 


225 Lafayette St. New York 12, N. Y. 
Established 1915 : 


WN) 


Ulliipyyyy 
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_ (Trademark registered U. S. Patent Office) 
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WHEN YOU BUY 


k TLEUROTER LIGHTING | 
Wee | 
mcca\ FIXTURES Site 
7 | | 



















You can Stamp 
Names or Monogran 



















Sine th-er amie PLASTIC GIFTS 
ELECTRICAL TESTING GET THE BEST WRITING PAPERS 
LABORATORIES, INC. | | XMAS CAR 


NEW YORK, N.Y 


look for the label "Right in Your} 


Own Store! 
rt- FLEUR-O-LIER n a 


... tops in fluorescent lighting fixtures because they’re 
} built to definite specifications; checked and Certified 
by Electrical Testing Laboratories, Inc. Made by more 
than 30 leading fixture makers. Get the best—specify | 
Fleur-O-Lier. | 


OS, ETC 34 
5 eg, 


tf : <i 








FLEUR - :¢) . Li ER WMauupacturers 


bis 
er SO WRITE _ FOR DETAILS 


KINGSLEY Gold Stamping Machiné Co. 73. ¢: 


CERTIFIED FIXTURES FOR FLUORESCENT LIGHTING 
2116 Keith Building, Cleveland 15, Ohio 
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RINGS FOR MEN | 








This is one in a series of six 
new numbers made in 
10K and 14K gold.” 
The price is beyond comparison. 
You cannot make a better buy, 
anywhere. 
JOBBERS ONLY 
Always Ready to Serve 


KEYSTONE 


Jewelry and Mfg. Co. 


THE LAST WORD IN SMART LIGHTER DESIGN || 101 Maiden Lane New York 7, N. Y. 


Designers Manufacturers 


Zemco-Lite = — 
From CALIFORNIA | 

















It’s SO EASY to write with a CSublie 
Order now and have this superb lighter for your Christmas | - 
trade. Beautifully made of solid airplane duralumin. All sur- | E A S g 7, O S E L 
faces polished to a mirror finish. All edges smoothly rounded. | ™ S O 
Throws a very hot spark every time. Cap is designed to seal 
wick tightly ... . prevents evaporation of fluid. 
The Zemco-Lite has a large fuel reservoir, easy turning striker @ 


and a built-in flint-adjusting screw-driver. Individually packaged. 
Prompt delivery. , 


50 
Retail, price: $4:5¢ (OPA Approved) 
’ Dealer discount: 40% 
Minimum dealer order: | dozen 
Jobbers are invited to write for open SK Your Wholesaler for 


territories and jobber discounts fast moving Conklin GLIDER wil 


famous 14K Gold Cushon Point. 
Herbert H. Horn | re 


COMING...a complete zew line 
A tapctsad ; Conklin Fountain Pens and Mechani¢ 
2401 South Hill Street © Los Angeles 7, California Dencila! Be subé tb keep re 
Representatives and showrooms located in all 


principal cities your Wholesaler. 
MAIL YOUR ORDER NOW—USE THIS COUPON 


Herbert H. Horn, 2401 So. Hill St., Los Angeles 7, Calif. 


Please ship us _.. dozen Zemco-Lites, Man's sizes 


The Pen That Endu 


Sold only through 
Recognized Wholesaler 


dozen Zemco-Lites, Women's sizes 
Store Name 


Address 


Signed by 


See eee eee ee ee eB ee eae ee ee eS Ee ee eee ee eee ee ee 
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instr ctio n 
are wholesate. 


: No. 375 — $45.00 doz. boxes No, 376 — $45.00 doz. ‘eae , 
a me Orchid & Old Rose 


ral & Blue : 
BC 16 _oumum@imsea. Green & Lime 
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BOOT BULLDOG PACK MULE HUARACHE WISHING WELL 


1? 
& 


COWBOY HAT 
STATUE OF LIBERTY 











% 


MAJORETTE 











BOOK Locker 


“ in ; 
JACKKNIFE | ~ 
Movable Blades) 5 









So 








ICE TONG 
(Movable) 
Ks ; 
PISTOL ah 
C7 
i DRUM 
x 
MINER 
Me 


hee ez 
. d 


BALKING MULE 


INDIAN 





Te 
BULL COVERED WAGON STEER SKULL 
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WALLETS 
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- wie, be t To 
Recommend These Different Types of 

Beautiful Crystals to Your Customers! 
| (Write for complete information) 
WE CARRY A COMPLETE LINE OF 


sANDSTEEL MAINSPRINGS 
FOR SWISS AND AMERICAN WATCHES 
) $3.00 per dozen 


Ask for our POPULAR SANDSTEEL MAINSPRING ASSORTMENT— 
No. 871—which consists of 2 each of 72 best size mainsprings for 
RULOVA and GRUEN watches at $32.40 per assortment. 


Available for Immediate Delivery! | 
Excellent Quality SWISS STAFFS | 
$2.50 per dozen (in dozen lots only) | 


BULOVA: 6 A.M.—6 A.Z.—8 A.E. 
A. SCHILD: 970—1023—1001 
AL. 10 KELTON—F.F. 120—A.B. BENRUS 











pe oe - ng te “ We ete at dr Be Ee ag 
‘ Jobber of Watch Materials, 
' Jewelers’ Supplies, Crystal Fittings 


_ 





cotumsia WV ALES crart co 


L L Fy N N ¢ 5 S. Wabash Ave. -« Chicago 3, Ill. 





|| STRIKING A NEW and ADDED NOTE 


We welcome your visit at our showroom, and | | fo our 
see our lines of gift merchandise for the Jeweler. | | already Popular CANARY THREE-PIECE PORCELAIN 
SALT & PEPPER SETS, now packed in INDIVIDUAL WHITE 
P GIFT BOXES 
e Lucite Dresser Sets ’ Compacts Hand colored notes in Red, Green & Blue. The set consists of a 
e Leather Goods e Cutlery twig and the removable canary salt and pepper shakers, all three 


made of porcelain. 


e Decorated Glassware e Metal Giftware 


Serving the Jewelry Trade 


TANZ & GURWITT 


Importers & Wholesale Distributors 



































253 Fifth Avenue New York 16, N. Y. 
By EDWARD H. KRAUS and CHESTER B. SLAWSON rea. anie'¥ 
This book describes practically every commercially Weights Spa teiive don 
important gem and gem material, classifies the SOEs pal dee tian in Gilt’ Genes. 
ee according to various properties, nae In 6 doz. lots $7.40 per doz. sets, in Gift Boxes. 
tables of comparative gem and gem materi 
characteristics and presents available information MPACKED! We denne BOXES 
s : Yq doz. sets in box 
on manufactured gems. Written by two outstand- $7.20 per doz. sets 
ing authorities. Profusely illustrated. In 6 doz. lots $6.60 per doz. sets. 
Be sure to send for our complete set Y of GIFT GOODS. We heave 
Price $3.00 Postpaid them trom $1.80 per doz. te $90.00 per doz., ail big sellers. 
é 115-119Y 
THE JEWELERS’ CIRCULAR-KEYSTONE | FP 10 9: O08 Feet South Market St. 
100 East 42nd Street, New York 17, N. Y. Chicago 6, Ill. 
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FIRST IN THE PRESENT — FIRST IN THE PICTURE OF 
POST-WAR PROMISE. Preferred by better jewelers and 
watchmakers all over the country who insist on the quality, 
expert workmanship, and precision fit of WATCH-CRAFT 
and WATCH-CRAFT’S rugged brother, ROCK-CRAFT, the 
double thick crystal. 


C.& E. MARSHALL CO. 


Box 7737. Chicago BO 


Largest and Foremost Supply House in the World 
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RECONVERSION 


yg | Let your post-war planning include the disposition 


‘Strictly Refiners of unnecessary scrap—filings and sweeps. Quicker 
Not Manufacturers 














of Jewelry turn-over means larger. profits and more efficient 











management. Make a thorough cleanup. 


Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 
BACK THE ATTACK—BUY MORE WAR BONDS 
































Just a metal can! Yet it houses the 
basic unit of a frequency standard 
that splits seconds with unbelievable 
accuracy. 


The It governs the operation of many 
wesihMibeer American Time Products’ instruments 

: 4 that analyze the performance of aero- 
Tlowing the 24 Planes and propellers, guns and am- 
hour rate of any munition, bombsights and bombs— 


(/ watch, in any posi many more. It is the same precision 

TT ee te that is built into the WatchMaster, 
FX F F he 1 » dependable in the hands of every 
SCZ, VY VOLT —— saith "watchmaker. 


‘American Time Products 


580 Fifth Ave. Ine. New York, N. Y. 


340 EVERETT AVE., CHELSEA 50, MASS. Distributor of Western Electric Watch-rate Recorders 
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REYNOLDS 
FOOT PRESS 













complete as shown 
F. O. B. Providence 


$65 (Crating $5.00 extra) 


SPECIFICATIONS 

Full Length stroke....................... 234” 
Greatest distance from 

bottom of plunger to 

platen 
Length of Collet... ly,” 
Distance between center 

of plunger and back 

of press 
Distance between centers 

OU SII OOOO nai iseacnsiccessisssee 7Y,” 
Floor space ss 
Weight about....................... 300 Ibs. 











Notained 










wn 
“RO Rating 





(These are regular equipment included in price of foot press) 


Die Dish Wrench > 





Tool area— Double End 





24" x42” for Foot Press 
Without Price $.75 Collet 
Seay Shank—1%9" Die Dish 
H ” ” oni a [ p 
Mee sice $6.50 a Price shfo Price $.35 ea. 


We have a large stock of new and used Jewelers’ Machinery. 


REYNOLDS 
MACHINERY COMPANY 


211 





EDDY STREET, 


PROVIDENCE3 RHODE 


ISLAND 


ANDSTEEL 


CROSSCURVED MAINSPRINGS 





WATCH-MOTOR MAINSPRING C0., inc. 
Manufacturers 


NEW YORK 










































ON DISPLAY IN| 
OUR SHOWROOMS | 


JEWELRY 


Wire Hoop Earrings, 10K 
and 10K wires 









RELIGIOUS Goons 
Rosaries, sterling silver, ggiy 
filled, silver plate and gold 


Baby Lotkets and Chains, plate 

gold: filled Crystal Rosaries : 
Anklets, gold filled, sterling, Children s Rosaries 

10K aegis 

ts 
Neck Chains, 14K, silver Sick Call Sets. 0 7 
. » Open d 
and gold filled prt ed and 


Identification Bracelets, 
heavy, men’s and ladies’; 


silver and gold filled 


Friendship Rings, silver and 
gold filled 

Hand-Clasp Rings, silver; 
Hands Apart ($1 seller) 

Rings, men’s, ladies’, misses’, 
babies’, 10K solid gold 

Stone Rings, men’s, ladies’, 
girls’, misses’ 

Signet Rings, men’s, babies’ 

Masonic Rings 


ULRICH ASSOCIATES 


32 WEST 46th ST. 
New York City 19 
BRyant 9-0944 


St. Christopher Miraculous 
Medals and Chains ( ster. 
ling silver, gold filled and 
10K gold) . 

Luminous Glass Domes 

Holy Water Bottles 

Shrines and Altars 

Statues of Jesus, Ma 
Infant of Prague Bl 


OTHER ITEMS 
Distinctive 3 piece. dresser 


sets (comb, brush and 
mirror) 


























Know The Escapement | 


by the ‘Barkus Watthmak I 


Intricate escapement calculations 

to make you an expert at ntsesteseehe tt 
simple, rapid, non-technical tests, yet s 
accurate they parallel any diagrammatic | 
calculation or ay ag 



























gauge method. Get com ; 
» ZZ valuable book for old-timer Ine putt | 
aa and student alike. Ears nara a 
iF NOTA vert 
A 50 course in nnn 


ih ee 





: } 
BARKUS WATCHMAKERS | 
307 Bank of America Bldg., San Diego 1, Calif, 


| 
1 enclose $5. Send me id, your beok “‘KNOW 7 
THE ESCAPEMENT” | 
Name 


practical, up-to- 
date escapement 
adjusting sent 
prepaid 


| ONLY ‘5 
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PAYS FOR 












Just Off The Press 
THE JEWELERS’ DICTIONARY 


The first complete lexicon of words and terms used in all 7 
branches of the jewelry trade ever published. Interestingly illus- — 
trated—contains ‘280 pages—attractively bound in blue cloth. 


PRICE $5.00—Postpaid—Send remittance with order 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd Street, New York 17, N. Y. 











HONOR ROLL PLAQUES of Genuine 


BRONZE available NOW! 


New W.P.B. rulings permit Bronze for civilian use! Your 
customers are ready to place immediate orders . . . 
orders that mean volume profits for YOU! Let ‘‘Bronsze 
Tablet Headquarters’’ supply you with memorials, testi- 
monials, Bronze tablets, doorplates, signs—all in gleam- 
ing, solid Bronze. Write today for illustrated catalog 
and business building information to Dept. JC. 


UNITED STATES BRONZE SIGN CO., Inc. 
“Bronze Tablet Headquarters” 











570 Broadway * New York 12, N. Y. 
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ALARM CLOCKS 
CAN AGAIN 

BE BOUGHT 
WHOSE MAKE WILL YOU BUY?” 









































| “THE PATHWAY TO SUCCESS” 





| 


...And the vote from all over America was — eight 


out of ten for Westclox. 





There must be a reason for this unprecedented popu- 
larity of Westclox. There is. It is because Westclox has 
always given people the qualities every family wants 
in clocks— dependability and smart good looks at a 


WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 


BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 


Dept C. Peoria, IH. moderate price. 











When will these famous clocks again be available in 
quantities? We cannot say. But this is for sure— 


The same reasons that cause people to think of 
Westclox and Big Ben when they think of clocks are 
the reasons why these beautifully designed, beautifully 

built clocks will be your postwar best sellers! 


There are 
B 8 
wacelet Watches: 2) Pocket’, for (1) smatiest 
+ (3) Wri 
. ich ra 
Tience 







1s an Ameri 


Ask 


Ja P 
test for low 
life, Oxidation, free. | 
ee | | 
CP Dly. 
Ss 6 
$4 | 


WESTCLOX 


Products of GENERAL TIME Insuomnenta Corp 








WESTCLOX, La Salle-Pery, lil. 
Electric and spring- 
wound alarm clocks, 
time clocks, wrist and 
; pocket watches. 
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Special Notices 

Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Sc. a word. 

SITUATION WANTED 75Sc. for first 25 
words, Additional words, Se. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditional words, 10c, a word. 

Name, address, initials and abbreviations 
eount as words, and are charged for as part 
ef the advertisement. 

If answers are to be forwarded, enclose 15¢e. 
extra te cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
——————EEE 
Situations Wanted 


7Se. fer first 25 werds, Se. fer each addi- 
ttenal werd; minimum eharge 75¢. 








MODEL MAKER; have casting equip- 
ment of my own; wish contact manu- 
facturer; salary or contract basis. Ad- 
dress ‘“J., 1908,’ care J C-K. 


WATCHMAKER, with executive ability, 
wants better than usual position or a 
rk as cae Contact “F., 1900,” care 








JEWELER, finest type of individual, 
hand made pieces, will accept posi- 
tion outside of New York City. Ad- 
dress “H., 1907,” care J C-K. 


OUTSTANDING salesman, window trim- 
mer, advertising man; only high class 
well established firms need reply; ref- 
erence. Address “G., 1726,’ care J C-K. 


FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 35 years’ experience ; 
best references. Address “C., 1847,” 
care J ©-K. 


ASSEMBLER, thoroughly experienced 
jeweler on all types of jewelry, wishes 
position; A-1 references. Address “A., 
1721,” care J C-K. - 


ENGRAVER, first class, general letter 
and monograms on gold and silver; 
permanent job with first class retail 
jeweler; state salary and hours, Ad- 
dress “P., 1536,” care J C-K. 


POLISHER and lapper, long experience, 
on all kin?és of jewelry, capabi<’ of 
taking full -aarge of department; have 
own efficiency ideas. Address “D., 
1896,” care J C-K. 


ATTRACTIVE proposition from eastern 
chain, sought by progressive store man- 
ager; thoroughly informed and known 
as one of America’s finest. Address 
“M., 1703,” care J C-K. 


WATCHMAKER, 20 years’ experience, 

- wishes position in South; commission 
basis; sales experience; some engrav- 
ing; Florida preferred. Address “K., 
1780,” care J C-K. 


CAPABLE Swiss and American watch- 
maker, 27 years’ experience; can fur- 
nish best of references as to character 
bare pees. Address “B., 1685,” care 





























FORCEFUL salesman seeks position up- 
to-date credit jewelry store; peak pro- 
duction absolutely guaranteed; first 
class reference. Address “V., 1737,” 
care J C-K. 


BOOKKEEPER, full charge; many years’ 
experience in diamond and _ jewelry 
office; efficient and trustworthy; no 
Saturdays; salary $55. Address “P., 
1890,” care J,C-K. 


STORE manager, 49, high type executive, 
25 years’ experience; seeks permanent 
conneciion with first class store under 
congenial surroundings. Address “A., 
1814,” care J C-K. 


WATCHMAKER, 36 years’ experience on 
all makes of watches, wishes a job 
with reliable firm in New York or 
eo a Address “F., 1715,” care 














SALESMAN desires a position with a 
well known watch or jewelry concern; 
would like a good postwar proposi- 
tion; excelle.it ability and gooa refer- 
ences. Address “E., 1690," care J C-K. 


MANAGER - Salesman, very’ desirable 
man, seeks full responsibility store 
built only on highest ethical stand- 
ards; preferably east of Mississippi. 
Address “T., 1736,’ care J C-K. 


SALESMAN in Chicago wants manu- 
tacturer’s line of jewelry, lighters, or 
key chains, priced for jobbers. Address 
“Circular 1396,” Room 1415, Heyworth 
Bldg., Chicago 2 ; 


DESIGNER, young lady, very creative, 
over five years’ experience; Cooper 
Union graduate; full or part time 
position in New York. Address “H., 
1778,” care J C-K. 


CREATIVE models; modelmaker’ on 
gent’s modern diamond mountings, 
stone rings and signets; modelwork 
inside or outside New York. Address 
“F., 1888,” care J C-K. 


DESIGNER, model maker and jeweler, 
well experienced, wishes position with 
a reliable house; prefer New York 
City; A-1l references. Address “A., 
1684,” care J C-K. 


A-1 JEWELER-Diamond setter, quali- 
fied take complete charge small repair, 
special order shop if necessary; give 
complete information first answer. Ad- 
dress “‘E., 1718,” care J’ C-K. 























IMPORTERS, watch case manufacturers ; 
long experienced watchmaker and case, 
35, tired of working at the bench, 
wants job as adviser or assistant to 
boss. Address “Q., 1869,’ care J C-K. 


THOROUGHLY capable jewelry sales- 
man, 15 years’ selling experience, de- 
sires connection with good _ reliable 
watch house; preferably New York 








territory. Address “A., 1745,” care 
J C-K 
COMPETENT salesman, family man 


with thorough knowledge of jewelry 
business; cash, credit experience; now 
employed, desires change vicinity New 
eae Address “L., 1781,” care 





YOUNG LADY bookkeeper, thoroughly 
experienced in the jewelry manufac- 
turing line, capable of taking full 





charge of office, wishes responsible 
om Address “K., 1756,’ care 
DESIGNER and craftsman, young 


Woman, experienced silvér and gold- 
smith; imaginative; able to create 
original designs; is looking for promis- 
74 position. Address “A., 1722,” care 





WATCHMAKER, 50, horological school 
training; accurate, sober steady work- 
er; good producer; few comebacks; 
good take-in man; no clocks or brace- 
lets; New England; $85. Address “F., 
1751,” care J C-K. 


SALESMAN, following for many years 
in the better stores in New York City, 
Philadelphia, Baltimore, Washington, 
desires postwar connection; will only 
consider quality goods. Address “K., 
1697,” care J C-K. 


STORE manager, very highly qualified ; 
prime of life; long colorful experience ; 
desires lucrative affiliation reputable 
chain or individual within 1000 miles 
of New York. Address “L., 1728,” 
care J C-K, 


AVAILABLE soon; store manager; bet- 
ter class installment: prolific salesman ; 
demonstrated ability; highly qualified 
every conceivable operation; salary 
first year $10,000. Address “J., 1727,” 
care J C-K. 


JEWELER-diamond setter, available 
October 1, desires permanent connec- 
tion reliable firm; can furnish excel- 
lent references; in answering give full 
information, hours, salary, etc. Address 
“Es, Ltha, Cate J C-R. 


MANAGER, thoroughly experienced cash, 

















credit store, capable. merchandising, 
sales, displays, advertising, repairs, 
collections, complete operational re- 


sponsibility ; immediate satisfactory re- 
we _ Address “L., 1702,” care 





‘ 


oe 


MICHIGAN | affiliation wanteq. . 
flight store manager; bene Pa 
installment; sure find for 
rated progressive enterprise. 
confidential. Address “J,” } { 
eare J C-K. » 1e4y 


ENGRAVER; wants store joy WOU 
part of September ; middle euetY firs, 
oughly experienced on fine work 
do light jewclry work, dress win 
and wait on trade; best of refere 
Address “F., 1853,” care J o-K 


MANAGER-salesman, 39, single 
over 10 years’ retail jewelry vteran, 
ence; thoroughly capable take “te 
charge, seeks permanent position 
good future; will go anywhere: €Xce}. 
lent references. Address “f§,,’ 1129 
care J C-K. , . 


FINE watchmaker, 25 years’ xia 
ience wants position, top salary, jn 
Florida; fine reference; capable y 
store manager, diamond expert, dj. 
amond testing equipment; wire or 
ox Address “C., 1820,” car 

C- ~ 

















| 

JEWELER, engraver, 20 years Present 
position, wishes to locate in Arizo 
California, or vicinity, because of wifes 
health; must be permanent and li 
quarters must be available; might cop. 
sider interest in business; highest ref. 
erences. Address “F., 1805,” care J CO.K 
































MANAGER available prominent jewe). 
ry store; well seasoned sales minded 
executive; man of clean habits anj 
outstanding reputation; interested only 
associating with well financed op. 
roe. Address “N., 1729,” cam 


WATCHMAKER unusually accuraty 
workman, age 44, 29 years of exper 
ence on all types including chrono 
graphs; one who times closely, bom 
U. S. A.; excellent reference; stalg 
7e. and salary. Address “G., 250," 








WATCHMAKER, very capable, desing 
to locate with high grade concern whem 
fine workmanship is desired; almost # 
years of experience; age 43, born i 
U. S. A.; state all particulars includ 
ing hours and salary. Address “J, 
251,” care J C-K. 


THOROUGHLY experienced diamoni 
man, now employed as buyer of dig 
monds and jewelry, wishes to make4 
change; capab assuming full rm 
‘sponsibility, buying, selling and man 
agement; enviable background. At 
dress “G., 1423,” care J C-K. 








DIAMOND expert, 29 years’ diversified 
experience, now buyer large jewelry 
firm; would consider change; thorough 
knowledge of loose diamonds, mounted 
jewelry, old mine diamonds; extensive 
buying experience here and _ abroad; 
executive of character and ability. Aé 
dress “L., 1425,” care J C-K. 





CAPABLE business man’ of widely d& 
versified experience, many years whole 
sale diamonds and jewelry, seeks re 
sponsible position; also experien 

buying from public; presently com 

large jewelry house as buyer; 
executive with outstanding qualifica- 

tions. Address “J., 1424,” care J C-K 


CERTIFIED gemologist, well grounded 
in knowledge and experience in exclu- 
sive shops as diamond salesman, de 
signer and colored stone expert, desires 
managership with growing progressive 
A.G.S. registered jewelry house; West 
or Middle West preferred. Walter L 
Bessie 5260 W. Chicago, Detroit 4 

ch. ; 


ANTIQUE jewelers attention: available, 
capable, young manager and buyer, 
brought up in the profession, thor 
ough knowledge of diamonds, pre 
cious stones; can create unusual de 

‘ signs for mounting and remodeling 
jewel. Address “A., 1772,” care 
J C-K. 
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GIUATIONS WANTED—Continued 








—_— 
NT, experienced salesman- 
eid is interested in making con- 
ection with good retail store; no ob- 
i jon to location of store; 25 years’ 
experience ; married; draft exempt; to 
anyone interested will furnish particu- 
+ evidence of ability and reference. 
Adaress “Circular 1398,” Room 1415, 
Heyworth Bldg., Chicago 2. 


: ER, 30, married, veteran; tops 
MANAG smanshiip, supervising and train- 
of personnel; pleasing personality ; 
five languages, knowing all phases of 
the business ; thoroughly dependable ; at 
present connected but desirous of mak- 
ing a change; prefer retail establish- 
ment of the higher calibre trade, Ad- 
dress “S., 1863,” care J C-K. 


WATCHMAKER, 20 years with pres- 
ent employer, desires position in 
the South or Southwest, Tennessee 
prefered; only firms doing preci- 
sion work need reply; best of ref- 
erences; complete set of tools. Ad- 
dress P. T. Eggleston, 218 McKin- 
ley Ave., Syracuse, N. Y. 











MANAGER, buyer with excellent sales 
ability, 20 years’ experience every con- 
ceivable phase of cash and credit 
jewelry business; able executive and 
merchandiser; acquainted all buying 
markets, also advertising, window dis- 
play; capable taking full charge; fine 
appearance and personality; desires af- 


filiation in South, Georgia, Florida, 
Alabama preferred; $125 weekly or 
percentage basis. Address “G., 1901,” 


care J C-K. 


WATCHMAKERS department head, 
skilled specialist, closest ratings, execu- 
tive type; A-1 technical man; 20 years’ 
experience industrial and repair de- 
partments Swiss and American better 
watches; fast estimator; technical cor- 
respondence to/from factory, congenial 
organizer ; supervisor; discharged AAF 





bomb. navigation chronometers dept. 
with commendations; now open for 
responsible connection. Address “R., 


1912,” care J C-K. 


YOUNG MAN, 39, veteran, 10 years’ re- 
tail jewelry store exeperience as man- 
ager, salesman, assistant buyer, cash 
and credit, seeks permanent position 
with future; thoroughly experienced in 





every phase of the business; an A-1 
salesman, who knows his _ business 
without being a “wise guy” and is 


capable of and accustomed to success- 
fully assuming unlimited responsibility ; 
excellent references; available two 
weeks notice; prefer southern Cali- 
fornia or Miami area; salary $100 per 
yx plus. Address “AA., 1893,” care 





MANAGER, age 45, married and of 
goed appearance, employed at the 
present time in a large city in New 
York state, desirous of making a 
change; qualifications are as fol- 
lows: outstanding salesman and a 
good promoter, live wire with a com- 
plete knowledge of modern methods 
of merchandising, credits, collec- 
tions, familiar with all phases of the 
jewelry business; would appreciate 
hearing from a firm with a reliable 
reputation; my earning capacity at 
the present is $125 per week. Ad- 
dress “T., 1864,” care J C-K. 


mn 
Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JOBBER desires diamond line for South 
and West presentation; disclose your 
proposition in confidence. Box 571, 


; Newark 1, N. J. : 





SALESMAN, at present selling to jewel- 
ers and silver shops, covering New 
York City and Brooklyn, desires good 
additional line. Address ‘“M., 1911,” 
care J C-K. e 





MANUFACTURER’S agents with New 
York offices and show room, will 
consider quality jewelry lines, pro- 
viding facilities permit steady deliv- 
ery. Address “*D., 1559,” care J C-K. 


JEWELRY salesman calling on the trade 
in Texas and Oklahoma wants lines to 
be sold from factory to retailer; I 
have good following and can give best 
t— Address “E., 1824,” care 

-K 








MANUFACTURERS’ representative in 
Chicago wants to represent manufac- 
turer of quality jewelry produced ex- 
clusively for jobbers. Address “Cir- 
cular 1397,” Room 1415, Heyworth 
Bldg., Chicago 2. 


WANTED, a complete line of - solid 
gold and sterling charms; also In- 
dian jewelry; servicing the best 
trade. Address “B., 1773,” care 
J C-K. 


PACIFIC COAST ring salesman wants 
line of stone rings 10 and 14K, ladies’ 
and gents’; have sold rings over 20 
years in territory; commission basis; 
yan Address “G., 1450,” care 


COSTUME jewelry or compact factory 
line wanted by well known, experienced 
sales organization, traveling entire 
United States; A-1 jobber following; 














New York showroom. Address “P., 
1324,” care J C-K. 
MANUFACTURERS’ representative 


with office and showroom in Port- 
laixt, Gregon,. wishes to represent 
manufacturers in Providence and 
Attleboro. L. M. Rosenbaum, 1210 
Guardian Bldg., Portland 4, Oregon. 


PACIFIC COAST salesman, calls only 
on the better trade, desires line of 
palladium and gold chains, watch 
cases, diamond goods in fine mount- 
ings, pins, earrings, etc. Address “E., 
1449,” care J C-K. 








WEST COAST Jewelry Co., 1121 Wash- 
ington St., Oakland, Calif., announces 
the opening of a wholesale department ; 
we are interested in eastern manufac- 
turer’s lines to be sold to retail trade 
in northern California; will handle 
lines on commission basis or on con- 
signment, and we carry accounts. 





RINGS: sales organization with show- 
rooms in Denver, Pocatello and Salt 
Lake and 10 salesmen desires manu- 


mond rings, 
plete line of men’s rings. 
~~ mae 1708 16th S8t., Denver, 
‘olo. 





NEW YORK jobber desires additional 
lines of quality gold and gold filled 
jewelry, ladies, gent’s rings, wed- 
ding rings, watches, pearl necklaces, 

rosaries. Address “F., 1560,” care 


J CK, 


SILVERWARE: sales organization with 
showrooms in Denver, Pocatello and 
Salt Lake City and 10 salesmen de- 
sires for postwar delivery, manufac- 
turer’s line of quality silverware; 
dealers are being sold now for delivery 





when silverware is available. Tede & 
cme 1708 16th St. Denver, 
‘olo. 





ATTENTION diamond cutters; if you 
are in quest of intelligent represen- 
tation, then you are qualified to 
answer this ad; we are seeking a line 
of gems priced for the jobber, com- 
plete coverage assured in every as- 
pect; we have unlimited outlets, of- 
fices and showroom. Address “C., 
1558,” care J C-K. 





Side Lines—See page 358 





Help Wanted 
ae ne ay ny Po 








WESTERN salesman, desires line of 14K 
chains, bracelets, lockets, crosses, 
watch cases and specialties; high-grade 
connections; in territory over 20 : 
a a Address “C., 1448,” 





NECKLACES, 14K; salesman selling 
the better Fifth Ave. and out-of- 
town jewelers, can use a line of 14K 


’ 
care 
4 


WANTED, engraver and jeweler, or en- 
graver only. lier & George, Char- 
lottesville, Va. 

WANTED, jewe repair man and en- 
graver, or re man only. Keller &. 
George, Charlottesville, Va. 

WANTED watchmaker, experienced, tu 
work in the state of Indiana; $100 per 
week. Address “E., 1670,” care J C-K. 














fancy necklaces. Address “H., OS yaa gc Se i 
1809,” care J C-K. ry Company, Indianapolis, Ind. 
JOBBER seeking additional lines, gold WATCHMAKER, experienced and capa- 


and gold filled merchandise, all types; 
will act as manufacturer’s agent or 
buy for our own account; Newark 
showroom and salesmen covering south, 
Middle West and west available. Box 
571, Newark 1, N. J. 





MANUFACTURER'S agents; four sales- 
men covering Washington, Oregon, 
Idaho, Alaska; large jewelry and de- 
partment store following, desires dia- 
mond watch and clock lines, for retail 
and premium trade. Address “D., 1886,” 
care J C-K. 





WILL represent Providence and Attle- 
boro manufacturers lines in New York; 
our own permanent showrooms and 
offices; commission basis; financial re- 
sponsibility and references cheerfully 
yx aoe Address “V., 1865,” care 


ble of holdin state 
Jewelry Co., Indianapolis, Ind. 


GIRL wanted, for waxing rings; experi- 
enced. Address “O., 1709,” care J C-K. 


JEWELERS and ring filers wanted; 
good opportunity. Address “R., 1711,” 
care J C-K. 


FIRST CLASS watchmaker; salary and 
commission; lifetime job. Worrell’s, 
Mexico, Mo. 


WATCHMAKER, permanent job; guar- 
anteed good wag con- 














es; nice workin 
ditions. Address “B., 1876,” care J C-K. 

EXPERIENCED watchmaker for fine re- 
tail jewelry store in Richmond, Va. 
Address “Y., 1867,” care J C-K. 

WATCHMAKER who wants to do extra 
work for high grade store. Address 











AMERICAN, 47, excellent contact, finest 
references, seeks manufacturer's line 
of gold filled jewelry, costume jewelry 
or 10K merchandise to jobbers and 
wholesalers; New York, Philadelphia, 





Baltimore and Washington. Address 
“A., 1875,” care J C-K. 
WATCHES: sales organization with 


showrooms in Denver, Pocatello and 
Salt Lake City and 10 salesmen de- 
sires line of dependable men’s and 
ladies’ watches for postwar or pres- 
ent. Tede & Etchingham, 1708 16th 
St., Denver, Colo. 





“C., 1895,” care J C-K. 
good 


JEWELERS, capable mechanics ; 
town for a family man; write full 
particulars in first letter. Address “V., 
1880,” care J C-K. 

YOUNG MAN, few years’ experience as 
diamond and stone setter; good op- 
portunity for right party. Address “P., 
1710,” care J C-K. 


SALESMEN: several territories open 
for ‘aggressive experienced men. 
Meyer Jewelry Company, Kansas 
City, Mo. 


(Continued on page 354) 
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(Continued from page 353) 





SALESMAN, experienced credit jewelry; 
commission. W. 
Joseph, 512 E. 138th St., Bronx. Mott 


steady, salary and 


Haven 9-3347. 





SALESMAN for diamond department of 
city ; 
training preferred. Ad- 


large retail 
Gemological 
dress “N., 1760,” care J C-K. 


store in eastern 





JEWELERS, stone setters, engravers, 
can use three good men at top 


salaries. Lowell G, Hays, 701 Farns- 


worth Bldg., Memphis, Tenn. 





WANTED, jewelers for repairing of spe- 
Charles 
4 anim, Inc., 703 Main St., Buffalo, 


cial order work; permanent. 





-WATCHMAKER, 
opening ; 


also a 


Calif. 


jeweler; fine 
permanent. Write E. Leon, 
1833 South Curson Ave., Los Angeles, 





LADY capable of buying and taking full 
charge of costume jewelry and silver 
departments; good malary. Rost Jewel- 

i 


ry Company, Indianapo Ind. 





JEWELER and diamond setter, first class 
mechanic; permanent job; name your 
Ohio. Ad- 


own wages; Youngstown, 
dress “F., 1776,” care J C-K 





WATCHMAKER;; permanent position, 
very good salary; excellent work- 


ing conditions. Gold-Stone’s, 148 
East Front St., Plainfield, N. J. 





COMBINATION jeweler 


dress “A., 1868,” care J C-K. 


and diamond 
setter, able to do some repairing, for 
fine retail store, Richmond, Va. Ad- 





EXPERIENCED watchmaker, with best 
with 
James E. Cleary, Jeweler, 


references ; 
good pay. 
Greenfield, Mass. 


permanent position 





SALESMAN, to call on retail trade with 
a complete ring line in New York and 
vicinity ; unusual opportunity. Address 
“E., 1884,” care J C-K. 


SALESLADY, experienced 
and credit store; good opportunity ; 
permanent position. Peacock’s Jewel- 
ers, 116 East Douglas, Wichita, Kan. 


WESTERN material house has opening 
for material man with experience; ad- 
vise salary expected and qualifications. 
Address “J., 1779,” care J C-K. 


WATCHMAKER; permanent position; 
- 890d salary; excellent working condi- 
tions; fine retail shop. Peacock’s 
Jewelers, 116 E. Douglas, Wichita, Kan. 





retail cash 











SALES manager; must be experienced 
and able to show real results; ap- 
plication confidential, Meyer Jew- 
elry Company, Kansas City, Mo. 





AUDITOR and office manager with chain 
store experience wanted by 28 store 
jewelry chain, with headquarters in 
central New York. Address “G., 1777,” 
care J C-K. 

JEWELER, stone setter and engraver, 
retail store, satisfactory salary and 
working conditions; permanent. Car! 
Mayer Company, 817 Congress Ave., 
Austin, Tex. 

DIAMOND SETTER wanted on very fine 
jewelry ; transportation paid; very high 
wages; only experienced men on very 








TWO WATCHMAKERS, permanent posi- 


tions; excellent working conditions; 
air-conditioned store; state qualifica- 
tions. Apply Fred J. Cooper, 109 South 
13th St., Philadelphia’ 7, Pa. 

NEW ENGLAND: wanted steady watch- 
maker for small store; present work- 
man leaving to purchase own business 
after 19 years with us. Lee Clegg, 
Norwich, Conn. 


WATCHMAKER, permanent position; 
firm established 73 years; air-con- 
ditioned store; top salary; wire or 
phone our expense. H. Post & Sons, 
Decatur, II. 


JEWELERS (2) on handmade, also cast 
jewelry; fine opportunity; fine shop: 
give information in first letter exactly 
what you can do. Address “R., 1877,” 
care J C-K. 














HAVE permanent position for first class 
watchmaker; must have ability to re- 
pair all types watches; retail store. 
William Crow, 320 University Build- 
ing, Denver 2, Colo. 





WANTED, first class engraver; perma- 
nent position in fine long established 
jewelry store; straight salary or piecs- 
work. A. Kahn, Inc., 935 F St., N.W., 
Washington 4, D. C. 


WATCHMAKER for Indiana, well estab- 
lished retail store; no waiting on 
trade; air conditioned shop; permanent 
position at top salary. Address “F., 
1692,” care J C-K. 


WATCHMAKER; permanent position; 
$75 per week and all overtime you 








want; excellent working conditions: 
wire our expense. Address “G., 1807,” 
care J C-K. 





WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
= Address “N., 1179,” care 


SALESWOMAN for showroom of whole- 
sale gold and costume jewelry firm; 
experience essential; five day week: 
reply fully. Address “F., 1836,’ care 
J ‘ 








WANTED, man with some watch repai‘ 
experience to give estimates, do simple 
watch and jewelry repair jobs; perma- 
nent; retail store. William Crow, 320 
University Building, Denver 2, Colo. 


GOING into retail credit jewelry busi- 
ness in city near Boston; want ex- 
perienced man to take complete charge ; 
offer excellent proposivion. Address 
"Lipo, Care's co 








WANTED, watchmaker; permanent posi- 
tion in modern, old established store; 
air conditioned; can make $100 or 
more; it’s all up to you. Pazols 
Jewelers, 125 S. Walnut, Muncie, Ind. 


WANTED, salesmen for exclusively 
manufactured gold wedding rings and 
gold or gold filled earrings; 10% com- 
mission; state territories and _ refer- 
ences. Address “T., 1768,’”’ care J C-K. 








WANTED assistant manager, capable of 
selling, for fine jewelry store; perma- 
nent position ; good opportunity for ad- 





vancement. Address “W., 1866,” care 
J C-K. 
JEWELER; all around jeweler for 


general repair work for a small 
trade shop; all year round job, 
$2.50 per hour. Walters Jewelry 
Co., P. O. Box 1374, Atlanta 1, Ga. 





fine work considered. Address “P., 
1762,” care J C-K. 
WATCHMAKERS, two, $100 to $125 


weekly, according to ability; position 
permanent; guaranteed to cooperative 
type of men. City Time, 1142 Sixth 
Ave., New York City. 


SALES MANAGER wanted; nationally 
known cigarette lighter manufac- 
turer of sterling silver cigarette 
lighters; exceptional opening. Ad- 
dress “E., 1904,” care J C-K. 


WATCHMAKER; must be experienced 
and capable for modern jewelry store; 
excellent opportunity; steady position: 
$100 weekly. Kay Jewelry Co., 133 E. 
Market St., Warren, Ohio. 











SALESMAN wanted; permanent position 


in fine jewelry store within commuting 
distance of New York; must be able to 
trim windows. L. Marcus, Inc., Jewel- 
ers, 56 Park Ave., Rutherford, N. J. 


YOUNG LADY or young man, whole- 
sale jewelry experience, knowledge 
bookkeeping and typing, capable tak- 
ing full charge; state all details. Ad- 
dress “M., 1759,” care J C-K. 











YOUNG MAN with a few years’ experi- 
ence at ring sizing and small repairs: 
good chance to finish trade; good sal- 
ary and advancement. Youngstown, 
Ohio. Address “D., 1775,” care J C-K. 





FIRST CLASS watchmaker, one denani 
of taking charge of repair departm le 
with reliable firm; $75 per wee, ent 
commission. Karl  Shrode, Jewels 
Tallahassee, Fla. er, 





— 

FIRST CLASS watchmaker and jey, 

eler; $85 and commission; no yajy. 

ing on trade required; position per. 

manent. Harts Jewelry, Wayeross, 
Ga. 





WANTED first class watchmaker, must 
be able to produce good work, not g 
war-time job; permanent position with 
first class firm. W. G. Harrell, Jy. 
Waynesboro, Ga. . 








sibs a 

WANTED, manager for credit jewelry 
store in small town, by chain store 
organization; permanent position; ex. 
cellent opportunity for right man, Aq. 
dress “C., 1774,” care J C-K. 





WATCHMAKER, experienced only; sal- 
ary or commissions; excellent working 
conditions. Jacques Adler, 534 16th 
St., Denver, Colo., and 12 N, Tejon 
St., Colorado Springs, Colo. 





CLASS watchmaker; permanen 
position; short hours; fine working 
conditions: good salary. Max Davis, 
Jewelers, 507 South Saginaw S&t., Flint, 
Mich. 


FIRST 





TANTED, good watchmaker ; plenty of 

aj! | in ok old established store; best 
location in city of 75,000, on the banks 
of the Mississippi River. Plank & Co, 
209 Main St., Davenport, Iowa. 





WANTED, first class watchmaker, one 
capable of taking charge of repairs 
with old established firm; $75 per 
week and commission. Address “K,, 


1842,” care J C-K. 





JSWELER, experienced only ; salary or 

ain? excellent working con- 
ditions. Jacques Adler, 534 16th St, 
Denver, Colo., and 12 N. Tejon &t, 
Colorado Springs, Colo. 





BUYER, rings, to be in charge of the 
ring department of a leading gold 
jewelry and costume jewelry | manufae- 
turer; reply fully. Address “E., 1835, 
care J C-K. 





SALESMAN to assist owner in a credit 
jewelry and gift store; unusual op 
portunity. for ambitious man, upstate; 
state age, experience and salary. Ad- 
dress “L., 1858,” care J C-K. 





WANTED, jewelers, polishers, setters; 
ideal working conditions; air condi- 


tioned; good pay; steady work. Apply 
J. R. Wood & Sons, Inc., 216 E. 45th 
Street, 7th Floor, New York City. 





FIRST CLASS, fully automatic lghtel, 
salesmen for distribution wanted; 
please state territory and_ other lines. 
Address Box- 284 Gunn, Times Tower, 
New York City. 





WANTED, first) class watchmaker; 
permanent position; highest wages. 
Bitterman Bros., Indiana’s Leading 
Jewelers, Evansville, Ind. 





GOOD watchmaker; permanent position, 
good salary and agreeable working 
conditions; give full particulars _in 
first letter. W. E. Thompson Jewelry 
Co., 1441 Third St., Santa Monica, 
Calif. 








WANTED, watchmaker to work on 50% 


commission; store furnishes material; 
new air-conditioned store; returned 
service man preferred; midwest sub- 
urb of large city. Address “N., 1708, 
care J C-K. 





MATERIAL man, experienced, thorough 
‘knowledge Swiss-American materials 
and tools; capable to manage first class 
material department: steady and (le- 
pendable worker. Address “D., 1821,’ 
care J° C-K. 
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" §ELP WANTED—Continued 





DIAMOND setter and all around jewel- 
repairs ; permanent position ; very 
attractive proposition that will pay you 
to investigate ; guaranteed salary $100 





per week. Address “G., 1693,” care 
J C-K. va 

WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; North 
Carolina town; state age, «qualifica- 
tions and salary expected. Address 


“R., 1706,” care J C-K. 


JEWELERS, general repairmen, spe- 
cial order men; top salary guaran- 
teed with steady employment. John 
A. Marshall, 508 Ciose Bldg., To- 
ledo, Ohio. 


TEACHER of watch and clock repair- 
ing; permanent position in public in- 
stitution for fully qualified person; 
must be able to meet licensing re- 
quirements. Address “M., 1782,” care 
J C-K. 


WATCHMAKER, permanent position, 
clean, modern store; must be high- 
grade, first class man wanting perma- 
nent position: will pay between $550 
and $600 a month. Howard’s Jewelry, 
Long Beach, Calif. 


WATCHMAKER, $90 weekly; require- 
ments are quality not quantity; at 
least 10 years’ experience; four 
watches a day, no more. Lathrom 
Jewelry, 227 E. Fourth St., Long 
Beach, Cal. 


ENGRAVER wanted, first class letter 
man; if you can do shopwork it will 
also help; nice working conditions. 
Jewelers Engraving Co., Jewelers Trade 
a 220 W. 5th St., Los Angeles 38, 

alif. 


WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


INSTRUCTOR, at leading school for 
engraving, jewelry repairing and 
stone setting; a dependable posi- 
tion, now and after the war. Ad- 
dress “E., 872”, care J C-K. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
se me mente Y gan mma state 
age, qu cations and salary expected. 
Address “J., 4321,” care J C-K. 

WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, permanent position for 
A-1, experienced in high e Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care J C-K. 

WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


TWO JEWELERS, one an experienced 
diamond setter, permanent, with 
oldest and finest store in healthful 
climate. Rosenzweig’s, Phoenix, 
Arizona. 

JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 


ern shop. Midwest Jewel Com ° 
__Oklahoma City, Oklahoma. oad 









































SALESMAN wanted; large manufacturer ' 


and silver 
need of a 


of hammered aluminum 
plated hollowware is in 


salesman who can _ produce for the 
complete southern territory. Address 
“R., 1734,” care J C-K. 





JEWELER, good mechanic with fine 
ideas, fine character, will be given an 
opportunity as assistant foreman with 
a rapid promotion as foreman, if abil- 
ity is shown; write information in de- 
tail. Address ‘“‘O., 1879,” care J C- 


JEWELER wanted to work on very fine 
jewelry; must be able to work from 
design; transportation paid; very high 


a 





wages; only experienced men con- 
sidered. Address “R., 1763,” care 
J C-K. 





WATCHMAKER, diamond setter; jewel- 
er and engraver; permanent position 
for capable man; good salary; good 
town; give references first letter. H. T. 
Purvis and Son, Jonesboro, Ark. Es- 
tablished 56 years. 


WANTED, combination enygraver-watch- 
maker; permanent; good salary; old 
established firm; state experience, ref- 
erences, salary expected and send sam- 
= of engraving. L. Daiches, Laredo, 

‘ex. 


HUB AND DIE cutter experienced on 
class pins and class rings for schools 
and colleges, emblems, badges, etc.; 
steady position for good steady man. 
The Metal Arts Co., 742 Portland Ave., 
Rochester, N. Y. 


WANTED jeweler, special order work 
and repair man, also letter engraver; 
excellent pay with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bldg., Houston 2, Tex. 


WATCHMAKER, permanent position; 
salary $85 to $100 according to ability; 
good hours; ideal working conditions; 
air-conditioned store; expenses paid 
for interview. Herbert’s Jewelers, 7th 
Ave. and 58th St., Kenosha, Wis. 


WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 

WATCHMAKER wanted, in state of 
Oregon; $100 per week; this is not a 

m town proposition, but a perma- 
nent position; air conditioned store, 
pleasant working and living conditions. 
Address “S., 606,” care J C-K. 


WELL established New York manufac- 
turer wants salesman for out-of-town; 
established following in the gold and 
silver jewelry line required: can be 
carried as a side line. Address “P., 
1731,” care J C-K. 























WANTED; first class watchmaker, one 
capable of taking care of watch de- 
partment; must be able to produce 
good work; good salary; we have a 
wonderful opportunity for the right 
man; near Reading, Pa. Address “M., 
1355,” care J C-K,. 


LADY experienced in jewelry and sil- 

’ verware, for responsible position in 
high grade jewelry store; good sal- 
ary; permanent. Siegel Jewelry 
Company, 134 Monroe Ave., Grand 
Rapids, Mich. ih 

WATCHMAKERS wanted, permanent 








positions; good hours, pleasant work- 
ing conditions; state age and salary 
expected; jobs open in Lakeland, Ft. 


Myers and Tampa, Fla. Apply _ to 
Goff Jewelry Company, Tampa 2, Fila. 


JEWELRY salesman thoroughly experi- 
enced to travel Washington and Ore- 
gon for large wholesaler; must main- 
tain residence within territory; per- 
sonal interview required. Address “K., 
1857,” care J C-K. 


SALESMAN wanted for well established 
credit jewelry chain organization; ex- 
cellent opportunity with a good future 
for an alert man, looking to better 
himself-; permanent postwar job; give 
full details. Address “P., 1860,” care 
J C-K. 


WANTED, watchmaker, by high class 
store, 40 years established business; 
as either first or second watch- 
maker, absolutely permanent; mod- 
ern store, fine working conditions. 
M. Meyer, Marion, Indiana. 


WANTED watchmaker, dependable and 
capable; two well established retail 
stores in Wisconsin; permanency and 
advancement; postwar security; agree- 
able and pleasant working conditions. 
Staub Jewelry & Gift Shop, 629 State 
St., Madison, Wis. , 


SALESMEN wanted, covering Middle 
West, west and south, calling on de- 
partment and jewelry stores with a 
complete line of rings; exclusive terri- 
tories; commission basis; state experi- 
ence and references when replying to 
Box 571, Newark 1, N. J. 


SALESMAN for retail cash jewelry store ; 
must be capable, oy know 
diamonds and able to display jewelry; 
good salary and future; state qualifica- 
tions in applying. Peacock’s Jewelers, 
116 East Douglas, Wichita, Kan. 


WATCHMAKER or combination man, one 
who can do good work and wants per- 
manent position in charge of repair 
department; commission basis; capable 
man can average $100 to $125 or more 
per week; college town 7000 popula- 
tion. Robert Ernst Jewelry Store, Es- 
tablished 1893, Huntsville, Tex. 


























WANTED, diamond setters and jewel- 
ers; unusually good opportunity for 
right men; good salaries and after 
war positions assured. Orkin 
Jewelry Manufacturing Co., South- 
land Life Bldg., Dallas, Texas. 


JEWELER and diamond setter, first 
class mechanics; permanent job as- 
sured ; doing work for the finest jewel- 
ry stores in midwest; fine opportunity 
for the right men; write for further 
details. Address “W., 1770,” care 


FIRST CLASS diamond and jewelry 
man wanted by Honolulu, Hawaii, 
wholesaler; must have experience and 
irreproachable references and _  back- 
ground; substantial salary and _ invit- 
ing opportunity; single man _ preferred. 
Address “C., 1882,” care J C-K 











WANTED, jeweler-engraver; ideal 
working conditions; excellent 
healthful year round climate; beau- 
tiful country; good salary; applica- 
tions confidential. Carpenter-Mat- 
thew, Asheville, N. C. 

WATCHMAKER, or watchmaker and en- 
graver; must be A-1; permanent posi- 
tion with Mississippi’s oldest jeweler: 
good salary; give full particulars when 
applying. Alfred Bourgeois, Box 2345, 
Jackson, Miss. 








WE ARE looking for three speedy, ac- 
curate watchmakers to work 50% 
commission basis, with bonus at end 
of year; as many work hours as de- 
sired; pleasant working conditions and 
one Address “C., 1603,” care 





WATCHMAKER, experienced production 
man, for upstate New York department 
store; pleasant workin conditions ; 
top salary and commissions; perma- 
nent; state age and qualifications in 
first letter; interview will follow. Ad- 
dress “O., 1582,” care J C-K. 








WATCHMAKER wanted, capable of 
taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in 
a Neiman’s Jewelers, Charlotte, 


SALESMEN, several established terri- 
tories open, better line sterling silver 





costume jewelry, prominent house; 
generous commission basis; give full 
axa Address “F., 1570,” care 





WATCHMAKER or watch repair es- 
timator for fine jewelry store to take 
in watch work and do minor repairs 
only; all other repairs given out; ex- 
cellent salary; location southern part 
of Connecticut; 50 minutes from New 
York; state experience and age, Ad- 
dress “J., 1522,” care J C-K. 

SEEKING an experienced jewelry man 
to manage cash-credit store, about 50 
miles from New York City; excellent 
opportunity for a bright future with a 








growing chain organization. Address 
“G., 1672,” care J C-K. 
WANTED young watchmaker, returned 


service man preferred; front man in 
large, old established store in South; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 1455,” care J C-K. 


(Continued on page 356) 
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HELP WANTED—Continued 
(Continued from page 355) 


DIAMOND buyer, experienced as- 
sorter, capable pick for mountings; 
permanent position; must locate in 
Chicago; good opportunity; give 
fullest particulars in confidence. 
Address “W., 1740,” care J C-K. 


WANTED, vuyer and manager, thor- 
Oughly experienced watch and jewelry 
line; capable assuming full responsi- 
bility, buying, selling, management and 
advertising; excellent opportunity tor 
right party; first class references re- 
quired; send photo with application. 
Address “C., 1341,” care J C-K. 

WATCHMAKER, jewelry repair, or com- 
bination man; must be good, reliable 
and well recommended; good salary; 
a dependable and permanent position, 
now and after the war with the most 
progressive jewelry firm in the state 
of Texas. Address “C., 1328,” care 
J C-K. odd 

LAPIDARY, manager, top notch man, 
thoroughly familiar with drilling 
and encrusting; must be capable of 
taking full charge of factory; ex- 
cellent opportunity for the right 
man. Address “A., 1831,” care of 
J C-K. 

DIAMOND : setters, jewelers, watch- 
makers; men needed by old established 
firm; each tops in his line; enjoy liv- 
ing by the blue Pacific in sunny South- 
ern California; this’ fast growing city 
has the finest climate with moderate 
temperatures. Write fully “Supt.,” J. 
Jessop & Sons, 1041 Fifth Ave., San 
Diego 1, Calif. 


SALESMAN to assist owner of high type 
cash and credit jewelry store, carry- 
ing the finest line of diamonds, 
watches, and sterling silver; unusual 
opportunity for bitious man; loca- 
tion southern p of Connecticut; 50 
minutes from New York; state experi- 
a pnt age. Address “K., 1523,” care 


WATCHMAKER, one who can size 
rings and has good habits; $400 
per month salary; permanent posi- 
tion; pleasant working conditions. 
Freedman’s, 550 Orleans, Beau- 
mont, Texas. 

WATCHMAKER, experienced production 
man, for New England department 
store; pleasant working conditions; 
top salary and commissions; perma- 
nent; state age and qualifications in 
first letter; interview will follow. Ad- 
dress “P., 1583,” care J C-K. 

STONE SETTER experienced on high 
school and college rings, fraternity 
and sorority emblems, half pearls, 
whole pearls, sapphires, rubies, garnets, 
onyx, etc.; fine opportunity for good 
steady man. The. Metal Arts Co., 742 
Portland Ave., Rochester, N. Y. 

WATCHMAKER wanted; first class 
workman; excellent working con- 
ditions; permanent position; write 
full details, age, experience, ref- 
erences; send photo and state salary 
expected in first letter. V. V. Vick, 



































TWO watchmakers 


wanted; A-l me- 
chanics only ; ideal working conditions ; 
permanent positions in largest retail 
shop in New Mexico; right man can 
make $100 up. Write Grahams Jewel- 
ers, 211 West Central Ave., Albu- 
querque, N. M. 





SATISFACTORY position open for fine 


watchmaker in well equipped air con- 
ditioned jewelry store; can make as 
much as you want to; plenty of work 
in one of the best towns in Texas. 
Roettger’s Jewelry Store, R. Vosatko, 
owner, Midland, Tex. 





WANTED, diamond setters and jew- 
elers, also special order man; un- . 


usually good opportunity for right 
men; top salaries and commissions; 
good working conditions in air con- 
ditioned building. C. E. Mounce, 
Mfg. Jir., 109 Ardis Bldg., Shreve- 


port, La. 


q 


SALESMEN; experienced traveling x 
calling on retay _ 


costume jewelry, 
jewelers, department stores, Specialty i 
shops, for territories, metropolitan New ; 
York and New England states or chi. 
cago and states of Illinois, Indiana, 
Kentucky, Ohio, Michigan and West 
Virginia ; commission basis; reply fully 
to “O., 1761,” care J C-K. 


COSTUME jewelry wholesale concen 
in Los Angeles, well estab 
wants experienced salesman to 
Texas, Louisiana and Oklahoma jp. 
tail trade, and feature as main line, 
Address “R., 1658,” care J C-K, 


WATCHMAKER with the ability to max 
age repair department and employees: 
watchmakers who possess the ability 
to complete first class repairs; honor. 
able, dependable, sober gentlemen of 
trust, we offer you the finest positions 
of your lifetime; investigate. Shaw's 
Master Watchmakers, Galveston, Tex, 











TWO watchmakers, first class; we are 


opening a new store and need two 
more watchmakers, men who would 
like to become connected with a high 
class progressive store; good salary 


and ideal working conditions. Culp 


Bros., Mansfield, Ohio. 





JEWELER who is capable of doing 


some stone setting; one who can take 
charge of a small shop; wonderful op- 
portunity for a married man _ with 
ability; extra fine city in which to 
live; information must be given in de- 
tail. Address “Q., 1818,” care J C-K. 





WATCHMAKER, A-1 mechanic to take 


charge of repair department in one 
of the finest old established stores 
in Ohio; permanent position with 
excellent working conditions; min- 
imum salary $85 per week. Ad- 
dress “T., 1310,” care of J C-K. 





ENGRAVER, first class, age 30 to 45 


years; steady job; enjoy wonderful 
climate while working near ocean and 
mountains; sunny southern California ; 
work release needed by civilian; write 
full particulars J. Jessop & Sons, 1041 
Fifth Ave., San Diego, Calif. 





WATCHMAKER wanted by high class 


store; 50 years established business; 
good clean southern city with excel- 
lent opportunity; permanent position; 
state qualifications and references, also 
salary expected. Address “G., 1837, 
care J C-K. 





TWO experienced retail jewelry sales- 


men; steady positions; must have good 

references; one who can manage and 

trim windows; state salary, experience 

and references in first letter or call in 
erson. Tifon Jewelers, 984 Main St., 
ridgeport 3, Conn. 





WATCHMAKER who ‘takes pride in 


doing good work, fair to customer 
as well as employer is wanted; a po- 
sition that does not end with the 
war; salary according to ability and 
experience. Address R. E. Brigham, 
Oneonta, N. Y. 





WATCHMAKER;; first class watch. 
maker, 50% commission; we furp. 
ish material; we furnish electric 
Watchmaster and L & N cleaner; 
send satisfactory reference. He 
K, Smith Co., 112 South Market $t,, 
Inglewood, Calif. 


REPRESENTATIVES attention; New 
York concern selling nationally ad. 
vertised personal leather goods, Dill- 
folds, cigarette cases, Scotch oip 
purses, dressing cases, étc., has a few 
territories open; line also suitable for 
department stores and PX stores; will 
consider side line men. Address “B,, 
1817,” care J C-K. 


WANTED, watchmaker; permanent 
position; ideal working conditions; 
pleasant town to live in, population 
30,000, 10 miles from Detroit; 
salary $110 weekly for eight hou 
day; must be reliable. Write, phone 
or wire Elson Jewelers, Ferndale, 
Michigan. 











MANAGER ; 


a well established retail 
credit chain organization desires the 
services of a manager, who is inter. 
ested in making more money; perma- 
nent position; excellent postwar op- 
portunity for the right man; must be 
thoroughly experienced; write full de- 
tail. Address “‘N., 1859,” care J C-K. 





WATCHMAKERS, both first class and 
second; permanent positions in a 
large, first class jewelry store; lik 
eral salary; kindly state experience, 
references and salary expected. Lux, 
Bond & Green, 70 Pratt St., Hart- 
ford, Conn. 





DIAMOND setters and jewelers wanted; 


permanent positions for those who 
qualify to do work in one of the South- 
west’s finer retail jewelry establish- 
ments; 45 hours working week; top 
salaries; two weeks paid vacations; 
Christmas bonus and sick benefits; in 
answering give references and qualifica- 
tions. Arthur A. Everts Co., Jewelers, 
Dallas, Tex. 





WANTED, three well qualified wateh- 
makers; two for straight shop work 
and one for a take-in man and a& 








rn, 


Jeweler, Columbus, Georgia. 


JEWELER; production manager for es- 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 


JEWELERS and diamond setters 
wanted; top salaries; ideal working 
conditions; short hours; permanent 
positions for those who qualify to do 
fine work in one of Dallas’ finer retail 
jewelry establishments. Address “‘J., 


sistant manager; permanent; state 

age, qualifications and salary ex- 

er Button Jewelers, Yakima, 
ash. 








mii 


rings; tooled and casted; fine oppor- 


1755,” care J C-K. 








tunity for suitable person; staté fully 
experience and references. Address “G., 
1518,” care J C-K. 


WATCHMAKER, first class workman to 
take care of department; permanent 
position; salary in keeping with abil- 
ity; excellent working conditions; 
wonderful opportunity for the man 
who can handle the job; state age and 
qualifications. Wright’s Jewelry, 8229 
Georgia Ave., Silver Spring, Md. 


WANTED, first class traveling salesmen 
for popular priced line of watches 
covering the Pacific Coast; applications 
from experienced travelers with good 
connections in the jewelry line will be 
considered; commission. Address “D., 
1834,” care J C-K. 








MANAGER-salesman for cash-credit 


jewelry store; permanent position and 
splendid opportunity for qualified man ; 
write giving experience, detail and sal- 
ary desired. Jack Lewis, 5642 Broad- 
way, Cleveland 4, Ohio; all corres- 
pondence ‘ will be held strictly con- 
fidential. 








COSTUME jewelry wholesale concern 


in Los Angeles, well established, de- 
sires the services of an experienced 
salesman who has a retail trade fol- 
lowing in Colorado, New Mexico, 
Nevada, Arizona and Utah. Address 
“S., 1659,” care J C-K. 


WANTED jewelry salesmen: we have 
openings for two good experienced 
salesmen; must be reliable, neat and 
willing workers; excellent proposi- 
tions to those who qualify; state 
salary desired in your reply. Shaw- 
Rogers Co., 113-115 S. Main St. 
Akron, Ohio. 








SALESMEN, watch materials for old es- 


tablished aggressive Pacific Northwest 
material house; salary and commission 
based on sales, plus traveling expenses; 
excellent opportunity in this expanding 
trade territory for aggressive man 
with previous material sales experi- 
ence; write giving references, previous 
connections and salary. Bernard Italie, 
Inc., Box 710, Portland 7, Ore. 
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“~ BELP WANTED—Continued 





SALE MEN wanted; territory Pitts- 
oo west to Kansas City; key 
cities only; large manufacturer; 
pular priced line, silver plated 
and aluminum hollowware; in need 
of a producer; territory established; 
drawing against commission. Ad- 
dress “D., 1889,” care of J CK. 


SS 
HAVE opening for salesmen calling 
on retail jewelers in Texas, Louisiana, 
Alabama, Mississippi, Arizona, Okla- 
homa and Tennessee to sell gold mount- 
ings, wedding rings, watch attach- 
ments, watch cases and emblem jewel- 
ry; prefer man who covers his terri- 
tory by automobile; excellent oppor- 
tunity for the right men. Address “K., 
1910,” care J C-K. 


WATCHMAKER wanted, must be A-l 
mechanic; permanent position for 
satisfactory man; straight shopwork 
on salary or commission basis; send 
reference with first letter. Address 
John K. Shacklett, New Smyrna 
» Beach, Florida. 


WANTED, good watchmaker to take 
charge of repair department; good 
working conditions; permanent position 
for right man; will pay $75 per week 
and 50% on overtime; must be sober, 
reliable, and draft exempt; store lo- 











cated in thriving South Arkansas . 


town; state full particulars in first 
letter, also references. Address “J., 
1812,” care J C-K. 





MAN thoroughly experienced in the 
ring business who has worked for a 
manufacturer and has a_ perfect 
knowledge of semi-precious stones; 
must be capable of taking complete 
charge of sales and office; excellent 
opportunity for the right man. Ad- 
dress “D. 1749,” care of J C-K. 


WATCHMAKER with experience in 
large trade shop to manage modern 
watchmaking shop for 28-store jewel- 
ry chain; good working conditions; 
good living conditions; wonderful op- 
portunity for a man with executive 
ability. Apply Rudolph Bros. & Co., 
436 S. Salina St., Syracuse, N. Y. 





WATCHMAKER wanted; must be ca- 
pable of repairing all kinds of 
watches; one with jewelry repairing 
and ring sizing experience prefer- 
red; take complete charge of repair 
department; fine working condi- 
ditions; good wages in a store es- 
tablished over 33 years. Interna- 
tional Jewelry Company, 52 S. 
George St., York, Pa. 





WANTED, watchmaker, good on R.R. 


and small work; excellent opportunity 
for middle aged man; salary up to 
$100 per week to start; permanent 
position with special offer will be 
made to the right man; send your 
qualifications and full particulars will 
be sent you. Address P. O. Box 589, 
Williamson, W. Va. 





SALESMAN wanted for midwestern terri- 


tory including Chicago, Milwaukee, St. 
Paul, Minneapolis and _ surrounding 
territory; Chicago resident preferred; 
must have experience and following 
amongst jewelry trade; our line is well 
known and has immediate acceptance; 
reply stating fully experience and 
whether you are available for New 
York interview. Address “F., 1733,” 
care J C-K. 





WATCHMAKER with executive abil- 


ity wanted by reputable national 
firm to manage New York shop; 
must be good, fast, practical me- 
chanic, able to handle men; this is 
not an ordinary watchmaker’s open- 
ing; unusual opportunity and com- 
pensation for man with these spe- 
cial qualifications; state age, expe- 
rience, present earnings, references. 


Address “V., 1769,” care of J C-K. 





JEWELRY salesman wanted; leading 


Baltimore credit jewelry organization 
has unusual opportunity for good re- 
tail salesman; this is a high salary 
job with better than average working 
conditions in an organization that is 
going places, now and postwar; a 
settled man who can really sell, can 
build a sound, permanent, profitable 
future; jewelry experience preferred, 
but not essential; full details first 
letter. Address “A., 1871,” care J C-K. 





SALESMEN wanted; resident salesmen 
to represent manufacturer and jobber 
of a complete line of rings, 200 styles 
in stock; exclusive territories; this 
line is available to experienced men 
with established retail and department 
store trade; commission basis; send 
complete details and references in first 
letter to Box 571, Newark 1, N. J. 


WATCHMAKER; permanent position 
for a first class man; salary and com- 
mission; chance to take complete 
charge of the repair department; 
established 1868; high grade store; 
a postwar job with a fine future for 
the proper man; essential workers 
need release statements. Geo. E. 
Taylor, 115 Park Ave., Plainfield, 


SALESMAN wanted with following, mid- 
west; glass costume jewelry, highly 
colorful; featured in largest stores in 
country; big cities now covered; need 
representation smaller cities, also New 
York City, New Jersey and Long 
Island; many accounts already opened. 
ogee 119 W. 24th St., New York 

y. 


WOULD like to get in touch with a 
first class all around manufacturing 
jeweler, stone setter and repairman, 
either to work on salary or to take 
an interest in the business; this 
proposition is open only to a man 
with the above qualifications and 
who can turn out work. Address 
“E., 1850,” care of J C-K. 














WANTED, experienced cutter maker 


to take charge of department by 
manufacturer of sterling flatware; 
wanted, for postwar, expert die cut- 
ter on sterling flatware with execu- 
tive ability and wide experience; 
fine opening for the right man; 
essential workers need release state- 
ments. Address “D., 1562,” care 
J C-K. or The Watson Company, 
Attleboro, Mass. 





WATCHMAKERS; permanent positions; 


newest modern air-conditioned store 
in heart of Chesapeake Bay country; 
refer combination men capable of siz- 
ng rings and light jewelry repairs; 
most modern shop equipment avail- 
able; only highest grade workmanship 
acceptable; good prices; no junk ac- 
cepted; owner is watchmaker who 
needs time for management, due to 
expansion; write full details Lednum’s 
Jewelers, Cambridge, Md. 








BUYER and saleslady: we have two 


permanent positions open, one is 
for a buyer and saleslady in our cos- 
tume jewelry department and the 
other is our chain and giftware de- 
partment; liberal salary and oppor- 
tunity for complete charge; one of 
Connecticut’s leading fine jewelry 
concerns; confidential; essential 
workers need release statements. M. 
n Green, 117 Bank St., Waterbury, 
ronn. 


MODEL MAKER, creative and capable 
to make models for sterling silver 
castings; opportunity to become as- 
sociated with fine costume jewelry 
manufacturer, one who has experi- 
ence in making gold and platinum 
jewelry preferred; permanent posi- 
tion and good salary assured; essen- 
tial workers need release statements. 
Reply in detail to Ingenue Inc., 147 
W. 22nd St., New York. 

DIE CUTTER. *-1, must be able to cut 
hubs and also clean up detail of ma- 
chiné cut dies; company now engaged 
entirely on war work, but will recoh- 
vert and resume old established line 
as soon as permitted; the position is 
permanent and applicant must be 
capable of high class, accurate work; 
write direct sending samples of work 
done, stating experience and salary. 
The D. L. Auld Company, Fifth Ave. 
and Fifth St., Columbus 1, Ohio. 

TWO of the oldest and largest school- 
club, jewelry and medal manufac- 
turing plants on Pacific Coast are 
combining and need services of ex- 
perienced persons with knowledge 
of this business in organizational, 
mail, advertising, selling depart- 
ments (craftsmen and plant facili- 
ties ample at present) write giving 
past experience; essential workers - 
need release statements. J. A. 
Meyers & Co., 1031 West 7th St., 
Los Angeles 14, Calif. 

SALESMAN; an opportunity is now 
available for an experienced high 
type jewelry salesman to secure a 
permanent position in one of Con- 
necticut’s leading fine jewelr¥ con- 
cerns; liberal salary and advance- 
ment assured to the right man; 
state former experience and other 
pertinent details in first letter; con- 
fidential; essential workers need re- 
lease statements. M. A. Green, 117 
Bank St., Waterbury, Conn. 

WATCHMAKERS wanted; first, sec- 
ond or junior watchmakers; first or 
second man may, if he desires, wait 
on watch repair trade in addition to 
repairing, if you are limited in ex- 
perience you will have opportunity 
to work under a watchmaker of un- 
usual ability and add to your know!l- 
edge; not a wartime job, but a good 
paying permanent position in mod- 
ern high class store, established 40 
years; essential workers need re- 
lease statements. M. Meyer, Marion, 
Ind. 


DIAMOND executive saiesman wanted 
by one of the largest retail jewelry 
stores in the South; must have wide 
experience, cash and credit business, 
thorough knowledge of diamonds, 
managerial ability and capable of 
handling personnel; good salary 
with excellent postwar opportunity ; 
our employees have been notified 
of this advertisement; all replies 
confidential; essential workers need 
release statements. Apply “G., 
1826,” care of J C-K. 




















ENGRAVER and pearl setter, by long 
established manufacturer of class 
rings and fraternity pins; located 
in the Middle West; man experienc- 
ed on lettering and experienced or 
willing to learn pearl setting; per- 
manent position; good working con- 
ditions; state experience and sal- 
ary expected in first letter; essen- 
tial workers need release statements. 
Address “Circular 1746,” Room 

— Heyworth Bldg., Chicago 2, 








(Continued on page 358) 
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JEWELRY salesman for a manufac- 


turer’s line of exquisite, well priced 
costume jewelry, to call on depart- 
ment stores and well rated jewelers; 
well established territories open, 
entire South, Eastern States and 
Middle West; do not reply unless 
you can prove successful activity 
with the jewelry trade; commission 
arrangements; opportunity for real 
earnings; essential workers need 
release statements. Address “Y., 
1743,” care of J C-K. 





OPPORTUNITY, unlimited; large or- 


ganization seeks general manager for 
flourishing chain of small credit jewel- 
ry departments; these units are well 
established and in prosperous condi- 
tion; the man we employ will take 
complete charge of their operation, and 
personally supervise all buying, mer- 
chandising and personnel; sufficient 
travel to adequately inspect depart- 
ments and buy goods is necessary; our 
organization is long established, of 
highest financial rating, and conserva- 
tive background; salary is under five 
figures, yet with the finest opportunity 
for continued expansion; bonus ar- 
rangement is linked with earnings of 
departments; there is nothing tempo- 
rary or tentative about this opening; 
it offers a life-time career with pleasant 
working conditions among high calibre 
associates; applications will be treated 
with strict confidence; write Box “H., 
169%,” care J C-K., enclosing small 
snapshot of yourself, if available; es- 
sential workers need release state- 
ments. 





WATCHMAKER, thoroughly experi- 
enced workman, who can guaran- 
tee his work, for a reliable jeweler 
in southernmost Florida; perma- 
nent, all year round job; no floaters 
need apply ; contract basis of 50-50; 
we supply material and guarantee 


minimum weekly gross of $200 in’ 


work, or 2/3-1/3, you supply _ma- 
terial and no minimum guarantee; 
no selling involved; clerks bring 
work to bench and deliver to cus- 
tomer; store hours 9 A.M. to 8 P.M., 
but watchmaker makes own hours 
to suit his convenience and earning 
capacity; essential workers need re- 
lease statements. Address “B., 
1794,” care of J C-K. 





WATCHMAKER, permanent position, 
pleasant working conditions in our 
shop, which is located on the third 
floor in the building adjoining our 
retail store; there are no unneces- 
sary interruptions by customers in 
our repair department as shop is 
separated from the store; approxi- 
mate earnings from $75 to $100 or 
more per 48 hour week are possible, 
since we emphasize quality work- 
manship and receive corresponding 
prices; only man having thorough 
training and experience, capable of 
the best workmanship need apply; 
would appreciate references; write 
or contact this well established 
store ; essential workers need release 
statements. Homer F. Bean, Jeweler, 
113 East Crawford St., Findlay, 
Ohio. Phone 91J (population 20,- 
000, 45 miles straight south of 
Toledo, Ohio). 


SALESMEN attention: what we want 





is not a “waiter on the trade,” not 
just another salesman looking for 
a job; what we want are men with 
initiative, leaders and not leaners; 
we are after men who not only 
want a good income but who can 
produce the punch to deserve it; 
men who are primarily interested 
in a sound future; we are an old 
established retail firm rapidly ex- 
panding, with three stores in the 
metropolitan area and two in the 
south; write us in detail your previ- 
ous experience, names and ad- 
dresses of firms you have served 
and substantial reasons why vou 
feel you can meet our require- 
ments; essential workers need re- 
lease statements. Busch & Sons, 
875 Broad St., Newark, N. J. Ad- 
dress Mr. Busch, or Mr. Sargent. . 





WATCHMAKER, permanent position, 


pleasant working conditions in our 
shop, which is located on the third 
floor in the building adjoining our 
yetail store; there are no unneces- 
sary interruptions by customers in 
our repair department as shop is 
separated from the store; approxi- 
mate earnings from $75 to $100 or 
more per 48 hour week are possible, 
since we emphasize quality work- 
manship and receive corresponding 
prices; only man having thorough 
training and experience, capable of 
the best workmanship need apply; 
would appreciate references; write 
or contact this well established 
store ; essential workers need release 
statements. Homer F, Bean, Jeweler, 
113 East Crawford St., Findlay, 
Ohio. Phone 91J (population 20,- 
000, 45 miles straight south of 
Toledo, Ohio). . 


Side Lines 
Minimum charge (25 werds) $1.50 
Additional werds, 5 eents a werd 





SALESMEN wanted to carry silver, gold 


charms, medals, braceletg?. Address 


“D.. 1719,” care: J C-K. 





WANTED, salesman to carry small side 


line of fine 14K merchandise; never 
shown in territory now open. Address 
“E., 1887,” care J C-K. 





SALESMAN wanted, selling to better 


stores, to carry side line of gold brace- 
lets and watch case attachments. Ad- 
dress “C., 1688,’’ care J C-K. 





SALESMEN wanted to carry small line 


of watches, lighters and watch attach- 
ments; state territory covered. Address 
“S., 1735,” care J C-K. 





SALESMAN wanted to carry side line 


of jewelry in Texas, Arkansas, Ten- 
nessee and Louisiana; state age, 
qualifications and experience; give ref- 
erence. Address “J., 1519,” care J C-K. 





MANUFACTURER'S line, ladies’ and 


gents’ gold wedding rings; sell to de- 
partment stores, large retailers, etc. ; 
many territories open. Address “S., 
1309,” care J C-K. 





NEW territories for side line salesmen ; 


highly advertised line of ladies’ and 
men’s wedding ring sets; desire men 
traveling one or two states. Address 
“Circular 1394,” Room 1415, Heyworth 
Bldg., Chicago 2 





NATIONALLY know cigarette lighter 


manufacturer with exceptional line 
of sterling silver cigarette lighters; 
state background. Address “F., 
1905,” care J C-K. 








SALESMAN wanted to sell full line of 


gold mountings, watch attachments and 
emblem jewelry to retail jewelers in 
Oklahoma and Southwest; good op- 
— Address “L., 1909,’ care 


SMALL 
stores; Greater New York; New 





REPRESENTATIVE with followine 7 


MANUFACTURER wants _ experienced 





side line for better jewelry 
state, Pennsylvania, Baltimore = 
Washington ; commission basis, Adare 


“F., 1825,” care J C-K. 





tail jewelry, department ateen oa 
shops, to sell fine line of compacts. 
midwest, west Coast open; go-getter: 
only; 10% commission; ali details jn 
first letter. Address “F., 1891,” an 
J C-K. 





salesmen to sell ladies’ and gents’ 14x 
and 10K stone rings to the retail 
jewelry stores on commission basis: 
man for Chicago and vicinity, also gay 
Francisco and_ vicinity. Address “y 
1701,” care J C-K. Bs 





MANUFACTURER’S line, ladies ang 


gents’ rings, complete line; exclusive 
territory available; profitable connec. 
tion for right party; state territory 
covered and complete data in_ firgt 
letter; strictly confidential. Walter 
— 105 W. 47th St., New York 
ity. 





SALESMEN (sideline) represent ladies’ 


bracelet manufacturer, all territories: 
commission basis; non-conflicting vol- 
ume item; immediate deliveries, for 
salesmen calling upon department and 
chains, retailers, specialty and gift 
shops, post exchanges, etc. Address 









“S., 1714,” care J C-K. 





WANTED two travelin 


salesmen, one 
traveling southern territory, one travel. 
ing western territory, to carry a fast 
selling line of 10 and 14K gold ear. 
rings; no objection to non-conflicting 
lines: commission basis; should aver- 
age from $100 to $150 weekly. Address 
“E., 1516,” care J C-K. 





WANTED, resident salesmen represent- 


ing top concerns; exclusive territories 
available to experienced men with es- 
tablished retail and department store 
trade for nationally advertised costume 
jewelry line; commission; send com- 
plete details and references in_ first 
letter. Address “W., 1812,” care J C-K, 


nA RROIREE 88 A kT NADIE SATAN II HS 





For Sale 


Stores, Stecks and Businesses 


Minimum charge (25 werds) $1.50 
Additienal werds, 5 eents a word 





JEWELRY store, established 20 years, 


Brooklyn, N. Y., will sell with or with- 
out stock. Address “B., 1894,” care 
J C-K. 





JEWELRY store, long established in 


thriving section of Southwest, ranch- 
ing, farming, oil industries ; $50,000 
yearly business; health reason for sell- 
ing. Address “D., 1796,” care J C-K. 





REPUTABLE jewelry business for sale, 


established 45 years; located in choice 
business section of Philadelphia ; owner 
retiring; extraordinary opportunity for 
progressive party. Address “M., 1 0, 
care J C-K 





ESTABLISHED 25 years, city 150,000, 


doing cash business of $125,000 a year; 
low overhead; finest trade; money 
down, no object; character and pet- 
sonality most necessary. Address “G., 
1752,” care J C-K. 





FOR SALE, to close an estate, the Toms 


Jewelry Store and optical business lo- 
cated at Richland Center, Wis., a city 
of 5000 people with large trade area, 
established 50 years. Address Mirah 
H. Toms, Richland Center, Wis. 





NAUTICAL 


supplies, watch repairs, 
nautical instruments, nautical text- 
books, established 10 years; purchaser 
should have some knowledge of ships, 
etc.; postwar reconversion an asset ; 
requires $15,000. Address “E., 1803,’ 
care J C-K. 








WELL KNOWN and old established 


jewelry firm in New York City, with 
importing department for 

especially cuckoo clocks; sacrifice 
on account of health; wonderful 
postwar opportunity. Address “B., 
1372,” care J C-K. 
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, FOR SALE—Cont. 


H and carry jewelry store for sale, 
in a live little Florida town; more re- 
pairs than you will want; the best 

Preation in town with cheap rent; nice 
show windows, nice fixtures all newly 

ginted and new floor covering; won’t 
exe a lot of money to buy it; owner 

aver 70 years old and eyes getting 

pad. Address “A., 1613,” care J C-K. 
—. - 
MANUFACTURER, midwestern city, 

specializing in diamonds, diamond 

and wedding rings, in business over 

30 years; picked clientele of the 

finest stores ; excellent organization 3 

now doing good business but needs 

management and sales energy; pres- 
ent owner desires to retire; $75,000- 

$100,000 necessary. Address “C., 

1873,” care of J C-K. 


ESTABLISHED jewelry and loan _busi- 
ness located in the best and largest 
pusiness city in the state of Texas; 
present population over 500,000; doing 
a good and prosperous business; a 
chance of a life-time to be able to buy 
a business of this kind; poor health 
and old age compels the owner to re- 
tire; $25,000 cash will handle the deal; 
speculators or agents need not an- 
swer. Address “H. F., 1902,” care 
J C-K. 


FOR SALE the only jewelry store in 
a city of approximately 2500 with 
outside population of 5000 to draw 
from, since the nearest other jewel- 
ry store is 21 miles away; last year’s 
business was over $20,000; stock 
and repair departments valued at 
about $12,000; city located about 
half way between Jacksonville and 
Miami, Florida. Address “C., 
1747,” care of J C-K. 




















SMALL jewelry store for sale, located 
in Eastern Pennsylvania, between 
Allentown and Philadelphia; all the 
repair work one man can take care 
of; well selected small stock; all re- 
pairs and jewelry sales are sold for 
eash; total overhead expense less 
than 3% of receipts; plenty of 
watch material and all modern 
stock; we want instant action and 
have placed a total price of $5,225 
for everything which includes $400 
of finished undelivered watch re- 
paigs; this business offers a won- 
derful opportunity to a young man 
who wants to start in an old estab- 
lished business, or to an elderly 
watchmaker who wants to make 
more than a comfortable living in 
a small healthy community; stock 
buyers, high powered sales pro- 
moters and auctioneers save your 
stamps, as we do not want to sell 
this well established business to any- 
one who would not continue same 
in the ethical manner that we have 
conducted it for years. Address “S., 


1765,” care J C-K. 


—_—_— 


For Sale 


Tools, Equipments, Ete. 


Minimum charge (25 werds) $1.50 
Additional words, 5 cents a word 





NEW auto engraver, 10 strips master 


letters, 12 high speed steel cutters, 
‘complete $366. S. T. Little Jewelry 
Company, Cumberland, Md. 





FOR SALE: one 300 Ib. board drop in 


excellent running condition. Frank W. 
Smith, Ine., Mfrs. Sterling Silver, 
Gardner, Mass. 





TROPICAL jewelry, glows in the dark; 
exquisite sprays, pins, earrings, hair 
ornaments; dealers, jobbers write for 
illustrated price list. Gifthouse, Box 
4550-JK, Coral Gables, Fla. 


SAFES—jewelers with and without 
burglar proof chests, also with or with- 
out jewelers drawers. Mike Krasilovsky 
Safe & Machinery Movers, Showroom: 
245 Canal St., New York 13, N. Y. 


MANUFACTURERS of assembled and 
unassembled 14K yellow gold pierced 
ear wires. Joseph Ring Co., Inc., $3 
a St., New York City. Beekman 








SQUARE sapphire slips to cut and 
polish train pivots, does perfect job, 
mounted in black holder with cover, 
$3.00; guaranteed. L. P. Oros,’ 4713 
Todd Ave., East Chicago, Ind. ~ 


JEWELRY store fixtures; ensemble of 
beauty for a fine store; available 
December 31, 1945. Write P. G. Kee- 
ba « 111 W. Capitol Ave., Little Rock, 

rk. 


JEWELER and watchmaker signs, hun- 
dreds of stock items, also seasonal 
occasional signs in stock; beautiful 
blue cards size 7 x 11 five asst. $1.25; 
Pat for list. Address “H., 1913,” care 














ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


ELECTRIC roller, D.C.; watchmaker’s 
lathe; dies for rings, watch cases, pins, 
earrings ; second-hand wrist and pocket 
watches. S. Pollack, 95 Bowery, New 
York City. 


FOR SALE, new precision engraving ma- 
chine, never used, plus 10 strips master 
letters and twelve high speed steel 
cutters; immediate delivery; only $366 
oomnae. Address “K., 1698,” care 











SHIPS chronometer, John Pool, London, 
manufacturer; maker to the admiral- 
ty; just overhauled and in first class 
condition; may be inspected at Cole 
& Young Co., Jewelers, 9144 Commer- 
cial Ave., Chicago 17, Ill. 


ONE DOZEN Ingersoll pocket and wrist 
watches, not running $9; five Swiss 
wrist watches in white cases requiring 
some repairing $15, in yellow cases $25. 
i: Lowe, Holland Bldg., St. Louis 1, 

0. 


NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments, R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 


REFLECTORS; can again furnish you 
with both blue and white silvered dou- 
ble walled reflectors for diamond lamps 
and window lighting, also holders. 
Pittsburgh Lighting Equipment Co., 
P. O. Box 801, Battle Creek, Mich. 


MANUFACTURERS of 10K and 14K as- 
sembled French screw back ear wire 
findings for unpierced ears and 14K 
hand made baby signet rings. Joseph 
Ring Co., Inc., 98 Nassau St. New 
York City. 


MI-CONCAVE crystals, sizes 7 to 21, 
141 sizes, 35c. dozen; 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.98 ; 
100 case screws 0 to 18 size 79c.; stems, 
crowns, staffs, jewels, etc.; send for 
bargain bulletin. Beck Bros, Lau 
Bldg., Fort Wayne, Ind. 

JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watch bracelets, 
wrist bands, etc. and lays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd S8t., New York 10, N. Y. 
Algonquin 4-2174-5. U. 8S. parcel post 
makes us your next door neighbor; 
Lg get acquainted; write for sam- 
ples. 




















DIAMOND lapidary drills $6.50 each; 


diamond reamers $6.50; diamond laps 
$10 each; diamond lapidary set con- 
sisting of drill, reamer and lap $22 
set, for onyx, jade and other precious 
and hard siones and crystals; Tung- 
sten carbide tipped engraver (long 
point to withstand repeated sharpen- 
ing) just the thing for removing bal- 
ance shafts, guaranteed to cut hard- 
ened steel, $5 each; engraver and lap 
set containing engraver. and diamond 
lap for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 each. 
Action Diamond Tool Co., 125 W. Hub- 
bard St., Chicago 10, IIL 





JEWELERS! read carefully; this is im- 


portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business’ stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 E. 22nd 
St.. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
yar ion neighbor. Phones Algonquin 


Business Opportunities 
Minimum charge (25 werds) $1.50 
Additional werds, 5 cents =a word 


EVERY EFFORT ie made by The Jewel- 
ers’ Circula eystone 


sorship requirements of The Jewelers’ 
Circular-Keystone. 





TED, jewe store doing cash or 


WAN Iry 
credit business of $75,000 or more in 


fair sized community. Address “S., 
1429,” care J C-K. 





EX-SERVICE man will buy reputable 


jewelry store; have up to $50,000 
cash; write details and reason for sell- 
ing. Address “M., 1530,” care J C-K. 





WANTED to purchase well located jewel- 


ry store in town of about 10,000; pre- 
fer northwest. Address “C., 1795,” 
eare J C-K. 





WANTED, jewelry store in Kentucky, 


Tennessee or Alabarza; give reasons for 
selling; all correspondence confidential ; 
will pay cash. Address “C., 1855,” 
care J C-K. 





GORDON BROTHERS, cash buyers of 


complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





WANTED, established jewelry store with 


sales over $50,000; individual will pay 
cash for immediate transaction; all re- 
plies in strict confidence. Address “R., 
1870,” care J C-K. 





JEWELRY store wanted; individual de- 


sires to purchase weli established busi- 
ness, cash or credit, from one who 
wishes to retire; Philadelphia or 
nearby. Address “A., 1792,” care J C-K. 





CASH for diamonds, watches and jewel- 


ry; estab 37 years; send surplus 
stock for cash extinate : bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, Il. 





HIGHEST cash prices paid for surplus 


or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





MODERN jewelry and opticai store for 


rent, established 38 years; opportunity 
to carry on in this well known loca- 
tion; exceptional field for. watch re- 
pairing; city of 70,000 in New Jersey. 
Address “A., 1845,” care J C-K. 








(Continued on page 360) 
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BUSINESS OPPORTUNITIES—Cont. 








(Continued from page 359) 





WANTED to buy jewelry store in Flor- 
ida town with 10,000 or more per- 
manent population; give full infar- 
mation. Address “K., 1813,” care of 
J C-K. 

COLMES BRUs.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 

SAMUEL GANSBERG will buy your 


. estates for cash; my direct outlet en- 
ables me to pay you higher prices. 
bank and trade references of the higt- 
est charac’ Write 15-17 Maide: 


ter. 
New York. Telephone, Rect»: 








Lane, 
2-5928. 

MAN, age 35, married with thorough 
knowledge of every phase of the re- 
tail installment jewelry business, 
desirous of investing capital and 
services in going jewelry concern. 
Address “H., 1753,” care of J C-K. 

JEWELRY stores and stocks bought for 
cash, any size, any amount, anywhere ; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on_ you; our offer will amaze you. 
Louls Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 

JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton. Ohio. 

WANTED to purchase, jewelry store 
in town of not over 30, in any 
of the following states: Colorado, 
Wyoming, Montana, Idaho, Utah, 
Arizona or New Mexico; interested 
in town with plenty of repairing; 














all replies strictly confidential; dis- © 


charged veteran. Address “H., 


1840,” care of J C-K. 


ARE YOU GOING out of business? I 
can tee you the cost of your 
ndise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
dential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 


WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, ma , lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
as for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, IIl. 











ee pe ene Annamaria 
Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCHMAKERS screwplate, lathe and 
chucks; good prices paid if in good 
— Address “L., 1054,” care 








WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in Bast Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED to buy desirable jewelry store 
in good college town, west coast pre- 
ferred; pay cash. Address “D., 1689,” 
care J C-K. 


ESTABLISHED jewelry store wanted in 
good southern town, preferably in 
Florida; describe fully. Karl Shrode, 
Jeweler, Tallahassee, Fla. 


INTERESTED iin securing Leveridge 
snap gauge for measuring colored 
stones. J. J. Stewart, 82 Prospect St., 
Passaic, N. J. 


JEWELRY store wanted, established in 
or near New York City; give reasons 
for selling; all correspondence con- 
fidential; would consider partnership. 
Address “D., 1903,” care J C-K, 


DRAW PLATES wanted by silvercraft 
worker; state type, size, condition and 
price; also, other jeweler’s hand tools 
and equipment. Address “Brewer,” 
Box 107, Franklin Village, Mich. 


WILL PURCHASE cash or credit jewel- 
ry store located in state of Virginia: 
prefer store doing volume in excess of 
$50,000 yearly. Apply Bam’s, Inc., 311 
E. Broad St., Richmond, Va. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, III. 


WANTED to buy a going jewelry store 
for cash, south of the Mason and 
Dixon Line, in a town of not less than 
10,000 inhabitants; send full particu- 
lars first letter. Address “O., 1784,” 
care J C-K. 


WANTED; silverware, used or new, 
sterling or plated, odds and ends, or 
complete sets, old or modern patterns; 
we buy as merchandise and not for 
metal value, this runs 2 to 5 times 
better returns for you; send list or 
merchandise; check by return air mail, 
subject to your approval. Vroman’s, 
520 W. 7th St., Los Angeles 14, Calif. 


JEWELRY store in town of 5000 to 
10,000 population, Eastern Pennsyl- 
vania preferred; more interested in 
good location than large stock; 
must have good repair business; 
state all particulars in first letter. 
Address “E., 1899,” care of JC-K. 



































Watch Work, etc., for 
the Trade 


Minimum (25 werds) $1.50 
Additional werds, 5 eents a word 





CAREFUL watch pepeiving, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St., New York City. 


SPECIALIZING in repairing of chronv- 
ee and all kinds of fine watches 
or the trade. I. Altay, 22 W 48th St., 
New York 19, N. Y. 











CLOCKS repaired, all mak 
and domestic, spring weight ‘and ae 
tric; prompt service; work ~ 
° Division 





Gem Clock Service, 1344 
St, Chicago 32, Il. 





———___ 
CAREFUL, honest watch repairing t 
the trade, moderate prices; out of tows 
orders attended to promptly, |, Kun 
nel, 2 W. 47th St, New York qin 
Phone Bryant 9-5065. 4. 





ar 

INCREASED facilities at our new | 
tion enable us at present to handle ths 
watch repair needs of a few more ao. 
counts; our workmanship igs 
anteed and our service is prompt; over 
50 retail stores throughout the coun. 
try send us work “—— arly; price lists 
sent upon request. pendable Watch 
Co., 132 Nassau St., New York, N, y 


een enema 
Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.56 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem. 
pered, sharpened. Valdemar Virtg. 
7 t 45 Park Place, Morristown, 


H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex. 
pert on gold and platinum jewelry; 
mail us. your work to be polished: 
prompt service guaranteed. 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 





Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 
PEARL and bead stringing; 24 hour 


service; genuine and cultured pearl 
necklaces our specialty; gold and sil- 
ver clasps always in stock. American 
Bead & Novelty Co., 71 Nassau S&t, 
New York 7, N. Y. 


cent nn cn emma 
Patents 


Minimam eharge (25 werds) $1.50 
Additional werds, 5 cents a word 





PATENT your good ideas; send me you 
simple sketch or model; free con- 
fidential advice-literature ; register you 
trademarks. .Z. H. Polachek, registered 

Patent-Attorney-Engineer, 1234 Broad 

way, New York City. 








Miscellaneous 


Minimum charge (25 words) $1.50 
Additional werda, 5 sents a word 





tors. write Standard 
Watchmakers Institute, 2061 Broad- 
way, New York City. 





WATCHMAKERS: increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 

atches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


























§ 


az] gf 


a8 


mBSEZSERS | 


— &s Tr 











YOURE COMING INTO MONEY ! 


Hadley sees a lot of men with money in your 
future. Mr. Jeweler... men ready to buy the smart, 
new Men’s Jewelry that Hadley will have ready for 
you when peacetime production is again resumed. 

Distinctively fashioned, expertly crafted and dur- 
ably constructed .. . Hadley’s sparkling postwar line 
of Men’s Jewelry will be designed to bring good for- 


tune into the lives of Hadley dealers everywhere. 


iA 


WATCH ATTACHMENTS + MEN’S JEWELRY -; 





PANY, PROVIDENCE, R. I, 
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